Institute of
Service Excellence

TOPICAL REPORT
Domestic Tourism: Staycations & Paid-Attractions

June 2021



Institute of
Service Excellence

—
- »”
L SMU
PN
SINGAPORE MANAGEMENT
UNIVERSITY

Domestic Tourism Insights: Staycations & Paid-Attractions by ISE at SMU

Published by

Institute of Service Excellence at SMU
Singapore Management University

Lee Kong Chian School of Business
50 Stamford Road

Singapore 1/8899.

Tel: +65 6828 0111
Email: 1se@smu.edu.sg
Web: Ise.smu.edu.sg

Copyright © 2021 by the Institute of Service Excellence at SMU. All rights reserved

All rights, title and interest in this document are owned by Singapore Management University (“SMU”) and/or licensed to SMU by its respective
owner(s). No warranty of any kind Is given, that the this document is error free nor that it will meet your requirements and/or purposes. This document
IS provided to you on an “AS-IS” basis; to the maximum extent permissible by law, to exclude any and all warranties, representations, conditions or
other terms of any kind, either express or implied, including without limitation warranties of satisfactory quality, merchantability, conformance with
description or fitness for a particular purpose. You may view this document electronically, save an electronic copy, or print out a copy, solely for your
own Information, research and/or study, provided always that you keep intact (including not obscuring, editing and/or omitting) all accompanying
logo(s), text and proprietary notices. No permission Is given to you to exploit this document (nor the details herein) for any commercial purpose
(including but not limited to selling, re-selling, sub-licensing etc.). No part of this document may be reproduced, republished, transmitted, uploaded,
posted or otherwise distributed in any way without the prior written permission of the Institute of Service Excellence at SMU.



nstitute o
e | Service Excellence

Introduction

Methodology

Executive Summary

Domestic Tourism Overview

Local Demand for Attractions

Local Demand for Staycations
Impact of COVID-19 on Locals

Use of SingapoRediscovers Vouchers
Opportunities for Domestic Tourism
Key Takeaways

Appendix A: Respondent Demographics



INTRODUCTION



Institute of
Service Excellence

Domestic Tourism: Background of the Study

Tourism receipts have dipped by over /5% in the first 3 quarters of 20201 due to international travel
restrictions caused by the COVID-19 pandemic. The restrictions on both inbound and outbound leisure travel are
expected to continue for the foreseeable future. With international travel heavily affected, domestic spend on
tourism has now become critical to support tourism and related businesses and to keep the tourism sector afloat
during these trying times.

With a view to understanding the post-COVID-19 impact on travel and tourism, the Institute of Service
Excellence at SMU conducted online surveys of locals in September and October 2020. The study surveyed 450
Singaporeans and Permanent Residents who were randomly selected from a nationally representative online
panel.

SINGAPORE - Visitor arrivals to Singapore plummeted to 2.7 million last year, the
lowest in about four decades, following unprecedented global travel restrictions and
border closures amid the Covid-19 pandemic.
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“Given that we are a small country and we don’t have the benefit of domestic

travel, what we are trying to do now 1s to encourage Singaporeans to visit some
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of our local tourist attractions,” said Mah.

Source: https://www.straitstimes.com/singapore/consumer/2 /-million-visitors-in-singapore-in-2020-lowest-in-four-decades-due-to-covid-19



https://www.straitstimes.com/singapore/consumer/27-million-visitors-in-singapore-in-2020-lowest-in-four-decades-due-to-covid-19
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Domestic Tourism Survey: Study Objectives

This study aims to understand Singaporeans’ attitudes towards domestic tourism. Specifically the
study sought to obtain insights on the following research questions:

e With restrictions on traveling overseas for leisure, how willing are
Singaporeans to go for Staycations and visit local Paid Attractions?

e What i1s the impact on the number of visitors and domestic spend In
these industries?
e What are Singaporeans’ key concerns when going for Staycations

and visiting Paid Attractions?

e How can operators alleviate their concerns to encourage higher
engagement/ visits?
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Domestic Tourism Survey: Research Methodology

Local Tourism Study 2020

Online Survey of Locals

Data Collection (Singaporeans and PRs were randomly selected from a nationally
Methodology representative online panel. Quotas were set to ensure the
respondent profile was representative of the general population)

Fieldwork Period 18 September to 2 October 2020
Sample Size n=450
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Domestic Tourism Survey: Areas of Measurement

Local Tourism Behaviour
Pre-Covid-19 vs “now”

Staycations Paid Attractions

(Hotels + Facilities + F&B) - Likelihood to visit
- Likelithood to visit - Estimated spend/ visits
- Estimated spend/ visits - Concerns & points of alleviations

- Concerns & points of alleviations - Attractions to visit/ not visit

Free Attractions
- Likelihood to visit

- Attractions to visit/ not visit
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Key Findings

Domestic Tourism Overview

o 40% of residents are willing to both visit a paid-attraction and engage in staycations, with a further 30% of residents
willing to do either.

* About a third of residents had their incomes negatively affected by the pandemic whilst a further third held a stable
iIncome during the pandemic. Despite having their incomes negatively affected, this segment of residents have indicated a
greater willingness to visit a paid-attraction and to go for staycations.

