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oo i ' ' Switzerland
0/. Social media - 0/ Sightseeing/ 0/ Tasting local food/
@ @ L 64 /0 @ 59 /0 excursion tours -y 85 /0 gastronomy United Kingdom
o — France
0/ Travel - 1) : o . ¢
F 53 /0 review sites 55 /0 Shopping % 81 /0 Slow" adventure Italy
MALAYSIANS ARE FAMILY-ORIENTED TRAVELLERS Visiting historical Austria
= 0/ Scarch engines 490/ ;i i 760/ Culture & Histor
—— (4] 0 and cultural attractions 0 Yy lceland
55% 21% 14% 8% | AL ﬁ - = Brecce
ravel booking 0/. Tasting local food/ o
h 350/0 and comparison 43 /0 gastronomy 75 /0 N Belgium
@ Family ©® Family & friends @ Part of tour group websites _
® Friends ® Solo 4 Spain
0/ Travel agent/tour @ 0 Going to museums — 0 o
26 /0 operator websites > 39 /0 and art galleries = 71 /0 City life Turkey
EUROPEAN e Undertaken during the period March to July 2019, the study focused on primary research in four e Online consumer interviews (quantitative) were conducted among 1,000 respondents.
TRAVEL South-East Asian markets (Malaysia, Indonesia, Thailand and Singapore]. The research involved e Online focus groups (4] were conducted, one in each travel source market.

COMM|SS| ON online interviews and focus groups with consumers as well as interviews with the travel trade. e Travel trade interviews were undertaken with a total of 14 representatives in the four countries.



