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About the Policy Challenge  
 

The EU Centre in Singapore, with the support of 

AirAsia and the ASEAN Foundation, launched the 

inaugural EU-ASEAN Policy Challenge  in July 2015. 

This Policy Challenge aims at encouraging students 

to reflect on the challenges of economic 

integration and to come out with concrete policies 

that would help in the building of an ASEAN 

Community.  

 

This inaugural Policy Challenge focused on  the issue 

of Tourism. Tourism is a priority sector for the ASEAN 

Economic Community, and intra -ASEAN tourism is also seen as an important avenue for 

promoting people -to -people connectivity. Tourism is therefore seen as an important driver 

for socioeconomi c development, creating jobs and employment, generating investments 

and other spin -off benefits. However, tourism also has its challenges and can have 

negative impacts on environment, on the preservation of heritage sites if the tourism 

industry is not wel l planned and managed with the right degree and type of regulations 

that will ensure sustainable tourism.  

 

What could be done to promote ASEAN tourism and make ASEAN an attractive 

destination for tourists ð both from within the region and from Europe, and at the same 

time, ensure the sustainable and quality growth of the tourist industry? ASEAN youths 

aged 17 -30 were invited to come up with a proposal that can be translated to specific, 

implementable measures to realise the potential of the tourism sector a s a driver of 

socioeconomic development in ASEAN.  In doing so, the policy challenge encouraged 

participants to think through the whole process of policy -making, from defining the 

problem or challenge, offering policy solutions, weighing the pros and cons,  to 

considering the implementability of the measures and mitigating potential problems or 

consequences of the measures.  

 

A total of 45 teams submitted their entries on or before the 14 September 2015, and four 

teams have been shortlisted for the final. Th ese four teams were asked to further develop 

their draft proposals to a comprehensive  policy brief of 20 - 25 pages, and made  a 20 

minute presentation at the final event on 12 November 2015.  

 

Team SG500 ð consisting of Pung Jing Yi, Mr Jason Tey and Mr Mayer Tung , students from 

NUS ð emerged as the best team in this competition, winning the grand cash prize of 

S$1,500. This policy brief is their final submission for the competition containing some 

specific ideas on promoting ASEAN Tourism.   
.



0. Executive Summary  
 

The Association of Southeast Asian Nations (ASEAN) was established as a regional bloc to 

further cooperation amongst countries  in Southeast Asia. One of the recent long term 

goals of ASEAN is to establish an ASEAN Economic Community (AEC) to create a single 

market and production base and build a competitive region well integrated into the 

global economy. In the AEC blueprint, Tourism has been identified as one of the priority 

sectors for integration.    

 

 
 

Our policy paper draws inspiration from the success es of tourism initiatives in Europe and 

seeks to learn from these initiatives how we can promote ASEAN tourism with a unique 

ASEAN flavor. We start off by identifying the strengths, opportunities and chal lenges of the 

region  in the tourism industry . The strength s include the diversity of the region and the 

relatively low cost advantage. An a geing population  with spending power  and an 

increase in size and affluence of the middle class are opportunities we c an leverage on. 

Challenges like underdeveloped infrastructure, distressed public health environmentõ   

security concerns , ineffective stakeholder management and industrial restructuring 

brought about by tourism are important consideration s in the formulati on of our 

recommendation.  

 

Our strategic goal is to boost the competitiveness of tourism in the region by 

implementing sustainable and quality tourism in view of the strengths, opportunities and 

challenges identified. Our overall strategy  takes into accoun t the fundamental ideals and 

principles we stand by in developing tourism in the ASEAN.  

