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ABSTRACT

Brunei's economy depends on its oil and natural gas and relies heavily on imports.
However with the emerging competition from neighboring countries those have other
means of economic development that could uplift their economies, Brunei economy’s
high dependency on oil and gas and the instability of world oil prices during economic
downturn could cause considerable fluctuations in the level of GDP. Currently the
government of Brunei is working towards economic diversification in which tourism can
play an important role in promoting sustainable economic growth and development.
Conversely, the viability of tourism sector as supplement of Brunei's economy needs to
be addresses accordingly. This paper aims at examining the travelling and expenditure
pattern of tourists in Brunei. The travelling and expenditure patterns would be useful in
understanding the spending pattern and attractive activities. A survey questionnaire will
be conducted to capture information on foreign tourist's expenditure and travelling
pattern in Brunei. It also analyses the tourist profile and expenditure pattern in order to
identify tourist prospective in the future. This paper will provide some useful suggestions
that can help relevant bodies to improve tourism sector. The findings will hopefully be
beneficial to future research and as a reference for further investigation.

Field of research: Tourist profile, tourism sector, travelling pattern, Brunei.

1. INTRODUCTION

Being a small and rich, the sultanate is located on the northern coast of the Borneo
Island. Brunei Darussalam has been one of the major producers of oil and gas within
Southeast Asia, and the export activities of oil and gas make up for about 40 percent of
Brunei's gross domestic product. Brunei is the fourth-largest oil producer in Southeast
Asia, averaging about 175,000 barrels a day in 2008. It also is the ninth-largest exporter
of liquefied natural gas in the world. Like many oil-producing countries, Brunei's
economy has followed the swings of the world oil market.

However, with the emerging competition from neighbouring countries that have other
means of economic development that could uplift their economies, Brunei economy’s
high dependency on oil and gas and the instability of world oil prices during economic
downturn could cause considerable fluctuations in the level of Brunei’'s GDP. There is
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no doubt that government, construction, services, retail and some light manufacturing
are the other major sectors in Brunei’'s economy, as the government is currently working
towards economic diversification in which tourism plays an important role in order to
encourage tourists and foreign investment into the country and develop education and
human resources.

Although the oil and gas sector makes up approximately half of the economy and 90 per
cent of export earnings, it employs less than three per cent of the work force. The public
sector, the main employer of a majority of citizens and residents, is unable to
adequately absorb the increasing number of young people who wish to enter the work
force each year. The gap between expectations and capabilities of the nation's youth
and employment opportunities currently being created are widening. Local business
community also continues to be weak and is unable to create employment opportunities
now required.
These social and economic facts must be taken into account in order for these
challenges to be met by the year 2035.

Brunei aspiration to improve its tourism sector is welcomed and lauded. Brunei, through
its Tourism Board, has put a lot of effort in stimulating the growth of this industry.
However, the viability of tourism sector as the supplement of Brunei’'s economy needs
to be addressed accordingly. This includes the detailed study of the significance of the
contribution of tourism sector in the overall annual GDP of the Sultanate. In addition,
Brunei needs to identify the main source of contribution in the tourism industry trough
tourists’ expenditure. This is to ensure that every stages of the tourism industry, from
the planning, market segmenting, promotion and policy making are being tackled
carefully.

The study of the demographic profile, travelling pattern as well as the expenditure could
give the relevant authority insights of the prospective tourists. These insights would
provide useful indicators on the strength, weaknesses, potential and those areas of the
current tourism industry that need to be improved. The overall objective of this paper is
to examine the demographic profile, the travelling pattern and the expenditure of the
tourists.

2. BACKGROUND OF OURISM IN BRUNEI

Although there are about 40 licensed travel agencies in Brunei, only a handful are
actively engaged in inbound ground handling operations for foreign tourists, which most
licensed travel agencies deal in ticketing and outbound travel, with the occasional
service to inbound clients.