Staycation Overview
e More than half of local residents are willing to go for staycations with 15% having already made a booking.

e About 38% of residents are willing to increase booking frequency. While a similar 41% are willing to increase their
spending on staycations.

e The bulk of these increases stem from a projected increase in “in-frequent” customers (stay of 3 times or less per year),
and customers with smaller budgets (less than S$500 per year).

11
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Key Findings

Staycation: Concerns & Focus Areas

* The top three concerns for locals were (1) Proper and effective disinfection of facilities, (2) Price and (3) Whether the
hotel was used for stay home notice cases.

* The top three areas that operators can focus on/ communicate about to alleviate customers’ concerns were (1) Having SG
clean certification, (2) Cancellation policy and (3) Air filtration systems in the facilities.

Staycation: F&B and Facilities

e A high proportion of residents (/4%) were likely to utilise the hotel operator’s facilities; similarly 88% of them said they
would use the F&B services.

e Crowding and sanitisation of F&B outlets were the key concerns of residents. F&B operators should consider ensuring (1)

frequent sanitisation (for e.g. SG Clean), (2) introduction of a-la-carte buffets, (3) room service meals, and (4) staggered
service times via bookings.

e | kewise, (1) sanitisation and (2) crowding of facilities were the key concerns of residents. Facility operators should follow
(1) frequent sanitisation procedures and (2) provide realtime updates on number of patrons so as to prevent overcrowding.

12
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Key Findings

Paid Attraction Overview

Singapore residents are slightly more willing to visit paid attractions as opposed to engage in staycations.
Frequency of visits and spend are more likely to be reduced or kept constant by residents.

Similar to Staycations, the proportion of “in-frequent” (visit less than 2 times a year) Is set to increase. While the
proportion of more frequent visitors are set to decrease.

Likewise, the proportion of customers with smaller budgets for Attractions Is set to increase as compared to 2019.

Paid Attraction: Concerns & Focus Areas

Key concerns for residents when visiting paid-attraction were (1) sanitisation, (2) price of entry and (3) the ability to
maintain safe-distancing.

Key factors residents felt would alleviate their concerns were (1) offering promotional pricing, (2) having SG clean

certification and (3) offering tickets with flexi cancellation policies.

13
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70% of Residents Are Willing Visit a Paid Attraction and/or Book Staycations

Willingness to Visit Attractions/ Book Staycations

Neither
(n=135)

Staycations only
(n=54)

Paid Attractions only
(n=83)

Paid Attractions +

Staycations
(n=178)

® Nearly 40% of the local
residents surveyed are willing to
visit Paid Attractions and book

Staycations

® 18.4% of them said they would
only visit Paid Attractions, while
12.0% said they would book
Staycations only.

15
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Consumer Outlook of Paid Attractions for the Next 12 Months

Intent to Visit a Paid Attraction in the next 12 months

Not intending

to visit Already visited
(n=26) (n=64)

® Nearly 44% of the local residents
surveyed Intend to visit Paid
Attractions in the next 12 months

® 14.2% of them said had already
visited Paid Attractions, after the

re-opening in Phase 2 (after July
2020)

Undecided
(h=163)

Intend to ® 36.2% of residents were still
visit undecided about whether they
(n=197) would visit paid attractions
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Consumer Outlook of Staycations for the Next 12 Months

Intent to Book a staycation in the next 12 months

Not intending to

book
(n=54)

Booked & stayed

+Booked
(n=69)

Undecided
(n=164) _
Intending
to book
(h=163)

® 36.2% of the local residents
surveyed Intend to book
Staycations in the next 12 months

® 15.3% of them said had already
booked and/or engaged in
Stayactions, after the re-opening
in Phase 2 (after July 2020)

® 36.4% of residents were still
undecided about whether they
would book staycations in the next
12 months

17
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Tourism Sector: Attractions re-opened to the Public in Phase 2 with safety
measures In place

eSep 1: SG & Brueni Reciprocal Green
Lane (RGL) and Air Travel Pass (ATP)

e Sep 1: NZ travelers can apply for single
entry Air-Travel Pass (ATP) - travel period
from Sep 8

e Sep 4: “Fast lane” for Chinese and South
Korean business travellers.

e Singaporeans permitted to travel to China,
New Zealand, Brunei, Vietham and
Australia, China.

e “Business Track” on 18 Sep and
“Residence Track” with Japan on 30 Sep

e Jun 1: End of Circuit-breaker

e Jun 2: Travellers allowed to transit
through Changi Airport

e Jun 8: Singapore-China Fast Lane for
Essential Travel

e Jun 16: KidZania SG closes down

e Jun 17/: SHN restrictions lifted for
travelers from Aus, HK, Japan, Brunei,
NZ, Vietnam, Macau, China, Taiwan

e Jun 19: End of Phase 1

e Attractions to reopen to public in July

e Mar 23: All short-term visitors
(including tourists/visitors)
barred from entering Singapore

e Mar 30: All long-term pass
holders (such as LTVP or student
passes) need approval before
entering or returning to SG

e Nov 6: Genting Cruise Lines’
World Dream will start offering
those cruises on Nov 6

e Dec (expected): Royal
Caribbean International’s
Quantum of the Seas will
begin sailing in December,