 

With that in mind, we have concocted three innovative recommendations . They are first, 

to market the unique seasonality of ASEAN; second, to launch an ASEAN Connect  pa ss; 

and  lastly, introducing the ASEAN free riding to ur series. We make a case on how the 

infusion of ideas on sustainable and quality tourism into our action plan will be a great 

leap forward in ASEAN tourism development. The progress and result of the 

implementation will be kept in check by a set of annual performance indicators and 5 

yearsõ deliverables. In short, our paper seeks to provide a well -defined and convincing 

development plan to boost ASEAN tourism competitiveness. Most importantly, we hope 

that our plan will excite the sense of adventure and raise curiosity of the ASEAN people to 

travel around the region, and in the process build greater awareness of the region and 

instill a sense of ASEAN com munity amongst the people  in the long run.  

 



1. Introduction  
1.1 Objective of the Brief  
Our policy brief aims to provide a case 

towards enhancing and strengthening 

the Association of Southeast Asian 

Nations (ASEAN) tourism competitiveness 

in the next five years. Our goal is to 

promote ASEANõs attractiveness and 

develop ASEAN capabilities as a choice 

de stination for regional tourism.  

 

We begin by providing a background of 

ASEAN, and then analyse the strengths 

and opportunit ies with regards to  ASEAN 

Travel & Tourism (T&T), as well as 

identifying  some of  the major challenges .  

We then introduce our strategy which 

aspires to synergize the 

complementarities  and ideals  of ôQualityõ 

and ôSustainable Tourismõ, themes upon 

which , our ideas  and recommendations  

are based on.  

 

1.2 Background  
The Association of Southeast Asian 

Nations was established as a means to 

maintain peace and stability in Southeast 

Asia. Through ASEAN, the member 

countries seek political cooperation to 

manage intra -ASEAN relations and 

ASEANõs external relations with major 

powers and dialogue partners. Over the 

years, it also looked into various fields of 

cooperation and the last decade has 

seen a concerted effort toward deeper 

economic cooperation to achieve the 

goals of ASEAN community building  

(ASEAN).  

 

 
Figure 1. ASEAN Logo (ASEAN Logo, 2015)  

 

The debacle caused by the Asian 

Financial Crisis in 1997, served as a 

poignant reminder to ASEAN leaders on 

the need for cohesive  and decisive  

action in order to maintain the regionõs 

economi c stability and prosperity  (Wong, 

Mistilis, & Dwyer, 2011) . Following which, 

landmark strategic plans and 

agreements were launched with the long 

term goal of establishing a n ASEAN 

Economic Community . Tourism was 

identified as one of the specific areas of 

cooperation within the ASEAN  general 

economic framework  (Athanasopoulou, 

2013). 

 

Since then, there have been numerous 

T&T projects launched and implemen ted 

by ASEAN as well as individu al member 

countries . The ASEAN Tourism Agreement 

was also conceived at the ASEAN Summit 

in 2001 to strengthen the  member 

countries õ unity and to enhance 

competitiveness, and to increase tourist 

flows.  

 

 
Figure 2. ASEAN Summit  2001 (Thailand MFA)  

 

More recently, in 2007, the 12th ASEAN 

Summit saw the reaffirmation by ASEAN 

leaders to accelerate the establishment 

of an ASEAN Economic Community (AEC)  

based on four pillars , as the goal of 

regional economic integration by 2015.  

 
AEC: Transform ASEAN into a region with free 
movement of goods, services, investment, skilled 
labor and a freer flow of capital 

4 Pillars of AEC 
A single 
market 
and 
production 
base 

A highly 
competitive 
economic 
region 

A region of 
equitable 
economic 
development 

A region 
fully 
integrated 
into the 
global 
economy 

Table 1. Pillars of AEC  (Athanasopoulou, 2013)  

 



This was then closely followed  with the 

implementation of the ASEAN Tourism 

Strategi c Plan (ATSP) from 2011 to 2015, 

identif ying three strategic directions in 

order to enhance and promote regional 

tourism.  
 