Competition in the inbound tourism sector is thus limited, and with the aggressive
promotional efforts by the Ministry of Industry and Primary Resources, the number of
inbound leisure tourists is targeted to increase on an annual basis. As a division within
the Ministry of Industry and Primary Resources, Brunei Tourism Development
Department is in charge of tourism development, marketing and promotion, as well as
licensing of tour companies. The division has been actively engaged in the promotion of
tourism to Brunei since the mid 1990s. It was then that tourism gained recognition as a
rising industry capable of greatly contributing to the Kingdom’s economic diversification
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efforts, as well as becoming a significant generator of future employment opportunities
for Brunei's citizens.

With recent increases in manpower and expertise, including the hiring of international
tourism consultants, and a clear strategy with ambitious but feasible goals, Brunei
Tourism is working to market its undiscovered tourism potential in the competitive
regional tourism market. Brunei Tourism has also recently launched a fresh new identity
to carve a face for Brunei in the competitive and dynamic regional tourism market.

It is undoubtedly that Brunei tourism is targeting at the up-market, discerning and
mature segments in tourist source markets such as the South East Asian countries like
Singapore and Malaysia, as well as other parts of the world, for examples United
Kingdom, Korea, China, Japan, Australia, Germany and Netherlands, which positioned
Brunei as a destination for ecotourism, relaxation, wholesome family trips, honeymoons,
golfing and even for stop-over programs on the Australia / New Zealand / Bali to Europe
or the Far East routes and tour programs covering northern part of Borneo island.

In order to support this positioning, Brunei tourism has actively participating in several
tourism trade shows in these key markets, providing advertisement in consumer and
trade publication, hosting regular media and industry familiarization trips as well as
projecting quality promotional material based on the themes of nature, culture, heritage
and contemporary Asia. Furthermore, such efforts have been greatly supported by the
government and the industry with an increasing number of tour operators featuring
Brunei in their programs.

With that, Brunei being a small country that is rich in natural beauty has divided its
tourism activities into five main areas, which are ecotourism and leisure tourism, agro-
aquatourism, health & wellness tourism, cruise tourism and the recent introduction of
Islamic tourism. For years now, Brunei is fast gaining popularity as the premier South-
East Asian travel destination.

The contribution of travel and tourism to GDP in Brunei is increased from BND20271 in
2006 to BND2031.6 million in 2009, while the contribution to employment is increased
from 22400 jobs in 2006 that accounted to 13.3% of total employment to 23300 jobs
which accounted for 13.8% of total employment. The export earnings from foreign
visitors and tourism goods are estimated to have generation of 12.2% of total country’s
exports in 2009 which accounted at BND1431.5 million compared to 11.3% of total
country’s exports.

2.1 Ecotourism and Leisure Tourism

With the country’s 75% of land is covered by pristine, flora and fauna rich tropical
rainforests, ecotourism is understandably one of the main attractions for tourists visiting
Brunei. This will further be strengthened through the feedback that the researchers have
obtained via questionnaires. Currently, ecotourism activities available in Brunei consist
mainly of visiting nature areas, spotting wildlife and walking along trails, plank and
canopy walks maintained by the Forestry Department. Outdoor activities such as
canoeing, kayaking, mountain biking, rock climbing and tree climbing are some of the
examples that can be conducted in rainforest areas as well as other sport and leisure
activities conducted in both coastal and inland areas such as diving, paragliding, water
sports, sand sailing, motorbike rentals and tours, 4WD tours and yachting.

549



Annual Summit on Business and Entrepreneurial Studies (ASBES 2011) Proceeding

2.2 Agro-Aquatourism

Agro-aquatourism is a fast growing concept in the regional tourism industry as Brunei
offers visitors a range of activities related to the agricultural, marine and plantation
sectors. With year round good weather and constant land and sea temperatures, Brunei
offers good opportunities for the production and processing of an array of fruits and
vegetables, as well as aquaculture, for both domestic consumption and export. Being
located at what is considered to be the epicentre of marine biodiversity; Borneo is well
known as a diving paradise. With well preserved coral reefs and shipwrecks, Brunei is
one of diving’s new frontiers offering opportunities for agro-aqua enthusiasts.

