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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 logo and brochure cover












(b) Promotions of “World Wonders of Penang” 



















(c) New video production – Experience It All in Penang (comparison video) 


(d) New video production – The Other Side Of The Island (Teluk Bahang & Balik Pulau)




(e) New video production – The Opposite Side Of The Island



(f) New video production – Penang Through The Lens




(g) New video production – 20 +1 Reasons To Experience Penang


(h) FamilyMart Retail Advertising




(i) Covered Walkways – extension of advertising






(j) Advertising on Giant Cubes – Bukit Bintang, KL city centre


	





· Brochure cover design finalised. Firstly will launch “The Other Side Of The Island” and “The Opposite Side Of The Island”

· Launched together with domestic campaign – Jom! Experience Penang, last July 2020

· Currently the World Wonder ad is on covered walkways in KL’s city centre until May 2021

· Launched on 22 Dec 2020


· Production done but yet to be launched




· Production done but yet to be launched

· Production done but yet to be launched

· Production in progress


· Mid-Dec 2020 to mid-Mar 2021 

· Extension of ad space for another 7 months from June 2021

· Feb to June 2021 (5months)

	





(use of in-house designer)
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48,336

	





· Will be launched at a suitable time, after cases have subsided









· Will also be promoted at all Family Mart stores via its counter top plasma TVs across Malaysia

	2.
	Responsible Tourism campaign  
	Unveiling of bus wrap and bus shelter to continuously engage and educate the community on the importance of social responsibility. LED advertising and billboard advertising are ongoing as well.

	· Launched on 22 Dec 
	14,000 (production cost)
	It will be an ongoing campaign for pubic awareness

	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 
	The following were 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.

Collaboration with: 
(a) Penang Foodie
(b) Penang Hidden Gems





(c) iMedia social media advertising





We are also constantly promoting Penang via social media, sharing content and boosting content to target the local market in both English and Malay languages. “Penang Stories” are done and translated as well. The stories are uploaded on mypenang.gov.my and promoted via social media.

	









Mar onwards
Mar onwards





Launched mid-Dec




Ongoing
	









46,640
6,500





40,000





Each post boosted to the domestic market at RM800 over 4-5 days and the cost of per story is RM400 plus translation is RM600 per story

	









We will kick-start both the campaigns at a suitable time. Meanwhile, vendors are working on the content.

Remaining content by 6x KOLs have been postponed to a later suitable timing.


Weekly posts are about 10-12 posts a day. Boosting is done at least on a bi-weekly basis.



	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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