 
ATSP: Develop a blueprint defining the policies, 
programs and projects of the ASEAN National 
Tourism Organisations (NTOs) in the areas of 
marketing, product development, standards, human 
resources development, investment, and 
communication, among others 

3 Strategic Directions of ATSP 
Develop 
experiential 
regional 
products, 
creative 
marketing and 
investment 
strategies 

Strategically 
increase the 
quality of 
services and 
human 
resources in 
the region 

Enhance and 
accelerate travel 
facilitation and 
ASEAN 
connectivity 

Table 2. ATSP Strategic Directions  (ASEAN, 

2011) 

 

As we move forward from 2015, we seek 

to build upon what the AEC has 

achieved in the last decade, and 

improve the tourism landscape in ASEAN 

in the next five years.  

 

 

1.3 Statistical Trends  
We observe that Travel & Tourism (T&T) 

has an increasing stake in the ASEAN 

economy. In 2014, T&T contributed 12% of 

the total GDP, as well as 9.7% of the total 

employment in the ASEAN. These figures 

are expected to increase to 12.6% and 

11% respectively  in 2015 with an 

annualized growth rate of 5.6% and 2.7% 

respectively  (World Travel & Tourism 

Council, 2015) . It is thus clear that T&T 

play a significant role in ASEAN socio -

economic development.  

 

 

 

 

 

 

 

 
SEA 

2014 2025 

USD 
(bn) 

% % Annual 
Growth 

Direct GDP 
Contribution 

117.9 4.8 4.9 5.4 

Total GDP 
Contribution 

291.8 12.0 12.6 5.6 

Direct Emp. 
Contribution 

11,262 3.7 4.3 3.0 

Total Emp. 
Contribution 

29,358 9.7 11.0 2.7 

Table 3. Contribution of T&T (World Travel & 

Tourism Council, 2015)  

 

In addition, we can  also expect an 

increase in the number of tourists visiting 

ASEAN. From 2009 to 2013, the total tourist 

arriva l in ASEAN as a region has increased 

by an average of 10% year on year  

(ASEAN, 2015)1. This growth rate in tourist 

arrivals is projected to increase steadily to 

17% in 2018 (Pacific Asia Travel 

Association, 2014) . The top three 

country/regional sources of tourists are  

identified to be from ASEAN  itself, China 

and European Union respectively  (ASEAN, 

2015)2. It is evident that the ASEAN T&T 

industry should develop the necessary 

capabilities to capture the  increased  

tourist flows  as suggested by this trend in 

the next five years.  

2. Regional Analysis  
2.1 Strength  
Diversity is one of the regionõs defining 

characteristics and this is an important 

aspect in T& T. Each country is made up of 

different people from distinct cultures with 

a long history. In addition, the region 

possesses some of the best landscapes 

and ecosystems with exotic wildlife and 

nature. Traditionally, the rural areas of 

ASEAN have  contributed to the regionõs 

economic growth, from the rice fields in 

Vietnam to the fishing zone around th e 

Mekong Delta. In contrast, developed 

cities such as Singapore and Kuala 

Lumpur, towering skyscrapers and 

bustling financial districts with modern 

a ttractions fill the landscape. Such 

                                                 
1 Refer to Appendix A for chart  
2 Refer to Appendix A for chart  



divergence can offer  diverse experiences 

to different visitors.  

 

Cost is another inherent strength of 

ASEAN. As a region, ASEAN countries 

remain  relatively cheap by international 

standards, achieving the overall  highest 

score in Pillar 10: Price Competitiveness in 

T&T Competitiveness Index (TTCI). This is a 

substantial reason to pull tourists from 

traditional markets such as Europe. 

Moreover, given the current global 

economy , affordability and price 

competitiveness is a m ajor asset in T&T 

(Schwab & Brende, 2012) 3.  

 

2.2 Opportunity  
In addition to the potential strengths  

identified above  in Statistical Trends , we 

establish  two  supplementary trends that 

serve as a f oundation for our strategy , 

which seeks to exploit these opportunities.  