Jan to Feb
2020

Apr to May
2020

Jul to Aug Oct
2020 2020

Mar Jun Sep Nov
2020 2020 2020 2020

eOct 1: Haw Par Villa to close for renovations
from 1 Oct 2020 to 31 Mar 2021

e(Oct 2: Announcement Cruises to nowhere
will be allowed with a maximum occupation
of 50 per cent of a ship’s original capacity
for the first three months

¢ Oct 8: Travelers from Viethnam and Australia
(except Victoria State) allowed to enter

e Oct 15: Singapore-HK to establish a
bilateral air travel bubble (no quarantines/
SHN, no restrictions on travel itineraries or

e Jan-Feb: Changi Airport steps up e Apr 7 to May 4: Circuit-breaker
precautionary measures period

e Jan - Feb 2020 e Temporary Closure of all
Entry Restrictions on visitors from attractions during this period
affected countries | e List of Attractions included -

e No entry to or transit through SG for Sentosa, Universal Studios,

new visitors with recent travel Wildlife Reserves -Singapore

history to Italy, France, Spain, Z00. Jurone Bird Park. ke
Germany, Mainland China, South Mus:euemsg ) L)

Korea and lran.

e Jul 1-6: Attractions open
to public with safety
measures and restrictions
in place

eAug 17: Reciprocal Green
Lane (RGL) and Periodic
Commuting Arrangement
(PCA) with Malaysia
opened.

eAug 21: Announcement

Circuit Breaker

that SG may consider
Introducing reciprocal
green lanes for leisure
travel

travel purposes). Only CovidO19 negative
test mandatory before departure.

e Oct 26: Applications for Singapore- 19
Indonesia Reciprocal Green Lane begins

19
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Visiting Paid Attractions Pre-COVID in 2019

(Locals Visit Frequency & Spend on Paid Attractions: Prior to the Pandemic)

Frequency of visits to paid Spend on paid attractions
attractions in 2019 2019 (per year)

More than 7 times 10.7% More than $800 13.1%

A 17.1%
4-6 times $400-799  16.9% 49.8% e Majority of the local residents

surveyed (86.9%) had visited
Thrice Paid Attractions at least once In

2019 ao Paid Attractions in 2019
- Once

Did not visit| = "4

® Nearly half of them (49.8%) ohad
spent at least $200 on bookings
in 2019

Less than $200

Did not visit 13.1%




—
- -
'+ SMU
_~
SINGAFORL MANAGIMENT
UNIVERSITY

Institute of
Service Excellence

Top Visited Paid Attractions Pre-COVID in 2019

Gardens by the Bay -_58.8%
Sentosa -_55.0%
USS __43.5%
Singapore Zoo __36.8%
Esplanade __25.6%
SEA Aquarium __25.1%
Night Safari __22.3%
River Safari __21.7%
National Museum __21.5%
Jurong Bird Park _-17.9%
Science Centre _-17.9%

The top 3 Paid Attractions visited by local
residents in 2019 were:

1. Gardens by the Bay (58.8%)

2. Sentosa (55.0%)

3. Universal Studios Singapore (43.5%)

21
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Most Locals Intend to Increase or Maintain Their Visits & Spend

(Locals Visits & Spend on Attractions: Pre-COVID-19 vs Next 12 months)

Frequency of paid attraction visits

(% of respondents)

30.2%
28.4%
23.69
18.25 17.3% 17.1%
14.7%
13.1%
10.7% 10.7% 10.7%
5 3%
Once Twice Thrice More Did not/
tlmes than Will not visit
7 times

2,
5%

Will Still Not Visit

Joa S
21% 34% 41%

Increased Unchanged Decreased

% of respondents

2019

Spend on paid attractions (per year)

(% of respondents)
A48.2%

37.19

19.8920.0%

13.1% 13.1%
10.4%
Less than $200-$399 $400-$799 More than Did not/
$200 $800 Will not visit

$-
46%

Unchanged

ot
24%

Increased

So
2%

Will Still Not Visit

S
28%

Decreased

% of respondents

B Next 12 Months

22
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Attractlons Sanitisation/Safe-Distancing & Pricing Issues Are Key Concerns

16.4%
0.4% 13.8%

9.1% 9.8%

7.6% /.8%

3.3% 2.9%

- Sanitisation &  Safe distancing " Parts of Safe distancing
: disinfection with others - attraction interaction

- of attraction during visit  :  not open with

of paid attraction : to visitors service staff

Visitor
Experience

Queues before Restricted
entering operating hours/
attraction no. of visitors

Entry price - Cancelation Validity
: policy period
for COVID-19 of entry

reasons ticket

Concerns
(main concern on visiting
attraction)

‘-----------------
- 4 I I I I
= EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEN

Booking Pre-Visit

“— —

- '----------------l
H OE N E N N E EEE B S E s s s s E s s s s s E s N EEE-.