2.3 Health and Wellness Tourism

Brunei has excellent medical facilities, both at public service level and in private
healthcare. The exclusive Jerudong Park Medical Centre and Gleneagles, located near
the Polo Club, Golf Club, Theme Park and Empire Hotel in the posh Jerudong area,
offer high quality treatment, especially in the cardio-vascular departments, to both local
residents and foreign patients. In addition to the medical care that can be provided for
tourists, Brunei, with its rainforests, clean air, absence of tropical diseases and healthy
and wholesome lifestyles, lends itself very well for the development of wellness centres,
spas, Ayurvedic treatments, and Yoga retreats utilizing the many peaceful rainforest
locations available alongside rivers or lake shores, or by the seaside, using natural
products harvested from the forests, with massage and treatment techniques derived
from the Borneo as well as other Asian traditions.

2.4 Cruise Tourism

With its central location at the Southern edge of the South China Sea, Brunei is
strategically positioned to take advantage of the emerging cruising centre taking place
along the shores of the South China Sea. With port of calls such as Hong Kong,
Vietnam, Cambodia, the Gulf of Thailand, Malaysia’s East Coast, Singapore, Sarawak,
Brunei, Sabah and the Philippines, the cruising industry has the opportunity to develop
a new centre for cruises to rival the Mediterranean and the Caribbean, especially with
the future huge Chinese market fuelling its growth. These increasing popularity ports
offer excellent connections to the region and beyond, and are likely to be the main
centres from which passengers will embark and disembark to start their cruises.

2.5 Islamic Tourism

Islam has a long history in Brunei which dates back to the 15" century. Since then,
Islam has been growing and implemented fully in Brunei. This has made Islam as the
king pin of the national Philosophy of Brunei Darussalam, the ‘Melayu Islam Beraja’
(Malay Islam Monarchy). Brunei's aspirations to become a "Zikir Nation" as envisioned
by His Majesty the Sultan, its national ideology of Melayu Islam Beraja (MIB - Malay
Islamic Monarchy) and its combined historical and modern prevalence of Islam were the
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reasons why Brunei is heading towards the Islamic tourism market. The Islamic tourism
will complement Brunei's existing tourism drives of eco-tourism, sports and cultural
tourism.

2.6 Brunei’s Visitor Spending

Statistics on Brunei's tourism industry are few and data that does exist is not very
reliable (WTTC: 2010). According to WTTC and Oxford Economic Forecasting figures,
visitor exports in Brunei dollars have grown by 32.8% from 2001-2009. Figure 1 has
shown Brunei’s tourists spending from 2001-2009 as follows:

Figure 1: Brunei’s Tourist Spending, 2001-2009 (BND  million)
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Source: World Travel & Tourism Council (2010).

3. METHODOLOGY AND DATA SOURCES

3.1 Survey Questionnaire

For the purpose of this paper, the information needed is on the socio-demographic
background of the tourists, their travelling pattern and their average expenditure pattern.
A survey questionnaire consisted of 21 questions was designed. The questionnaire is
divided into two sections (A) and (B). Section (A) covered the socio-demographic profile
of the respondents; among which are asking the age, gender, marital status, country of
residence, as well as occupation.
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Section (B) of the questionnaire is intended to capture the information on the
respondents’ travelling and expenditure pattern. The scales used are categorical and
binomial, with a few open-ended types. The section concerning information about
travelling pattern constitutes the focal section of the questionnaire, which aims to
capture their expenditures patterns. The respondents were asked more than 10
guestions related to expenditures patterns. General descriptive and correlation
statistical analyses were conducted on the data collected.

3.2 Data Sources

The paper uses quantitative data that is gathered by means of questionnaire. However,
collection of tourist expenditure data is often very difficult due to small humber of
tourists in Brunei and time constraint. The research was conducted by undertaking a
survey of 200 foreign visitors to Brunei. Data were collected in March 2011 at different
locations in Bandar Seri Begawan, the capital of Brunei, such as hotels and shopping
complexes, tourist’'s attraction sites (Royal Regalia, Mosques, Water Village) at city
centres. The research has identified samples consisting of 200 foreign visitors from 24
different nationalities to Brunei Darussalam including British, Canada, Australia, China,
Singapore, Malaysia, Japan, USA, Indonesia, Italy, Taiwan, Sweden, Saudi Arabia,
Vietnam, Korea, India, Thailand, Germany, Hong Kong, Cambodia, Russia, Scotland,
Philippines, and Bangladesh.