 

Firstly, shifting tourist demographics , 

where we observe an ôageing tourist 

populationõ with spending power , as well 

as the emergence of younger travelers . It 

has been projected that the number of 

over -60s will rise to almost 1.4 billion by 

2030 (Crotti & Misrahi, 2015) . These tourists 

tend to demand higher standards of 

quality and refinement in their tourist 

experience,  and  at the same time have  

larger budgets as well.  

 

 
Figure 3. Elderly tourist  (Youmans, 2012)  

 

On the other hand, the younger travelers  

tend to seek out exotic locations and 

                                                 
3 Refer to Appendix B  for chart  

experiences, exploring the less known 

destinations of the country/region.  

 

 
Figure 4. Backpackers  (Destination 360)  

 

Secondly, r ising affluence of the middle -

class, where we recognize the increasing 

purchasing power in emerging and 

developing economies. For example, 

China, one of ASEANõs largest sources  of 

tourists as ment ioned above, is the largest 

market in terms of international tourism 

expenditure and this market is still growing 

at a double -digit rate  (Crotti & Misrahi, 

2015). At the same time, countries like 

Brazil and India have also seen impressive 

rapid growth in  terms of  international 

tourism expendit ure. ASEAN as a region, 

with much to offer stand to gain from this 

increased demand for travel 

experiences.  

 

2.3 Challenges  
The infrastructures in many areas of the 

ASEAN region are  still largely 

underdeveloped. This is a major obstacle 

to the development of the T&T sector in 

ASEAN. Poor basic  infrastructures impede 

physical connectivity, which is an 

essential factor in travel. The 

development of such infrastructures will 

take time and require a massive amount 

of capital investment from ASEAN 

members.  

 

Take for example, air connectivity. Within 

the ASEAN region, we find good 

performing countries like Singapore, 

Malaysia and Thai land, ranking high in 

Pillar 6: Air Transport Infrastructure of the 

TTCI. At the same time, we also see poor 



performing countries like Vietnam, 

Philippines and Cambodia on the other 

spectrum. In addition, we observe an 

asymmetry in the number of direct flig hts 

from capital cities of ASEAN countries 4. As 

such, there remains much room for 

improvement in connectivity   (Schwab & 

Brende, 2012) . 

 

In relation to poor infrastructures, the 

public health situation in some ASEAN 

countries can also be daunting for 

tourists. The inadequate sanitation and 

low levels of hygiene can  result in health 

travel hazard such as dysentery  (ASEAN, 

2014). Coupled with a hot and humid 

climate, there is a lso a high prevalence of  

communicable diseases  such as bird flu, 

and diseases caused by mosquito bites 

such as malaria, dengue fever  in many 

areas within the ASEAN region, all of 

which pose a major inconvenience for 

tourists (Schwab & Brende, 2012) . 

 

Security and safety is another related 

issue. ASEAN presents a mi xed picture 

regarding Pillar 3: Safety and Security . The 

region remains susceptible to petty  

crimes like theft, pick -pocketing, and this 

is made worse by the perceived 

unreliability of the police force in some 

countries. At the same time, concerns of 

terrorism and violence is not unfounded, 

as news of bombing events in Bali, 

Bangkok and Manila raise fear amongst 

potential tourists.  

 

Stakeholder management is also an 

important i ssue as the T&T industry faces 

rapid changes and continuous 

challenges. As the trend shows an 

increase in the numbers of tourists, 

additional efforts should be spent in 

providing for sustainable T&T. In order to 

achieve this, the interests of the current 

and future gene rations must be taken 

into consideration. Decision makers such 

as the government and tourism 

companies face the challenge of 

balancing be tween growth and 

                                                 
4 Refer to Appendix B for Chart  

sustainability in particular with issues 

relating to preservation of heritage sites, 

and environmental  protection.     

(Schwab & Brende, 2012) . 