— :
S B : '
u n ] - :
S | 16.3% % | | :
L < 8 3 - /0 15.8% 1 : " 14.6% 1
E b ) [ ] [ (o) 1 = . (o) u
o E : 12.5% ] 3 ;
258 E 5 9.4% o E )
— 5 0 0.1% 4 7% 5.7% 5. 2% o ; 6.4%
= O & ! 4 . o : 3 1 o
2 I I == B . Tl
= : : = : N
E A : E El I K -': :' |
<t 8 -_,% = Promotional Attraction is: Flexibility Longer Allowance Real-time Real-time Digitising entry , Advanced/ = Hygiene care pack Mobile assistance
é % : entry prices  SG Clean : to cancel validity  to book visit update on no. update on no. to paid attraction ; : Frequent . for all visitors app to
E Certified = with refund period upto 6 mths of people of people to limit : sanitisation & to self-sanitise limit interaction
N - dueto in advance at the attraction queuing to face-to-face : disinfection = contact surfaces with staff
- : COVID-19 enter attraction interaction - procedures

23
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Examples of Post-Circuit Breaker Safe Management Measures for Attractions

Sentosa

Singapore Zoo

Gardens by the Bay

T —

Safe Management
Measures

D ~

Mask up always. Check in and out

Cover both mouth on SafeEntry.

and nose.
’ f. .
‘.lv .' .

Silence is goiden. Clean hands,
Avold talking while on safe hands.

the Sentosa Express Wash and sanitise often.

or buses.

If you're unwell, please

Keep to S pax
see a doctor. e

Unwell guests will b e
. . ey no intermingling
Source: https://www.straitstimes.com/singapore/almost-2000- of groups.

- ) . ) Source: July 2020 - GBB Facebook/Website
visitors-at-singapore-zoo-on-first-day-of-reopening

2 m >
d - - ﬁ
Please maintan

1 metre
safe distancing.

¢
&

Mandatory
temperature taking
at certain points.

We want to see how
hot you are.

Please pre-book

for attractions and dining,

Source: https://www.sentosa.com.sg/en/safe-measures/

WIS
—

o

Source: https://sg.style.yahoo.com/some-sentosa-attractions-
to-reopen-with-covid-19-safety-measures-064025858.html|
(Posed pictures)
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Top 10 Attractions Respondents Would Want To Visit in the Next 12 Months

Paid Attractions

Free Attractions

Jewel

Gardens by the Bay

W
00
N
>

Botanic Gardens

ECP/ Changi Beach 33%

Sentosa

USS

I
N
(@)

Singapore Z00

SEA Aguarium

N
0]

Supertree Grove

Marina Barrage

River Safari Esplanade

ArtScience Museum Mount Faber

Night Safari MacRitchie Reservoir

Adventure Cove Punggol Waterway Park

Jurong Bird Park Southern Ridges/ Henderson Waves

N
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LOCAL DEMAND FOR STAYCATIONS
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Staycations Pre-COVID in 2019
(Locals Frequency & Spend on Staycations: Pre-COVID-19)

Frequency of staycations in Spend on staycations In
2019 2019 (per year)

r ----------------------------------------------------------------------------------- I

More thand | More than $3000

$2000-2999  5.3%
$1000-1999 9.8% 5
3 1i 19.8% : 39.1% . ® More than half of the local
2-3 times 55.3% , |
70 $500-999 ; residents surveyed (55.3%) had
. booked Staycations at least once
_ ey 20-9% Less than $500 I

in 2019 in 2019

- e Nearly 40% of them had spent at
least $500 on bookings in 2019

Did not
staycation

Did not
staycation

27
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Staycations Pre-COVID in 2019
(Locals Frequency & Spend on Staycations: Pre-COVID-19)

Type of accommodation for staycations in 2019

Mid-tier hotel 43.8%

Luxury hotel 32.9%

Resorts 28.5%

Boutique hotel 25.3%

Chalets 19.7%

Budget hotel

17.7%

Other [0.8%

The staycation accommodation type
that most respondents booked In
2019 were:

1. Mid-tier Hotel (43.8%)

2. Luxury Hotels (32.9%)

28
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Most Locals Intend to Increase or Maintain Their Frequency & Spend

(Locals Visits & Spend on Staycations: Pre-COVID-19 vs Next 12 months)

Frequency of staycations

(% of respondents)
A4.7%

37.6%
34.0%

20.9% 19.8%

19.3%
14.7%

9.1%

Did not do/
Will not do
staycations

%,
16%

Still does not want to
engage In staycation

Once 2-3 times More than 4 times

Ja S
38% 24% 21%

Increased Same Decreased

% of respondents

16.2%

Less than

41%

2019 M Next 12 months
Spend on staycations (per year)

(% of respondents)

45.87% 44.7%

20.2%
15.89
12.2% 12.0%
9.8% 8.2%
5.3% 4 49, 5.3%
$500- $1000- $2000- More than Did not do/
$500 $999 $1999 $2999 $3000 Will not do

Staycations

o1 $o
19% 10%

Decreased Still does not want to
engage in staycation

$-
30%

Increased Same

St

% of respondents 29
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Staycations: Sanitisation & Pricing Issues Are Also Key Concerns