3.3 Reliability and Validity of Instruments

Convenience sampling method has been used as a means of data collection procedure
due to time and financial constraints and difficulty in accessing the tourists. A total of
250 questionnaires were distributed to various hotels and places but only 200
guestionnaires were returned. The data collection is arguable because some of the
guestionnaires are distributed to groups of people travelling together such as families
and business associated. Therefore, would not give complete picture of intended
outcome.

4. RESULTS AND DISCUSSION

4.1 Demographic Profile analysis

The questionnaire divides the respondents into five age groups namely those who are
less than 20 of age, from 20 to 30, 31 to 40, 41 to 50 and 51 and above. As shown in
table 1, most of the respondent is on the age group of 20-30 with 40.5%, followed by the
age group of 30-40 with 22.0%. The rest of the age groups are share almost similar
percentage. Those who are in the below 20 group is made up of 24%, 41 to 50 is 28%
and the 51 and above made up of 23%. Therefore, most of the visitors are in the age
group of 20-30. This age group made up 40.5% of the respondents. This age group
could be the most important market segment.
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The gender classifies the respondents into male and female. The results of the
guestionnaire, as shown on the table, indicates that more than half of them are male
with 58% and the rest is female with 42%. In regard to marital status, around 52% of the
respondents are single/unmarried while 48 are married.

Table 1: Age, Gender and Marital Status

Characteristic Frequency Percent
Age <20 24 12.0
20-30 81 40.5
31-40 44 22.0
41-50 28 14.0
51 and above | 23 11.5
Gender Male 116 58.0
Female 84 42.0
Marital status Married 96 48.0
Single 104 52.0

4.2 Country of Origin

The results of the questionnaire have identified that the respondents are from 25
different countries namely: British, Canada, Australia, China, Singapore, Malaysia,
Japan, USA, Indonesia, Italy, Taiwan, Sweden, Saudi Arabia, Vietnam, Korea, India,
Thailand, Germany, Hong Kong, Cambodia, Russia, Scotland, Philippines and
Bangladesh. Table 1, shows that respondents from Malaysia made up the most with
12.5%, followed by Australia with 11%, then China with 10.5%, followed by Thailand
with 10%, British with 6%. Japan and India shares the same place with 5.5% followed
by Korea with 5%. Indonesia and Cambodia is next at 4.5%. Canada makes up 4%
followed by German, Hong Kong and Philippines with 3%. Singapore and Vietham
shares the same spot at 2.5%. While USA and Scotland followed through with 1.5%.
Sweden and Saudi Arabia both share the spot with 1%. Four countries share the spot of
0.5%; they are Italy, Taiwan, Russia and Bangladesh.

Table 2: Country of Origin

Country % Country % Country %
Malaysia 13 Cambodia 5 Scotland 2
Australia 11 Indonesia 5 USA 2
China 11 Canada 4 Saudi 1
Thailand 10 Germany 3 Sweden 1
British 6 H. Kong 3 Bangladesh 1
India 6 Philippines 3 Italy 1
Japan 6 Singapore 3 Russia 1
Korea 5 Vietham 3 Taiwan 1
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As shown in table 2, most of the respondents are students with 17.5%.
Housewife/retired make up 14.5% of the total respondents and followed 14% of those
who are employed by their respective government. Those of professional/technical
accounts for 13.5% and followed by others with 10%. Sales & related accounts for 9%
and followed by administrative & management as well as manual workers with 8.5%.
unemployed respondents only accounts for 4.5%.

Table 3: Occupation

Occupation Frequency Percent
Professional/Technical 27 135
Administrative & Management 17 8.5
Student 35 175
Sales & Related 18 9.0
Manual Workers 17 8.5
Government 28 14.0
Housewife/Retired 29 14.5
Unemployed 9 4.5
Others 20 10.0

4.3 Travelling Pattern analysis

The results showed that number of respondents who had previously been to Brunei
accounted for 53%, while 47% of the respondents are first time visitors. As shown in
table 4, around 45% of the respondents were in Brunei for the purpose of having
vacation. 18% of them were visiting friends/relatives, 15.5% for business purposes and
those who are here for the purpose of attending convention/conference accounts for
8.5%. Around 51.5% of the respondents were on tour package and 48.5% were on
independent arrangement.