 

 
Figure 5. Deforestation in Thailand  (AsiaNews, 

2013) 

 

Relating  to stakeholder management, 

there is also a risk that tourism 

development could lead to a loss of 

traditional jobs, such as farming or fishing, 

as workers move into  the  service jobs. At 

the same time, the income derived from 

tourism may not ultimately end up 

benefitting the targeted audience, 

resulting in unequal social and economic 

development. Hence, careful measures 

must be implemented to ensure the 

interes t of each stakeholder is maximized  

(Athanasopoulou, 2013) . 

 

3. Strategy  
Our strategy aims to marry  the virtue s of 

quality tourism  with  sustainable tourism  to 

spark off an improvement in the regional 

competitiveness for tourism.  

 

Quality tourism consist s of òmaking 

tourism an important economic driver, 

job creator and  instill dynamism by 

constant public engagementó 

(Singapore Tourism Board, 2014) .  

 

Sustainable tourism is defined as òtourism 

that respects both local people and the 

traveler , cultural heritage and the 

environment ó (Fien, Calder, & White) .  

 



Our strategy coincides with the new 

ASEAN Tourism Strategic Plan (ATSP) 2016 

ð 2020 theme,  One Community for 

Sustainability , which will work towards not 

only the development and growth of the 

regionõs tourism, but also ensures that this 

growth is grounded on responsible, 

sustainable, and inclusive tourism  (ASEAN, 

2014). Quality  tourism can be achieved 

through the framework that consist s of 

both hardware and software, quality 

service and positive experience. 

Furthermore, this will be complemented 

by placing focus on environmental, 

economic and social sustainability  in 

order to achieve sustainable tourism.   

 

The hardware  aspect of our strategy  

consists of two elements . Firstly, we hope  

to stimulate an increase  in investments by 

private stakeholders through a holistic 

plan. Secondly,  we need a  platform for 

engaging the different stakeholders to 

develop a holistic, coordinated ASEAN 

tourism plan . Our software see ks to 

integrate sustainability, dynamism and 

technicality as the fundamentals for 

ASEANõs tourism projects.  

 

Despite having the hardware and 

software in place, a dynamic planning 

framework will also be required to 

leverage on future trends and stay 

releva nt. Competition from other tourism 

hubs will intensify as more nations look to 

develop tourism as a key driver of 

economic growth. As such, we think that 

the ability to anticipate future trends and 

leverage on the opportunities identified 

will be crucial i n improving the tourism 

competitiveness of the region.  

 

3.1 The Hardware  
A well -defined plan for improving 

regional tourism competitiveness is 

instrumental in attracting private 

stakeholders and investments. At the 

same time, to develop a holistic and 

sensible plan requires engagement and 

consultation of the different players and 

stakeholders. This will form the hardware 

of our policy as we seek to tackle the 

lack of private stakeholders õ participation 

in translating the  generic guideline in the 

ASEAN Tourism Strategic Plan 2011 -2015 

to feasible projects and proposals  (Wong, 

Mistilis, & Dwyer, 2009) . Our plan will 

consist of clear markers and metrics to 

ensure a standardized measurement for  

progress. We will identify the necessary 

stakeholders involved to make our plan 

successful. The clarity and potential of 

future gains illustrated will attract private 

investors to have an active stake in the 

plan.  

 

Given the closure of ASEAN tourism 

information center  in 1996, 

uncoordinated initiatives might be 

disruptive to the net development of 

tourism. Hence a platform for 

coordination has to be developed along 

with the proper incentives to overcome 

financial, institutional  and organizational 

bottlenec k.  

 

3.2 The Software  
How to weave in principles of 

sustainability and inject quality into our 

tourism plan is an important òsoftwareó 

aspect of our plan.  T he software needs 

to encompass dynamism, technical 

sophistication and sustainability.  These 

three complementary qualities will 

develop sustainable tourism in a holistic 

manner.  Sustainability takes into account 

the triple bottom line  by ensuring 

profitability as well as  environmental and 

social sustainability. Dynamism allows the 

policy to  be adaptable to  the  different 

socioeconomic and be sensitive to 

different cultural conditions . ASEAN 

member states can òpersonalize ó the 

implementation and improvement 

without compromising on the quality of 

the intended result. Technical 

sophistication  filters the robust solutions 

from the inferior ones. Stringent checks 

via data and index will identify the viable 

solution which maximizes the returns for 

resources invested. Deliverables will be 

incorporated to ensure due diligence. 