; : Yt 27.1%
<= . 25.8% : 3
§ S : : :
“— 1= 1 1 o=
e O3 16.2% E : ;
. G E >\ o= L (-
m O ‘l(E ': 1 1 :
oY . 9.1% : ! :
= o [ 1 [ I
QO - O : o - o
S c & f 42% 1 3.6%  27%  24% 4.0% 2.9%
S '] : .
£ S - S : | i | |  : :
~ Q - Hotel used for : . Price of - Cancelation Availability of ,Safe distancing Flexibility of Flexibility of ; = Disinfection : Frequency of Safe distancing
-Stay-home notice: . -accommodation: policy accommodation , during check-in/ out check-in/ out time; : of : room service/ with
— — : : . a . check-in/ out dates , - theroom - cleaning service staff
- : Check-in/ - Staycation
Pre-Stay @ - Booking ,- | = .
: ; Check Out . Experience
~ ,:.. ....................................... ' E :rE .................
S K : | ¥
7 %D N - : X
= = O o : : '
. U) (] . 1 ::
0 % E : :— -1 |—:
— 4%: S " ' . : -
> : 1 1 |:
S35 B ALY 5.6% . . i 5.1%
= g s ¥ : - 25% + 3.9% 3.3% 3.3% i 2.5%
2@% - -———— -,—
é 8 = Accommodation Flexibility to canceli : Early bird Assurance that Allowance to ! Allow guests to Flexibility of Mobile phone E Advanced/ HEPA:  Contactless Arranged timeslot
Q is SG Clean with refund . booking discount room is ready book ! pre-arrange check-in/ check-in/ 1= air filtration : in-room dining/ for room
© Certified due to COVID-19 - ! (> 3 months & available accommodation « check-in/ check-out check-out : system for I housekeeping service/
related issues : in advance) upon check-in upto 6-12 » check-out time dates to limit ;- clean/ deliveries cleaning
" - ! mth in advance face-to-face ': sanitised air =
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII interaction d EEEEEEEEEEEEEEEE R 30



STAYCATION:
F&B AND FACILITIES
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Facilities/ Services Most Likely Used During Staycations Post COVID-19

Facilities (73.7%)

Food Services (87.6%)

2007 47.0%
43.7%
35.1% 35.6%
I Iso.l% I l27 . -
Buffet A-la-carte Room Lounge/ bar Swimming Spa Outdoor
Restaurants Restaurants Service Pool Activities

e Overall 87.6% of locals surveyed would use F&B services during their staycations, while 73.7% are likely to use the hotel
facilities/amenities.
e For F&B, about half (50.5%) of the respondents indicated they would use the buffet and/or a-la-carte restaurants in the
hotels, as compared to only 35% for room service.
e The swimming pool at the staycation location was the facility most likely to be used (43.7%) followed by the spa (35.6%).

32
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F&B Concerns: Hotels Can Consider A-La-Carte Buffets, Frequent Sanitisation,
Staggered Reservations and Room Service Meals To Alleviate Concerns

Q . 27.1% . ;
22 ; 23.3% : :
» S8 : : 19.3% 5
= 8 O : : '
- © - . :
S < § : 10.4% . :
£ 3% 6.1% : : /.5% ; 6.1%
O S8 I : :
N ! . '
S B 1: ' ' I :
g 2 Availability of F&B outlets ! Crowding of Crowding of Waiting time Sanitisation of Safe distancing : Safe distancing during
= 'customers during customers at hotel  to be seated F&B outlets interaction with : delivery of F&B
— — ' buffet service F&B outlets : staff '
. . : First : Dining ' Room
Pre-Visit -~ @ - . . - . @ L
. Impressions ; Experience ; Service
a0 S : : :
IS : i :
E 2 : 17.0%  16.7% :
- ' . .
Il 12.4% 11.0% 12.1% . .
= S : - 8.4%  8.6% oo
Q -2 , ! 6.1% A QY
.2 .§ S : I - - : | ) 2 9%
L ] . 1 ’
S35l , ; , : , , Il EE -
é QLES Staggered buffet Realtime update : Ala-carte buffet Meal delivered to ' Frequent Alternate Hygiene care Order food via E Contactless Delivery of food
based on booking on no. of patrons is served to the table room in place of : sanitisation of seating pack for mobile to limit room service from outsourced
in outlets : complimentary meals ; F&B outlets patrons staff interaction , platforms
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Facilities: Frequent Sanitisation and Realtime Update of People in Facilities To
Help Guests Plan Their Usage Would Be Useful for Customers

m 1 1
A : : o
S S ; 30.1% ; 32.2%
N o m© : '
=3 < - -
1 1 (o)
O I : : 19.5%
O 5.0 5 . .
c O © 12.3% ! !
° % D) 1 1 o
O S 9 : . 5.5%
é Closure/ limited use of facilities : Crowding of facilities : Sanitisation of Sanitisation Safe distance
— S . . equipment/ of towels interaction with
: : facilities facility staff
.. : First : Facility
Pre-Visit O - L » - ; |
: Impressions ; Experience
— : :
S - . 32.9%
N2 : -
= = % E ; 24.7%
@ C O ; : 7%
o=y : i
S 3 ' :
S 23 ) : ; 12.0%
= SO 9.9% : 8.9% !
OGS ! !
<{- N IS I =
~— L ! : Frequent Realtime update on no. of Providing sanitiser spray
Booking of facilities : Gym/ Pool/ Spa ' oL : e e
: fowels issued : sanltls_a_tl_on people in faC|I|t|e_s so for §elf-san|t|smg of
: i the room ' of facilities guests can plan visit equipment after use
' : to the facilities
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Hotels Would Need To Finely Balance the Demand and Supply of Rooms Whilst
Adhering to Regulations and Delivering Quality Service

