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TOURIST DESTINATION 2023 DURING TRAVEL
35.1% of the respondents have travelled outside Top 5 Best Travel Transportation Travelling period
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FUTURE OUTBOUND TRAVEL PLANNING - 2024

69% of Malaysians have planned to
take vacations abroad in 2024.
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EFFECTIVENESS OF CUTI-CUTI MALAYSIA (CCM) CAMPAIGN Al Aléi

74.2% are aware of “Cuti-Cuti Malaysia” 55.3% of the respondents were influenced by the “Cuti-
campaign by Tourism Malaysia Cuti Malaysia” campaign to holiday domestically in 2023
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66.] /o plan to take holiday domestically in 2024
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200 Top 5 Reasons Malaysians Are
Not Holidaying Domestically
1.Not Budgetted (38.0%)
100 2.Domestic (Malaysia) destination are expensive (15.0%)
1.0 3.Going for overseas holiday (14.0%)

4. Domestic (Malaysia) destinations are not attractive (13.0%)

o T e e b.Had visited all major domestic (Malaysia) tourism destination (12.0%)



