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	1.
	Stimulate local market  
	Rebranding and re-introduce Experience Penang Year, which will be theme for tourism campaign for coming years. Penang needs to continuously stimulate and drive interest and promote itself to drive tourism recovery. 
(a) Design of new brochures and designs 
(b) Promotions of 7 World Wonders of Penang 
(c) Video launching of Experience It All in Penang – comparison 



i) Penang Travel Deals Website 
In an effort to shore up more locals to support popular destinations in Penang, the penangtraveldeals.com website has been launched to provide detailed information for holiday makers. JOM! Experience Penang Campaign, the initiative offers a convenient platform for those planning their travels offering the best deals for hotels, places of attraction, tour packages and lifestyles.

ii) Penang Tour Packages Campaign 
To collaborate with Travel Agencies Associations to promote Penang Packages 

iii) Astro Radio Advertising 
Promote the Penang Travel Deals through media campaigns with Astro Radio in Malaysia. The campaign were on air and digital to cover most of the target markets in Malaysia. It will helps to strengthen Penang’s branding and increase destination/product awareness through partners’ online platforms and offline networks

iv) PWPA Frontliners Campaign
Penang Wedding Professionals Association (PWPA) launched a campaign known as #PWPACARES. The campaign encompasses the plight of those working as frontliners in the world that need to postpone tor delay their weddings this year for the greater good. The campaign is exclusively to active serving doctors, nurses, police, military force, press and more. 
v) MATTA Fair Online
The MATTA Fair Online is the new initiative to assist MATTA members of travel agents, tour operators, hotels, airlines, attractions, theme parks and other tourism suppliers by selling directly to consumers, in line with Malaysian’s demands to travel domestic in this period of Recovery Movement Control Order (RMCO) and beyond. 

The objective of this online fair is to aggressively promote and push domestic travel and tourism amongst Malaysians and residents to explore, experience and enjoy the many beautiful offerings that Malaysia has for holidays and to “take a break” travel in the country.  

vi) Tactical Campaign with Klook 
Collaboration with Klook will encourage Malaysians to visit and enjoy points of interest and things to do within their home city. Besides increasing visitors to Penang, it helps to build inspiration and awareness of hidden gems in Penang by educating visitors on how to make the most out of their trips. Asia’s largest online and mobile booking platform for attractions, tours, activities and travel services. The objective is to drive awareness and purchase of travel activities and experiences in Penang. The campaign will be promoted via combination of social content, online channels and tactical sales. The cashback will be RM50 Penang Travel Voucher for minimum spend RM150 and RM100 Penang Travel Voucher for minimum spend of RM300. 

vii) Tactical Campaign with AirAsia
AirAsia is the largest airline in Malaysia by fleet size and destinations. AirAsia website garnered over 8million monthly visit and facebook has 12.5million followers. The campaign will able to reach more audiences from AirAsia’s widest network. AirAsia flies the most cities out of Penang which includes Kuala Lumpur, Kota Kinabalu, Kuching, Melaka, Johor and Langkawi. In 2019, AirAsia carries 3.4 million passengers into Penang. This has shown an increase of 15.2% compared to previous year. AirAsia flies the most routes into Penang compared to other airlines. The objectives of the campaign is to drive pax travels to Penang, drive immediate holiday and drive sales to tourism players by offering great saving & value Added Penang Combos (Flights + Hotels + Activity + Deals).

viii) Tactical Campaign with Booking.com & Shopback
Shopback also will create content to reach out to its users about Penang. To trigger the purchase of the hotels by pushing promotional campaigns with benefits provided by Booking.com. To provide special rates obtained from the hotels in Penang. Users are to complete the purchase process on Booking.com

Booking.com covers more than 200 accommodations in Penang. Prior the campaign, Booking.com will organize seminar to invite all licensed hotels in Penang to participate in the campaign. Penang is also the first state to collaborate with Booking.com and Shopback to promote on the destination. It is also good opportunity to leverage on both Booking.com and Shopback network to promote Penang. The campaign with top OTA and Shopback also enable Penang to diversify our target markets and promotional channels

ix) Campaign with Expedia and Malaysia Airlines
Expedia Group is the world’s travel platform, with an extensive brand portfolio that includes some of the world’s most trusted online travel brands. With the reach and scale of Expedia Group’s global brands, they can effectively helping destinations maximize investment and fuel destination demand, while also contributing to tourism recovery in Malaysia. In order to leverage the recovery programme, PGT  collaborated with Malaysia Airlines and Expedia in driving domestic tourism to Penang.

x) Campaign with Malaysiakini and Tiktok
Kita Malaysia Campaign is the strength of our patriotism and love for the country among Malaysians, in building the future of our nation. The core mission of this project is to showcase the talents, the home-grown brands, and the beauty of Malaysia through the eyes of fellow Malaysian photographers. Penang is the second location of the Kita Malaysia campaign and also the first state to collaborate with Malaysiakini on this campaign. It will be a 24 hours non-stop production across iconic locations in Penang. To further amplify the campaign with Penang, Malaysiakini will create a TikTok contest with Penang Song that created by Malaysiakini. This is also another platform to explore and promote Penang for domestic market.

xi) Media Campaign with Firefly on the three new routes
Firefly will be launching new routes from Penang to Kota Kinabalu, Kuching and Johor. PGT will collaborate with Firefly to increase destination awareness by advertise in the 3 states

xii) Tactical Campaign with Firefly
To promote Penang Packages with travel agents and FireflyHoliday 
	In progress, to be launched at suitable time when pandemic situation improves 
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The campaign will be put on hold if interstate is not allowed 