Only 50% of Malaysian workers have

returned since border reopening

Guests using staycation vouchers

forced to wait over 4 hours at crowded
check-in

Source 1: https://mothership.sg/2020/12/grand-park-orchard-queues/

Gabriel Goh

3 hours to check in, 3 hours to
get a carpark lot, dead
cockroaches on the bathroom
curtain, live cockroaches on
the bed and side tables, spent
4-5 hours calling operator/
housekeeping to get
necessities which we never
got... walked to taka to buy
toiletries instead. And did |
mention more cockroaches
when we got back??

12m Like Reply )

Source 2:https://theindependent.sg/guests-using-staycation-vouchers-forced-to-wait-over-4-hours-at-crowded-check-in/

Source 3:https://www.straitstimes.com/business/economy/only-50-of-malaysian-workers-have-returned-since-border-reopening

e Whilst hotels rush to plug the gap In
tourist spend through staycations, they
need to be mindful of manpower
shortages and safe distancing
regulations.

e Regardless of the COVID-19 situation,
customers still do expect quality service
when going for a staycation.

e Hygiene factors such as “seamless
check-in" and “clean rooms” are still
expected. Failure to deliver on these
expectations can lead to bad
experiences, lower satisfaction, and
ultimately a lower likelithood to return.
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Incomes of Residents Have Been Severely Affected due to COVID-19

Nearly half of
Singaporeans, PRs’
income affected by
COVID-19

47% of Singaporeans and PRs have experienced a dip in
INncome such as wage cuts, forced to take no-pay leave or
a reduction in commission earnings.

Source: https:/hrmasia.com/nearby-half-of-singaporeans-prs-income-affected-by-covid-19/

1st-10th

HOUSEHOLD INCOME IN SINGAPORE

11th-20th

resident employed households by deciles, 2020

21st-30th 31st-40th

41st-50th

51st-60th

61st-70th

71st-80th

Real change in average monthly household income from work per household member among

81st-90th

91st-100th

Per cent | —'
22 20 ~1.8
-601
2019 S$597 |« S$1,179 | S$1,647 S$$2,131 | S$2,647 @ SS$3,250 | S$4,036  SS$5,080 | S$6,843 | S$13,737
2020 S$560 « S$1,141 | S$1,609 $$2,085 | S$2,603  S$3,201 | S$3,940  S$4,972 | S$6,712 | S$13,400
Diff = -S$37  -S$38  -S$38  -S$46  -S$44  -S549 -S5$96 -S$108 -S$131 -5$337
Infographic by Rafa Estrada Source: Department of Statistics Singapore ana

Source: https://www.channelnewsasia.com/news/singapore/singapore-household-incomes-fall-in-2020-due-to-

covid-19-impact-1413/260
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1 in 3 Singapore Residents Mentioned That Their Incomes Were Negatively
Affected by the Pandemic

37.8% ' 356%
Income : : 23.3%
affected by : : S50 o
COVID-19 E E Resp.on;eonts
(% of respondents) 3 39, : :
n=450 I ' '
Brofile of dent Increased™ Unaffected Decreased Unemployed
e n=15* n=170 L. n=160 : n=105
Age 18 to 29 years 5.0% 41.6% 26.7% 26.7%

30 to 44 years 8.1% 30.2% ! 48.8% I 1257 The respondents most
I 45 to 59 yearsI 3.5% 43.7% ; 40.2% I 12.6% affected by negative

60 years and above 0.0% 49.3% 35.6% 15.1% income changes due
IS HDB 1-3 room 0.0% 27.2% i 29.1% 43.7% to the pandemic were
] ) : ) ) In the age group 30 to
HDB 4-5 room 7.8% 33.8% 39.0% 19.5% 59 years
Condo/ Landed/ Pte 2.5% 38.8% : 34.2% 24.6%

*Low Sample sizes for this group of respondents
39



HOW DOES THIS IMPACT
WILLINGNESS TO VISIT ATTRACTIONS
AND/OR TO GO FOR STAYCATIONS?
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Willingness To Go for Staycations and Visit Paid-Attractions Higher Amongst
Those Negatively Affected by COVID-19