Table 4: Purpose of Visit

Purpose Frequency |Percent
Vacation 90 45.0
Business 31 15.5
Education 26 13.0
convention/conference (17 8.5
visiting friends/relatives |36 18.0

As shown in table 5, around 30% of the respondents travel with friend(s). 26% of them
travel with their family/relatives, followed by 18.5% who chose to travel alone, and 18%
who travel with their spouse only. Those who travel with business associates only
account for 7.5%.
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Table 5: Travel Accompany

Travel with Frequency Percent
Alone 37 185
friend(s) 60 30.0
family/relatives 52 26.0
spouse only 36 18.0
business associates 15 7.5

As shown in table 6, around 54% of the respondents only stay in Brunei for duration of
less than a week. This is followed by those who stay in Brunei for one week to two
weeks period with 19.5%. Those who stay for 2 to 3 weeks accounts for 14%, 3 weeks
to a month are 7.5%.respondents who stay in Brunei for a period of a month to 3
months account for 1.5%, 3 months to 6 months accounts for 1%, from 6 months to a
year accounts for 2% and lastly there is only one respondent who stays in Brunei for
more than a year which is equivalent to 0.5%. In regard to mode of transportation, Road
is the main mode of transport for most of the tourist. 71% choose road as the main
mode of transport, 21.5% choose air, 5.5% those who chose water transport and only
2% choose railroad.

Table 6: Duration of stay

Duration Frequency |Percent
< lweek 108 54.0

1 week to < 2 weeks 39 195

2 weeks to 3 weeks 28 14.0

3 weeksto<1month |15 7.5

1 month to < 3 months |3 1.5

3 months to < 6 months |2 1.0

6 months to < 1 year 4 2.0

>1 year 1 5

Table 7 shows that hotel is the most popular type of accommodation in which 47% of
the total respondent opted to stay in the hotel. Apartment comes second to the
preferred type of accommodation with 17%. There are 14.5% of the tourist who chose to
stay at their friend’s or relative’s and economy hotel. Youth centre only accounts for 3%
and 4% of the respondents chose other type of accommodation.
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Table 7: Type of Accommodation

Frequency |Percent

Hotel 94 47.0
Youth Centre 6 3.0
Apartment 34 17.0
Staying at

friend's/relative's 29 14.5
Economy Hotel 29 145
Others 8 4.0

Table 8, shows kinds of activities while tourists in Bruneli, it can be noted that almost
half of the tourist, i.e. 49.5%, go for sightseeing. 33.5% of them go for entertainment
and amusement park and 33% go shopping. Golfing accounts for 24.5% of the
activities, followed by 19% of those who go walking/hiking/trekking. 16% of the
respondent takes the chance to enjoy the beaches, 14% attend events, and only 6.5%
of them go to the museum and historical sites.

Table 8: Activities while in Brunei

Activities % Activities %
Shopping 33 Entertainment/Amusement park | 33.5
Walking/Hiking/Trekking 19 Attending events 14
Golfing 24.5 Going to beaches 16
Visit to museum and historical sites 6.5 Sightseeing 49.5

From table 9, it can be noted that clothes and textile and other goods top the most
purchased goods with 32%. Handicraft comes second with 30%. Camera and
photography items are purchased by 18.5% of the respondents. This is followed by
Batik with 16%. Foodstuff and Household items as well as watches share the spot with
12%. Leather goods accounts for 8.5%, shoes 5%, and Silverware 4%. Pewter ware
and electronic appliances both accounts for 3.5%. Gold and jewellery accounted for
2.5% and only 1.5% accounted for computer and electronic accessories.

Table 9: Goods Purchased in Brunei

Type of goods purchased % Type of goods purchased %
Clothes and Textiles 32 Shoes 5
Handicrafts 30 Silverware 4
Camera and Photography

items 18.5 Pewter ware 3.5
Batik 16 Electronic appliances 3.5
Watches 12 Gold and Jewellery 25
Foodstuff and Household 12 Computer and Accessories | 1.5
Leather Goods 8.5 Others 32
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Table 10 shows the distribution of the expenditure. They are divided into eight different
groups. From the results, it is shown that on average the respondent spend 31.05% on
shopping, 28.28% on accommodation, food and beverage 16.94%, sightseeing and
domestic affaire expenditure account for 14.49% and 14.44% respectively.
Miscellaneous at 13.26%, followed by 12.58% and only 11.17% are spent on
entertainment.