The campaign will be put on hold if interstate is not allowed

























The campaign will be put on hold if interstate is not allowed













































































The inaugural flight might delay to March 2021







The inaugural flight might delay to March 2021


	
	Stimulate International Markets 
	I) Collaborate with Hong Kong Celebrity on Social Media Campaign 
PGT has chosen social media platform to kick-start destination marketing in Hong Kong. Celebrity endorsement is useful for generating a positive influence on brand promotion especially in Hong Kong. Mr Philip Keung has been living in Penang for quite some time and very familiar with Penang. He will be doing a 1-hour interview video on Penang. The video will be edited into few videos and post live on PGT and Tourism Malaysia Hong Kong’s social media. The contents of the video will focus on Penang food, culture and attractions. Penang will be the first tourism state in Malaysia to engage with Hong Kong Celebrity to promote the destination through social media live. This is a good opportunity to enhance the destination branding and endorsement from the celebrity. 

II) AirAsia Singapore 
PGT will collaborate with AirAsia Singapore to introducing a thematic Penang campaign fronted with “Jiak Ba Buay” alongside airasia food’s launch in Q1 2021rolling out Penang flavours to your door with local legends serving Penang food. There are several good Penang restaurants and food in Singapore. Penang merchants on airasiafood.com to front campaign will be promoted during the campaign period by giving discount and free delivery. This is to keep Penang destination in their top of mind and visit Penang for the authentic Penang food once the border reopen.

iii) Indonesia Billboard advertising 
Tourism Malaysia Indonesia office has offered Penang Global Tourism a billboard space in front of Malaysia Embassy in Jakarta, Indonesia. The rental fee is waived by Malaysia Embassy. PGT need to bear the printing and installation fee. The location is very strategic with high traffics. This is a good opportunity to boost Penang branding in Jakarta Indonesia. 

iv) International Virtual Tradeshows
PGT has attended Virtual Arabian Travel Mart, Virtual Travel Japan Expo, Virtual ITB Asia and several webinars in Indonesia, Japan, Middle East, Sri Lanka and India.

v) China Marketing Campaign 
PGT will be collaborating with Ctrip and Tuniu China for reviving Penang tourism in China. The campaigns will kick-start a month before international borders open.


vi) Penang Global Tourism has allocated overseas marketing campaigns in 2020 budget for the following countries
a)	Taiwan 
b)	South Korea
c)	Japan 
d)	Vietnam
e)	Thailand 
f)	Indonesia 
The above marketing campaigns will be postponed to second quarter of 2021 due to the extension of Recovery Movement Control Order (RMCO) until 31 March 2021. The campaigns are aims to keep Penang destination in the top of mind and enhance destination branding in these targeted countries. We will continue to monitor the situations and kick start the campaigns on the right timing that brings better media exposure.

vii) Penang Global Tourism will be participated the AVIAREPS Southeast Asia Virtual Roadshow, the first of its kind featuring full 3D interactive virtual exhibition.

	February 2021





























January – March 2021





















January – June 2021









June – December 2020





TBA






TBA
	RM180,000





























RM110,000






















RM5,000










N/A






RM600,000






RM740,000




















RM10,500

	

	2.
	Responsible Tourism campaign  
	Unveiling of bus wrap and bus shelter to continuously engage and educate the community on the importance of social responsibility. 
	PGT
	PGT
	

	3.
	Improve cash flow to sustain businesses throughout the downturn by providing dedicated zero-interest schemes
	Skim Peka 2.1 introduced as extension to the earlier Skim Peka 2.0 offering loans from RM5,000 to RM50,000 to more tourism players who missed out the first edition, and also to players from the creative industry. Comprises three categories: 
(a) Skim Peka 2.1 – tourism players 
(b) Creative Leap Loan
(c) Creative Vitality Fund 
	Open for application from December 28, 2020 to January 29, 2021
	RM10mil including Skim Peka 2.0 edition. 
	Vitality fund is intended to support the artisans and the people of creative industry who are affected by the pandemic and unable to hold physical exhibitions. State through PAD will arrange exhibitions spaces and they will be given monthly funding ranging from RM300 to RM1,000. 

The Creative Leap Loan a 24-month interest free loan for the creative industry players. 

	4.
	Promote Penang digitally for higher audience outreach and desired social media impact 
	Collaboration with: 
(a) Penang Foodie
(b) Penang Hidden Gems
Chosen because of strong local viewership on Facebook, in order to drive domestic tourism and interest towards Penang through creative publicity and focus. Focuses on more personalised experiences in Penang to promote localised attractions specific to domestic tourism.  

i) Digital Advertising with Sojern to promote Jom! Experience Penang Campaign 
	PGT
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	5.
	To clean and upgrade the image of the trishaw riders 
	Conduct dialogues to stress the importance of new norm and provide new uniforms to all peddlers and rewrap the trishaws 
	In progress 
	Estimated RM250,000
	

	6.
	Hybridisation of MICE events 
	Adopted hybrid model for business events, meaning that it will incorporate both physical and virtual to allow both domestic and international participants to join. This would also mean that if the Covid-19 situation is very unfavourable for MICE events, it can go completely virtual without deferring the MICE events. 
(a) BE@Penang [Dec 10 &11] - virtual
(b) Virtual Career Fair [Nov 26-28] – virtual 
	PCEB
	PCEB
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