Dynamism and technicalit y enhances the 

sustainability of the plan by allowing 



relevant improvements, checks and 

balances to take place in ta ndem. 

Hence we hope to incorporate all  these  

three complementary qualities to bring 

about the optimal result.                                                                                                                                                                                                                                               

4. Recommendations  
The recommendations proposed in this 

paper draws lessons from the EUõs success 

and adapt some of the initiatives for the 

ASEAN context.  Against the backdrop of 

changing socio -economic trends as 

discussed in Oppor tunity  above, the 

recommended actions are conceived 

with our aim of creat ing a  sustainable 

quality tourism  within the region and to 

enhance the competitiveness of ASEAN 

T&T. 

 

In the three recommendations  below , a 

summary of the conceptõs origin in the 

European context and its applicability in 

ASEAN is first presented, before we 

identify the stakeholders and the various 

incentives for them to participate. We 

then substantiate our recommendations 

with further cos t-benefit  analysis before 

rounding up our discussion with the 

potential for future development.  

 

4.1 For Each, a Season  
Spring in the Swiss Alps, Summer in the 

French Riviera, Autumn in Munich for 

Oktoberfest, Winter in Swedenõs Ice Hotel, 

and for the Chr istmas markets all around 

Europe - there seem to be always a 

reason to be in Europe at any  time of the 

year; can we say the same for ASEAN?  

 

Thailandõs Songkran or Laosõ Thingyan in 

April, off -monsoon scuba diving in 

Indonesia or the Philippines in the ho tter 

summer months, Cambodiaõs Siem Reap 

and Vietnamõs Ha Long Bay in the cooler 

autumn months, and Laosõ Luang 

Prabang in December for the Hõmong 

New Year; indeed, the diverse cultures in 

the ASEAN countries are able to offer 

equally much throughout the y ear.    

 

In fact, with the rising demand for òhands-

on tourismó engaging the community 

(voluntourism ) or the nature ( ecotourism ) 

that brings along new interest in the rustic  

rural areas of the regi on, seasonal 

changes that cater  to these forms of 

travel will further substantiate this need for 

seasonal promotion.  

 

 



Figure 6. For Each, a Season (clockwise from top -right): (a) diving in maritime ASEAN; (b) Angkor 

Wat in Siem Reap; (c) Songkran, the Thai  new year; (d) Hõmong New Year in Vietnam and Laos; 

(e) World -renowned Halong Bay in Vietnam; and (f) Rice harvest in rural Thailand  

 

4.1.1 Action Plan  

In view of increasing use of mobile apps 

and rising influence of social media  by 

travellers  to plan and organize their trips, 

our group proposes the following to 

capture this seasonal effect and turn it 

into an advantage for ASEAN.  

 

(a) Working with  Crowdsourcing Website  

Disintermediation that drove self -guided 

tour in the tourism industry was made 

possible and spiked in the turn of the 21st 

century because of the proliferation of 

the internet, where individuals no longer 

rely on tour agencies for itinerary a nd 

booking of accommodations or  

transportation. Crowdsourcing website s 

such  as TripAdvisor provide itinerary 

suggestions that are not only useful but, 

with its varied sources coming from 

anyone who has been or lived in that 

country, suited to individualõs travel 

preferences. While suggestions and 

places of interest on these websi tes are 

ranked and displayed based on 

popularity (votes), it is possible to 

negotiate with these online companies to 

create informational filters that display 

traveling options based on seasonal 

practicality. For one, it improves the 

interaction interface of the website to 

enhance consumer satisfaction, and 

secondly, this can be done at a relatively 

low cost of adding additional filters. Real 

effort involved in this stage by ASEAN is to 

convince these crowdsourcing website s 

of such an informational demand b y the 

tourists to know òwhen best.ó  

 