Table 10: Expenditure Pattern

Standard Standard
Item Mean Deviation |ltem Mean Deviation
Accommodation 28.28 16.738 Local Transport 12.58 10.197
Food & Beverages | 16.94 10.831 Shopping 31.05 17.718
Sightseeing 14.49 11.467 Domestic Affair 14.44 8.299
Entertainment 11.17 9.653 Miscellaneous 13.26 8.77

The result shows that most of the respondents have heard about Brunei from. 29% of
them have heard Brunei from Internet, 27.5% heard about the Sultanate from friends
who live in Brunei. 24.5% heard Brunei from those who have visited Brunei before and
20.5% from airline. 18.5% from travel guides book and 10% from Brunei Tourism
Collateral and only 9.5% heard about Brunei from travel agents.

Table 11: Reason choosing Brunei

Reason (%) Reason (%)
Safe destination 29.5 Recommended by others 16
Shopping facilities 15 Included in package tour 6.5
Easy accessibilities 10 Like to know more about Brunei 45.5
Friendly people 23 Many tourists attraction 29.5
Good value for money 15 Others 7
Tropical 22 - -

The survey asked the respondents of what are the reasons they chose Brunei as a
destination to visit. Table 11 shows that many of the respondents chose Brunei because
they want to know more about the country which accounts for 45.5%. Safe destination
and tourists’ attraction both account for 29.5%. Friendly and welcoming people of Brunei
as well as the green tropical forest are also one of the main reasons why Brunei is
attractive to the respondent which accounts for 23% and 22% respectively. 16% of the
respondents were recommended by those who have visited Brunei and 15% chose the
Sultanate because of the good value for money. Accessibility accounts for 10%, other
reasons for 7% and 6.5% chose to visit Brunei because it is included in their tour
package. Only 1.5% of the respondents answered shopping facilities as their reason to
visit Brunei.
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Table 12: Major attraction in Brunei

Major attraction (%) Major attraction (%)
Beaches 115 Jungle/Greenery/Countryside 50.5
Friendly People 41.5 Shopping facilities 8.5
Island/Hill/Resorts 11 Variety of Goods 30.5
Safe destination 36.5

When asked of what is the major attraction in Brunei, around 50.5% of the respondents
stated that it is the jungle/greenery/countryside of Brunei which makes Brunei attractive.
41.5% of the respondents also expressed that the friendly people of Brunei is one of the
major attraction, while 36.5% claimed that safety factor is what Brunei is known for.
Variety of Goods is also one of the attractions according to the respondents. Beaches
11.5%, while Island/Hill/Resorts accounts for 11% and only 8.5% for shopping facilities.

In regard to the countries that the respondents have visited before coming to Brunei,
about 29.5% of the respective respondents have visited some of the South East Asia
countries. While, 12.5% have visited Europe prior coming to Brunei, and 12.0% of them
have been to China before. 11.5% of the respondents been to Japan, 10% have been to
Australia, and only 7% have visited USA & Canada previously. There are 17.5% of the
respondents who had visited other countries from those listed above.

On the other hand, the countries that the respondents will visit after Brunei, about
28.5% of them are planning to visit other South East Asia countries after visiting Brunei,
27.5% stated other countries apart from those stated above. 17.5% of the respondents
plan on visiting Europe, while 9.5% will be going to China, 9% will be visiting Australia.
Meanwhile 7.5% of the respondents will be going to USA & Canada and only 0.5% of
them will be flying to Japan. When asked regarding whether the respondents will
recommend Brunei as a worthy tourist destination, 98.5% of them responded positively.
Only 1.5% of the total respondent would not recommend Brunei as a tourist destination.
The reasons are: ‘Brunei is hot’ and there is ‘nothing but greens’.

