A critical investigation into the effectiveness of Penang Tourism’s utilisation of Malaysia’s marketing plan as a Tourism Destination strategy
                                     Name: Jeenukala Pranay Kumar
                                                 Student ID: 1904358


Table of Contents
Introduction:	3
Background:	3
Tourism Strategy:	5
Niche Strategies:	6
Theories of tourism development:	6
Impact on business:	7
Sustainability Theories and Impact on Tourism Malaysia	8
Stakeholder Theory in Tourism Industry	10
Conclusion and recommendation:	11
References:	13



[bookmark: _Toc51847745]Introduction:
In Malaysia, the Tourism is well established and their tourism policy is well organised and high focused. In the year 1972, the TDC (Tourism Development Corporation) is restructured to become the Malaysia’s Tourism Promotion Board. In Malaysia, the destination tourism is highly developed. Proper marketing strategy is also involved in developing the tourism. Apart from that proper planning, programmes and implementation strategies helps to develop the tourism. In Malaysia, the tourism industry is the second highest (Othman, Wee and Hassan, 2012). 
Present research is based upon the effectiveness of the Penang Tourism’s utilisation of Malaysia’s marketing plan as a Tourism Destination strategy. In recent days, the destination tourism is attractive planning for tourism to attract the modern day customers. Thus, the researcher will try to analyse the niche strategies, tourism strategies. 
[bookmark: _Toc51847746]Malaysia’s Truly Asia Strategy:
In Malaysia, tourism industry is booming as diverse tourists around the world are attracted towards the heritage and beautiful destinations of Malaysia. According to the reports, tourism industry contributes a greater part to the GDP of Malaysia (Othman, Wee and Hassan, 2012). The most popular destinations that attract the numerous tourists around the world include the national park, historical places and the museum. Heritage buildings of Georgetown, the capital of Penang is quite famous in Malaysia. Around three million international as well as domestic tourists visit Penang of Malaysia every year. Penang is popular for its culture and historical buildings (Petersen et al. 2017). Some of the famous historical buildings of Malaysia include The Malacca Sultanate Palace, Kampung klingMosque, St Paul's Church, Cheng Hung Teng , Snake temple and others.The museums in Penang utilizes diverse preservation strategies in order to preserve the historical items (Weiming, 2017). In Malaysia, tourism industry contributes for the overall economic growth of the country. As tourism industry hires numerous human resources and so employment opportunities are also created by the tourism industry. According to the recent reports, Malaysia is the highest visited destinations in the south Asia (Park, Ungson and Francisco, 2016). 
Malaysian tourism industry is having a vision to attract almost thirty million people through its promotional strategy 2020 (Park, Ungson and Francisco, 2016). Diverse events are organized in Malaysia to attract more and more tourists around the world. Additionally the tourism industry is quite focussed and attract tourist by providing quality services at reasonable prices (Henderson, 2016). Even tourists can participate in diverse shopping festivals to get high quality products at lower prices. Malaysia tourism industry is attracting numerous domestic as well as international tourists by its new tourism destinations such as sky watching in Selangor, UNESCO , bird watching in putrajaya, Desaru coastland others. In 2020, Malaysia has also focussed on providing high quality healthcare services to the people around the world (Gayatravel, 2020). This will definitely increase the health care travel in the country. In order to showcase its culture, diverse traditional dance events have been organized by the tourism companies for entertainment of tourists. New luxurious hotels and resorts have been building up to provide the luxury experience to the tourists. Thus it can be said that in Malaysia, tourists can spend its leisure time by shopping, dance, cuisines and the luxurious services at resorts. The Malaysian tourism industry is booming day by day due to the string support of the Malaysian government (Malaysia’s tourism sector targets niche markets, 2013). It’s niche strategies aims to provide better services to the tourists at the reasonable rates and so people are more attracted to visit Malaysia. Malaysia has the future plans to collaborate with the international airlines in order to increase its business. The Malaysian tourism industry is also able to develop efficiently due to its extraordinary promotional activities.
Marketing strategy of Truly Asia Strategy:
Truly Asia is the marketing campaign of Malaysia and it has been able to sell its multiculturalism and cultural diversity. It not only shows the ethnic diversity but also cultural, natural and historical make up (Nugraha, Putri and Suprihanto, 2018). Malaysia’s Truly Asia, campaign is more than decade now but still it has impact upon the Malaysia’s tourism development. It is the excellent example of destination branding strategy. It is most dynamic and innovative approach. This campaign has been launched in TV, radio, Flickr, Twitter, Facebook and in even YouTube (Malaysia’s tourism sector targets niche markets, 2013). The effectiveness of this branding is in its ability in brining the highlights of the place and with the making of beautiful mixture. It showcases the country as the pleasant blend of the multiple ethnicity, beaches and dense forest, romance, leisure and fun topped and celebrations. From the beaches to hills, and from modern cities to forests people can get more and more enjoyment (Henderson, 2016). Multi-culture and cultural diversity is reflected through this unique ad campaign of Malaysia’s truly Asia.