Staycations Paid Attractions

44, 7‘748 1%
40.6%

21. 3% 18.8%

94%

14.7%
6 3%

535317

Booked + Intending
Booked & stayed to book

B Income Unaffected B Income Decreased
n=170 n=160

Undecided Not mtendmg
to book

Booked + Intending
Booked & visited to book

Undecided Not intending
to book

B Income Unaffected B Income Decreased
n=170 n=160



HOW DO LOCALS INTEND TO USE
THEIR SINGAPOREDISCOVERS
VOUCHERS?
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SingapoRediscovers Vouchers Provided By The Government To Support Local
Tourism During The Pandemic

Book Experiences with Your SingapoRediscovers Vouchers

Singapore’s Finest Attractions

Eligible for SingapoRediscovers Vouchers

Marina Bay Sentosa Island Marina Blvd Sentosa Gateway
wagag Tropical
| Thrills
Universal Studios Singapore Gardens by the Bay Madame Tussauds Red Dot Design Museum Trick Eye Museum
5$ 66.00 5$510.00 Singapore $$10.00 Singapore

SS$ 21.60 SS$ 20.00

Source: https://singaporediscovers.life.gov.sg/

Em CHANGH GLOBALT x KLOOK traveloka® Trip.com
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Among Those Intending To Visit Paid Attractions, Nearly 65% Intend To Use the

Vouchers on Paid Attractions

Intention to Visit Paid Attractions in the next 12 months

Will Not Visit
5.8%

Visited Already
4.2%

Undecided
36.2%

Intend to Visit
43.8%

-

Intend to Use SingapoRediscover Vouchers for Paid Attractions
(Among those intending to visit attractions (n=197)

26.9%
3 e I
Maybe Something else 1 Don’t Know

Notes: The study reflects local sentiment about using vouchers before the amount/redemption procedures were finalised. 44
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Among Those Intending to Book Staycations, Almost Three-Fourths Intend To

Use the Vouchers on StayCations

Intention to Book Staycations in the next 12 months

Already
Not intending to book Booked

12.07 15.3%

Undecided
36.4%

Intending to book
36.2%

Intend to Use SingapoRediscover Vouchers for Staycations
(Among those intending to visit attractions (n=163)

18.4%
4.3% 3.1%
I
Maybe Something else 1 Don’t Know

Notes: The study reflects local sentiment about using vouchers before the amount/redemption procedures were finalised. 45




OPPORTUNITIES FOR
DOMESTIC TOURISM
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|s there an opportunity to cross-sell staycations and
attractions to residents of Singapore? What i1s the target
market for cross-selling locally?
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70% of Residents Are Willing Visit a Paid-Attraction or Engage in Staycations.
About 40% Are Willing To Engage in Both.

Willingness to Visit Attractions/ Book Staycations

Neither
(n=135)

Paid Attractions +

Staycations
(n=178)

Staycations only
(n=54)

Paid Attractions only
(n=83)
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Locals Who Are Less Than 45 Years and Have Kids Are More Willing To Engage
In Domestic Tourism

Willingness to visit/ engage

Paid-Attractions +

Staycations Staycations only Neither

Paid-Attractions only

39.6%

(h=178)

18.4%

(n=83)

12.0%

(nh=54)

30.0%

(n=135)

18-29 years old  r-:0: 9.9% 15.8% 23.8%
(D)
= 30-44 years old  n-12: 17.4% 10.7% 20.7%
A < 4559 yearsold -1z 29.6% 17.6% 15.2% 37.6%
: (o)
S8 60+yearsold s 27.0% 29.1% 5 89, 37 99
§- ~
N No Kids/ No o0 ° o o 5
S Dependent Kids 33.3% 17.3% 14.1% 35.3%

With Kids "1 48.0% 20.2% 9.6% 22.2%
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Greater Willingness Amongst Locals Living in Smaller HDBs and Those Whose
Incomes Were Negatively Affected by the Pandemic

Willingness to visit/ engage

Paid-Attractions +

Staycations Paid-Attractions only Staycations only Neither
39.6% 18.4% 12.0% 30.0%
(h=178) (n=83) (n=54) (n=135)
Q HDB 1-3 room n=77 46.8% 22.1% 9.1% 22.1%
£ HDB 4-5 room  n-2s! 37.7% 18.5% 13.5% 30.3%
-Iq‘:-; Z Condo/ Landed/ Pte n=92 39.1% 15.2% 9.8% 35.9%
=g
g =
% Income Unaffected nr=170 32.9% 21.2% 14.7% 31.2%
3]
o

Income Decreased r=160 50.6% 16.3% 9.4% 23.8%

Note: Impact on income was evaluated by asking respondents the question “Has your monthly personal income been affected by COVID-197”
The “Income Unaffected” group includes those respondents who said their was no change in income or those whose monthly incomes increased. The “Income
Decreased” group includes all respondents who indicated that their monthly personal incomes had declined. 50
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Domestic Tourism Survey: Key Takeaways

Do locals want to visit Did changes In income
attractions or do affect respondents’

staycations? willingness to engage in
local tourism?

70% of Singapore residents  About a third of residents
are willing to engage In had their incomes negatively

staycations or visit paid- affected by the pandemic.
attractions, of which, 40% Despite having their
are willing to engage in Incomes negatively affected,
both. this segment of residents

are more willing to visit a
paid-attraction and engage
In staycations as compared

to those whose income
remained stable.