4. CONCLUSION AND RECOMMENDATIONS

Based on the analysis of the demographic profile, there are few important traits of the
tourists that can be identified. Most of the tourists are young adults in the age group of
20-30 years and more of them are female rather than male. In respect to marital status,
the respondents are mostly single/unmarried. Most of the tourists to Brunei are Asian
and from the neighbouring countries. There are more students who visited Brunei than
any of the other occupation categories.

On the travelling pattern side, some of the key information as follows: Majority of the
tourists visit Brunei for the purpose of vacation. Many of the tourists prefer visiting
Brunei on independent arrangement. Tourists mostly travel with the company of friends
and relatives. Most tourists only stay in Brunei for a period less than a week/ short visit.
Road transportation (car, taxi, buses) is the main mode of transport. Hotel is the most
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preferred accommodation. Sightseeing, entertainment and shopping are the top three
activities of the tourists while in Brunei. Internet is the main source of information where
the tourists have heard Brunei from. Majority of the respondents visited the Sultanate
want to know more about the country. The respondents have identified that Brunei's
jungle, tropical forests, greenery, and countryside are the major attraction in Brunei.
Most of the respondents have visited other ASEAN countries before Brunei and plan to
visit some other ASEAN countries as well. In respect to spending pattern, handicraft,
camera & photography items and batik are three of the most purchased goods. On
average, shopping accounts for the most of the expenditure of the respondents followed
by accommodation.

In conclusion, the results of this study indicated that the tourism industry in Brunei
Darussalam can help the diversification of the Brunei’'s economy. Moreover, this study
shows that many of the areas in the tourism presently still have rooms for improvement.
Thus, in-depth research should be done to study this emerging market in order to
capitalize the abundance of resources of Brunei optimally so as to achieve the
sustainable tourism industry. However, there is a need for integration of various parties
such the Government agencies and the private sectors to promote Brunei as a tourists’
heaven regionally and internationally.

The important findings will be highlighted and isolated from the rest. Based on these
finding, few recommendations on how to improve the promotion and the tourism
industry in Brunei will be made. These recommendations will help the relevant bodies
as well as the industry player in properly segmenting the prospective tourists. Moreover,
it will also beneficial in the planning and development of concerned infrastructures in
enhancing the image of Brunei as a tourist destination.

Based on the above information, few recommendations can be made:

1. Due to the fact that most of the tourists in Brunei are youngster and single, the
Brunei Tourism Board or any other private sector in the industry could provide
more for them. Young adults are generally adventurous and activities or travel
programmes should creates for them such as sightseeing, hiking, jungle trekking,
camping in the woods etc. It is consistent with the major attractions the
respondents have identified (jungle, greenery, and countryside).

2. Students constitute majority of the tourists, one way we can take advantage is by
making Brunei as the destination for educational visits. Building more educational
and research centre can boost Brunei's image in the education and tourism
industry. Tourists to Brunei mainly come from the neighbouring countries. There
are two consideration can be made. First, Brunei’s tourism promoter should
enhance their effort in attracting the visitors from the ASEAN market because
there is a demand for it. Secondly, Brunei's tourism board could explore other
market, such as the Far East, Middle East, Europe and USA. There are huge
potential markets to be explored.

3. Mostly, tourists only stay in the country for a short period of time. A guided tour
would be helpful for those who wish to travel around the sultanate during their
time in Brunei. Travel package provider could promote cheap, reliable and quality
package as many of the tourists are on independent arrangement.
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4. Hotel service providers should look into improving the customer service from the
booking up to the stay in their hotels. Utilizing the technology such as online
catalogue and booking would enhance the travel experience of the tourists.
Shopping facilities need to be improved as shopping constitute the most in the
average spending of tourists and this can really help other industry especially
local SMEs as well as the Brunei economy as a whole. Handicraft and traditional
industry must be aided as they are the most sought after by the tourists. Tourism
Board and other related agencies could provide help for those who wish to
venture into this sector. Camera and photography items are also famous goods
in the sultanate, exemption from excise duty can really improve the market. Batik
industry can still be developed to fulfil the demand of tourists.

5. Collaboration from other ASEAN countries is very much welcomed because most
of the tourists visited some of the ASEAN countries and are planning to visit the
other.
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