Malaysia is making use of internet media for promoting the tourism in the country. The marketing strategies of tourism industry are able to attract more than 2.5 million people around the world (Sussman, 2017). Malaysia is also focussed on marketing in international trade shows in order to increase the number of tourist every year. Malaysia is also focussed on participating in international trade shows for further growth of tourism industry. The Malaysian tourism strategies concentrate on new infrastructure and the preservation of historical buildings to attract tourists around the world (Nugraha, Putri and Suprihanto, 2018). As tourism is the service based industry and so diverse tourism companies provide incentives to their employees for better services and for attracting more consumers. Tourism companies also focus on providing training to the employees for enhancing their skills. Branding of Malaysian tourism is done by posting videos on the social media websites as well as utilisation of television media is made to market the popular destinations of Malaysia. The most popular advertisement of Malaysian tourism named Malaysia truly Asia, is used till today for promoting the tourism industry. With its branding and promotional activities, tourism industry of Malaysia is able to generate huge revenues (Battour et al. 2017).
[bookmark: _Toc51847750]Impact on business:
The ad campaign Truly Asia Strategy has highly impact on the tourism business in Malaysia. The campaign is highly successful in winning several awards globally. It helps in leading to the steady development of the tourists footfalls since years. The tourism business of Malaysia has been growing rapidly over the years. Also it has been able to establish that Malaysia is the unique place of business and proper destination of tourism to experience all of the Asia (Park, Ungson and Francisco, 2016). In the year 2008, the Malaysia drew $22.05 million visitors including the arrivals of 264,338 visitors from the Middle East. They provide value for money packages, for destination tourism (Ormond and Sulianti, 2017). As the industry is looking for the second and third generation tourists and thus they have introduced that types of facilities which can attract them. In order to develop the business of tourism Malaysia is focused on setting its marketing strategy which also helps in designing advertising content.

Sustainable development:
Sustainable tourism development is the level of tourism activity which can be maintained over the long term as it is resulted in the benefit for the economical, social, cultural environments of the area (Park, Ungson and Francisco, 2016). Sustainable tourism is the industry committed approach to making the low impact on the environment and the local culture which can help to generate more opportunity of the employment of the local people. It always gives positive experience to the local people (Henderson, 2016). In Malaysia, the Penang tourism is the famous sustainable tourism approach. Through this tourism approach Malaysia has been trying to develop sustainable tourism. 
Penang Tourismn: Malaysia has preserved its culture and heritage by preserving its historic items and maintaining the historical buildings till today. Tourists can experience the culture of Malaysia by visiting historical buildings and museums and by enjoying traditional cuisines of Malaysian people (Ormond and Sulianti, 2017). Diverse dance events are organized by the hotels and resorts so that tourists can enjoy the traditional dance forms of Malaysia. Malaysian people have the different lifestyle and it shows the preservation of its cultural values by the Malaysian people. Even tourists can buy diverse antique handicrafts made by the Malaysian people. In order to develop tourism industry, Malaysian tourism companies is been promoting its historical destinations and museums (Tan, Chong and Ho, 2017). Penang, which is the capital of Georgetown, is famous for the historical buildings. In Penang, the museums and building shows the influences of diverse cultures such as Chinese, Indian, Malay and European on Malaysian people. Reports shows that there is high rate of arrival of visitors arrival from the period of Jan-Aug 2019 with almost 207.67% increase from 29,101 to 89,545 during the same of last year (Penang Global Tourism Launches ‘Experience Penang 2020’ in Singapore, 2019). The Experience Penang 2020 campaign helps to experience diverse elements of beauty amusement, fun, satisfaction and excitement.
Theory of Plog regarding tourism development has helped to identify the popularity of one place. The theory of Plog justifies the development of the destination tourism in Penang Malaysia. On the other hand, the theory of Doxey’s, demonstrated that tourism development life cycle is the most necessary and it includes the good relationship between the tourists and the exchange of the tourists place each other (Henderson, 2016). 
The UNESCO has announced Penang to be the multicultural trading town. By utilising the cultural and heritage resources, Malaysia is able to attract numerous tourists around the world (Ng et al. 2017). Not only that but it is able to set up its position among the world’s most popular and most visited destinations in the world. The country's preservation strategies will definitely attract even more visitors in future.