What are the key
concerns ahout

Staycations?

For staycation respondents,
disinfection procedures,
price and hotels used for
stay home order are key

concerns.

What are the key
concerns about visits

to Attractions?

Similarly, sanitisation, price
of entry and safe distancing
are the key concerns of
respondents when visiting a
paid attraction.
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Domestic Tourism Survey: Respondent Demographics

Respondent Demographics

(Singapore Genpop)

AGE 22.4% 26.9% 27.8% 5 9o,
— 18 to 29 years I 30 to 44 years I 45 to 59 years I Above 60 years
GENDER RACE
Male 48.7% Chinese -74.2%

Malay 13.6%

Female 51.3%

Indian

& others 12.2%
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Stay-cationers Are Likely to Be Middle Aged And Median Income/

[ Intention to book staycations in the next 12 months j n=450

Yes Undecided No
91.6% 36.4% 12.0%

18 to 29 years 28.9% 17.7% 9.3%

30.5% 37.0%

50 to 59 Years 12.1% 21.3% 18.5%

60 Years & Above 14.7% 30.5% 35.2%

Have Dependent Children 49.1% 40.1% 35.8%

Children No Dependent Children 50.9% 59.9% 64.2%

Under S$3,000 10.8% 14.2% 23.3%

Monthly $$3,000 to $$6,000 26.0% 33.5% 23.3%

Household S$$6,000 to S$10,000 27.4% 27.7% 23.3% Profile of

L $$10,000 to S$15,000 25.6% 15.5% 16.3% Respondents
Above S$15,000 10.3% 9.0% 14.0% (Column %)
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Visitors to Paid Attractions Are Likely to Be Middle Aged, Working And
Emerging Affluent Groups

[ Intention to visit paid attractions in Singapore j n=450

Yes Undecided No
58.0% 36.2% 5.8%
18 to 29 years 23.4% 21.5% 19.2%
Age Group 30 to 49 Years 42.1% 33.1% 34.6%
50 to 59 Years 12.3% 21.5% 23.1%
60 Years & Above 22.2% 23.9% 23.1%
Working Full-Time 71.6% 65.0% 50.0%
Work Status Working Part-Time 7.7% 8.0% 0.0%
Not Working 20.7% 27.0% 50.0%
LG G Have Dependent Children 48.3% 66.0% 66.7%
Children No Dependent Children 51.7% 34.0% 33.3%
Under $$3,000 14.6% 40.9%
Monthly $$3.000 to $$6,000 34.4% 40.9% _
Household $$6.000 to S$10,000 28.2% 28.5% 4.6% Protile of
Income $$10,000 to S$15,000 27.0% 13.9% 0.0% Respondents
Above S$15,000 10.9% 8.6% 13.6% (Column %o)
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Paid Attractions: Comparison of Places Visited 2019 vs Intend To Visit
In the Next 12 Months vs Those They Do Not Intend To Visit

Top 10 paid attractions visited in

2019

Top 10 paid attractions to visit/ in next
12 months

Top 10 paid attractions

to NOT visit in next 12 months

T —

Gardens by the Bay
Sentosa

USS

Singapore Z00
Esplanade

SEA Agquarium
Night Safari

River Safari
National Museum
Jurong Bird Park

Science Centre

N
PN PR |—O'
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59%
55%

43%
37%
AV
25%
22
22%

18%
18%

R

Gardens by the Bay
Sentosa

USS

Singapore Z00

SEA Aguarium
River Safari
ArtScience Museum
Night Safari
Adventure Cove

Jurong Bird Park

42%

38%

36%

26%

24%

21%

18%

17%

17%

15%

Wild Wild Wet
Adventure Cove
Madame Tussauds
Trick Eye Museum
Night Safari

Jurong Bird Park
USS

Science Centre
ArtScience Museum

National Museum

25%
19%
17%
16%

16%

15%
15%

13%
12%

12%
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Free Attractions: Comparison of Places Visited 2019 vs Intend To Visit
In the Next 12 Months vs Those They Do Not Intend To Visit

Top 10 free attractions visited in 2019 Top 10 free attractions to visit/ in next Top 10 free attractions
12 months to not visit in next 12 months
Jewel 70% Jewel 60% Sungel Buloh 30%

Botanic Gardens

40% Botanic Gardens

40% Pulau Ubin 30%

ECP/ Changi Beach 40% ECP/ Changi Beach 33% Kampong Glam 23%

Esplanade 34% Supertree Grove 28% Jurong / Chinese Gardens 19%

Supertree Grove % Marina Barrage 27 Jewel 18%

Marina Barrage % Esplanade 26% MacRitchie Reservoir 17%

Punggol Waterway Park 24% Mount Faber

Mount Faber 17%

= =

MacRitchie Reservoir MacRitchie Reservoir 24% Punggol Waterway Park 16%

Merlion Park

Punggol Waterway Park 24% Merlion Park 16%

- 1 1 1 1 1 1 1 1 1 1

N
%
2 22

Mount Faber

Southern Ridges/ Henderson Waves 21% Southern Ridges/ Henderson Waves 15%
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