(b) Crowd -contributing Promotional 

Video  

Not any  promotional video but a major 

hyper time -lapse video that moves 

throughout the region from one season to 

another, showcasing the varied activities 

available within each time -frame and the 

changes that comes along with it. This 

video should be uploaded to YouTube 

and be allowed to be shared on social 

media platforms such  as Facebook and 

Instagram. The difference between this 

video and others that have been done 

by ASEAN previously is that this video will 

be a continuous project. Once the video 

has been uploaded, a monthly (or 

quarterly) online contest may be set up to 

encourage tourists who have been to the 

region to contribute their own time -lapse 

videos of the region, and  when their 

video has been selected for the period, a 

prize such as air ticket or hotel vouchers 

will be given to the person who made the 

video. By having these different time 

lapse videos, we aim to promote beyond 

the repetition of recurring seasonal 

change; we aim to create an impression 

of a differentiated season, one that 

returns with a different experience . Been 

here this summer? Come back the next 

one to find new discoveries! In essence , 

from òFeel the Warmth,ó we aim to 

òSpread the Warmth.ó  

 

4.1.2 Key Players 

(a) ASEAN Tourism 

Current effort by ASEAN  to promote 

ASEAN tourism provides a very 

encouraging foundation for our proposal . 

With a catchy tagli ne and a functional 

website, it also  has a section on òExplore 

ASEANó describing the various activities 

available within the region. However, a 

few clicks on the website and one will 

immediately notice the lack of 

maintenance and an absence of useful 

information. Indeed, the 19000 -odd 

follow ers of the Tourism ASEAN Facebook 

page suggest  a lack of publicity for the 

official webpage for a region of over six 

hundred million inhabitants. Since money 

has been spent in developing these 

promotional avenues with arguably little 

to show, our group pro poses diverting 

these funds into crowdsourcing what 

tourists are interested in, from their point -



of -view, as set out in our action plan 

above.  

 

(b ) Tourists and Locals  

In order for the official organization to 

crowd -source the making of their 

marketing video, there must first be a 

òcrowdó and this crowd must be 

incentivized to participate. Prizes such as 

a return air ticket attracts people who are 

enthusiastic about the region to 

participate, and this self -selection òbiasó 

precisely attracts the kind of people 

ASEAN Tourism will need: those who 

actively promotes the region through 

their social media channel. A second -tier 

prize, perhaps a paid local staycation, 

may also be set up to encourage locals 

to explore their own city and allow them 

to play a p art in promoting their own 

cities and regions.   

 

(c) Crowdsourcing Websites  

With many online companies profiting 

through advertisement revenue, hit -rates 

for their content will be of critical 

importance. The companies offering such 

filtering capabil ity that be tter suits 

consumer needs will thus be able to 

attract greater usage and consequently, 

advertisement revenue. In fact, ASEAN 

Tourism may even contemplate 

advertising the  seasonality  element  on 

these websites to generate its own 

demand for a òwhen is the be st time to 

travel to the region ó search. On the 

websiteõs front, they will thus be able to 

gain from both improved visitor hit -rate 

and advertisement revenue, and if 

possible, endorsement from official 

ASEAN Tourism organisations. This will add 

credibility  and benefit  both advertisers 

and consumers.  

 

4.1.3 Cost Benefit Analysis  

As mentioned, the cost to support this 

project will come from diversion of 

previous advertisement effort and thus no 

additional cost in excess of current 

expenditures should be nece ssary. 