[bookmark: _Toc51847751]Sustainability Theories and Impact on Tourism Malaysia
CSR theory in the tourism industry 
Corporate Responsibility is one of the important aspects in the tourism industry and it delivers one of the greatest business policies and in this manner, the tourism industry in Malaysia integrates social and environmental concerns at the same time frame. The Corporate Social Responsibility theories also help in establishing new business objectives and mission for developing the key operations for interacting with the key stakeholders (Ormond and Sulianti, 2017). The tourism industry in Malaysia is one of the integral parts for the development in the society and it controls the core legitimacy as well as the financial liability for a long period. Within the Corporate Social Responsibility theory, some different elements and segments help in integrating CSR responsibilities and help in establishing new strategies for the organizations and also designing specific characteristics. These characteristics are much helpful building key perceptions that are based on social responsibilities. In the recent years, Corporate Social Responsibility theories have been adopted by the tourism organizations in Malaysia for creating multi-stakeholder approach, where the companies have defined that the stakeholders are not the receivers and they are the key partners for implementing the CSR strategies and models for the further development of the organizations and the tourism industry (Lund-Durlacheret al. 2019). 
Within the Corporate Social Responsibility theory, there are some of the core steps and stages, which include economic responsibilities, legal responsibilities, ethical responsibilities and philanthropic responsibilities. These are the most important elements in the CSR model, which forms the core economic categories, and with these formulations, the tourism industry has been performing well and they are maintaining the core needs and wants of the customers at the same time frame. According to Theodoulidis et al. (2017), it can be observed that the organizations in the tourism industry in Malaysia interacts with the different groups and they are making the business possible for all tourists for all categories and providing resources as well as satisfaction to the health workers, legal and physical infrastructure. With the help of the CSR theories and its elements, the marketing of the products and services have been much easier for the industry in the country. On the other hand,Gürlekand Tuna (2019), has stated that CSR model or theory is much useful for establishing societal legitimacy as well as economic self-interest for showcasing much financial viability as the same period. However, the main phenomenon of the Corporate Social Responsibility theory and model lies in the core business motivation for maximizing the performance of the tourism organizations in Malaysia and also minimizing the core restrictions the basic restrictions in the operations, through different types of actions. 
In recent years, the tourism organizations in Malaysia have been following some of the important concepts that are all included within the CSR theory and model. In recent years, tourism Malaysia has targeted to establish authentic commitment with the public for developing major management procedures. However, in the current timeframe, the organizations have also developed new CSR strategies by following ethical responsibilities as well as legal responsibilities. These have helped them in contributing to major business objectives of the industry. Alongside, aligning of the CSR strategies for developing core competencies have been also done by the organizations of the tourism industry (Fatmaet al. 2016).
[bookmark: _Toc51847752]Stakeholder Theory in Tourism Industry
Stakeholder Theory is one of the important theories that aim in maximizing the profits by accruing all the stakeholders of the tourism industry. There are different tourism organizations in Malaysia those have adopted the stakeholder theory and the management teams have been working on the behalf of the stakeholders for delivering the maximum returns within the limited period. The stakeholder theory is very important where the management team of the organization learns to return an actual profit to the shareholders in the form of dividends or the form of increased share prices. According to Toddet al. (2017), it is noticed that with the help of the Stakeholder Theory, the organizations in the country have been much success in establishing a new framework of sustainable tourism and they have targeted to secure the core "cultural heritage conservation" at the same time frame. However, van Niekerk and Getz (2019), has contradicted with the above statement and clarified that to mitigate the complexity in the tourism development, different organizations in the industry have been using the Stakeholder Theory. The major complexities are within the phenomenon of selective destinations and accruing low interest from the collective organized and stakeholder tasks.
The greatest stakeholders in the Malaysian tourism are the tour operators, community and government and the organizations together practice stakeholder model practices for insisting and planning the core management procedures. As stated by Theodoulidis et al. (2017), in Malaysia, different local tourism community have been also affected due to some stakeholders due to their absurd decision-making procedures and for debarring them from participating in establishing "economic-based cultural tourism" activities for performing social exchange and "sustainable livelihood".
[bookmark: _Toc51847753]Conclusion and recommendation:
In recent years, the Stakeholder Theory has been organized and managed by the tourism industry of Malaysia for building diverse communication channels within the diversity and heritage tourism groups for maintaining the core heritage preservations. At the same time frame, the industry has also been managing the income circulations those are extracted from the tourism services. In the tourism planning procedures, there are different interest groups, those are attached to the organizations for evaluating the cultural values and also for monitoring "economic tourism-based progress". Different groups have faced some of the major challenges by adopting Stakeholder Theory and they are trying to collaborate with different groups for experiencing realistic expectations in the same period.
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