
Reviving Business: What’s 

Next?
Ida Yasin, PhD

Putra Business School, 43400 Serdang, Selangor

14 April 2020

1



Content

Current Situation

COVID-19: How is the Industry Reacting?

Business Strategy: Post COVID-19 

Pandemic

2



Current Situation
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Tourism Industry

 A report from the Organisation for Economic Co-

operation and Development (OECD)  foresees a 45-70% 

decline in the international tourism economy in 2020

Malaysia’s tourism industry may lose up to RM5.4 billion, 

or 0.36% of the country’s GDP this year due to fears of 

the Covid-19 virus, according to the Asian Development 

Bank (ADB)

 Best-case scenario

Worst-case scenario
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Let’s Focus on combating COVID-19 first6



Impact of COVID-19 on tourist arrivals 

in the Asia Pacific region in 2020
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Source: Statista, 2020



Maslow’s Hierarchy of Needs8



COVID-19: How is the Industry 

Reacting?
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COVID-19: How is the industry 

reacting?

 AirAsia has launched the Save Our Shops campaign to help local 

businesses to sell their products on the airline's e-commerce platform.

 #PortlandTogether is the message from Travel Portland, which has created 

a list of online resources to keep its residents entertained, from virtual yoga 

classes to a live streams of the local zoo

 Trip Advisor has launched a program #LoveYourLocal to support local 

restaurants, in order to help more than eight million businesses listed on its 

site. The funds from the programme will go to two organisations helping 

impacted restaurants and front line workers.

 Puerto Rico is changing its approach from “visit now” to “visit later” by 

offering a virtual, cultural getaway. Its goal is to keep the destination top of 

mind for future visitors.
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Malaysian hotel and travel industry is 

helping Covid-19 frontliners11



COVID-19: How is the industry 

reacting? (cont.)

 15,000 hotels have now signed up to the American Hotel & Lodging 

Association's campaign offering rooms for Coronavirus emergency 

services.

 Egypt is using tourism downtime to deep clean pyramids, carry out 

maintenance and sanitise the entire area for when its ready to 

accept visitors again.

 A small section of the Great Wall of China has reopened to visitors 

as of March 24. Visitors must have a Health Code that shows as 

green for entry. This is a clear sign that life in China is slowly returning 

to normal following the COVID-19 epidmic.
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Consumer behavior will change 

forever post COVID-19, will your 

business be ready?
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Business Strategy: Post COVID-19 

Pandemic
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Build Trust on Safety and Security

 “People don’t remember what you say but they remember how you made 

them feel“

 Rebuild trust in a concerted and cooperative effort involving government, 

community and industry.

 Reconsider the balance between volume and quality of target markets for 

tourists.

 Assure consumers the destination is safe.

 Remind them of any actions the destination may still be implementing 

(such as virus checks, other security measures, etc.).

 Explain sanitization processes.
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E- commerce

 Nielsen believes that after the Coronavirus passes, 

consumers will emerge from their homes and dive back 

into their local markets with a “new normal.”

 This means that people will eventually return to their 

daily routines at work, school and elsewhere but they’ll 

hold a “renewed cautiousness about health,” but there 

will be permanent shifts in the supply chain, meaning 

consumers’ use of e-commerce.
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Essential digital marketing trends 

for tourism business entrepreneurs
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Create and market experiences

 People are seeking holidays that create meaningful 

interactions with people and cultures, new learnings, 

happiness, fulfilment and lasting memories

 Social media is exposing those holiday experiences in 

action, through images and video, with travellers sharing 

experiences and telling their story about your region and 

your business
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Video is a must-have in your content 

strategy

 The amount of video online is growing at an exponential rate and 

video content is ideal for storytelling as it so engaging and aids 

information retention.  We are being encouraged by the primary 
social platforms to create and post original video content and 

Social video generates on average 12 times more shares than text 

and images combined.

 Video must be part of your marketing strategy today, both 

professional video on your website and branded YouTube channel, 

and also quality, amateur (authentic) video for social media.
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MUST-HAVE TRAVEL APPS IN MALAYSIA:  

get more tourism players on board
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Relief Measures for SMEs Affected 

by COVID-19
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http://www.smecorp.gov.my/index.php/en/initiatives/2020-03-31-00-53-

27/relief-measures-for-smes-affected-by-covid-19
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Thank you
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