Benefits of the project, on the other hand, 

are aplenty, and our group summarize s 

them as follow:  

 

(a ) Promotion of Multiple Visits  

Since it is unlikely for regular visitors to stay 

on for the whole year to experience the 

different flavors of each s eason, it is likely 

for an individual to have repeated visits 

into the region upon learning its varied 

festivals and events all year round. This is 

arguably one of the main reasons for 

return visits to different parts of Europe  

and at different seasons . 

 

(b) Reduce Cannibalization of Potential 

Tourists 

Through identification and promotion of 

country -specific events with in the region, 

countries can jointly -promote a common 

festival within the sub -region  or work 

together to offer a series of back to back 

eve nts that will entice tourist for a longer 

stay in the region . This allows mutually 

beneficial outcome, instead of creating 

excessive competition and tension 

between countries. One such example is 

during the Songkran festival in Thailand 

when Singapore atte mpts to hold a 

similar celebration named òCelebrate 

Singaporeó, the Tourism Authority of 

Thailand tried to claim exclusive rights for 

the event. With a collaborated effort to 

promote individual countryõs niche, such 

conflict may be avoided.  

 

(c) Word -of -Mo uth Marketing (WOMM)  

WOMM has proven its worth in the 21st 

century due to  the prevalence of the 

social media and  its effectiveness of 

reaching the masses in a relatively short 

span of time. With the involvement of 

public stakeholders, that is,  the tourist,  

WOMM will be part of the gains as they 

share their unique experiences through 

social media. This will greatly reduce the 

cost of marketing and yield more than 

proportionate gains by replicating the 

òviral effectó if the videos attract 

widespread public at tention.  

 



4.1.4 Possible Future Development  

Possible future development co uld 

include joint promotion of seasonality  with 

the greater Asian community or to 

leapfrog the region to collaborate with 

the established European counterparts, 

conditional on non -cannibalization. Inter -

regional blocsõ collaboration is also not 

entirely unforeseeable given the rate of 

globalizatio n and how the world gets 

increasingly compact.  

 

4.2 ASEAN Connect Pass

 
Figure 7. EuRail Pass (Authorõs own)

EuRail Pass in Europe is a pre -pai d pass 

where tourists are able to use one pass for 

various participating national railways 

across the conti nent. The near -absolute 

flexibility of such a pass , where tourists 

have autonomy to change their travel 

plans at the last minute, and at absolutely 

no additional fee , is the main reason for 

its popularity.  
 

4.2.1 Action Plan  

Transplanting the original idea of a 

railway pass wholesale into ASEAN will not 

be possible as firstly, there is a lack of 

supporting infrastructure in the existing 

stage, and sec ondly, it is not physically 

possible to connect with the maritime 

parts of ASEAN via a train system. Our 

group thus modified the EuRail concept 

to an ASEAN Connect Pass that could 

comprise both an ASEAN Rail Pass and 

ASEAN Air Pass.  

 

(a) ASEAN Rail Pass 

As with the original model from EU, the 

ASEAN Rail Pass will allow near -absolute 

flexibility for user, hopping on and off 

trains without having to worry about 

ticket purchase. A selection of different 

types of passes will be available, varying 

in the number  of countries the pass is 

valid in ( 2 or 4 countries or the whole 

region ), and the number of days of 

validity (5, 6, 8, 10 days) and the price 

increases with the coverage and length 

of validity. Our group proposes to further 

customize our scheme  to better fit the 

ASEAN story we want to paint, that is, to 

add in an element of seasonality: say for 

example, the Songkran/Thingyan Pass 

during Thailand, Myanmar, and Laosõ 

Water Festival; grouping countries with 

similar festivals in the same period under 

one Seasonal  Pass.  

 

(b) Complementing ASEAN Air Pass  

As mentioned, our group recognizes the 

geographical constraint of the region, 

and do not intend for our rail pass to 

perfectly substitute the existing transport 

options available in the market. Indeed, 

we understand that AirAsia has recently 

launched the A SEAN Pass for flexible air 

travel within the region working on a 




























