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OUR HISTORY

January - May 2015
Company start-up process and
iIdeas gathering

15 Sept 2015

Company established ofbcially in
Indonesian court

— 2015 - now
v Products development and

diversibcation




PROBLEMS WE ASSESSED

Customer problems : High demand for special-interest tours In
exotic & remote Ooff-beaten-pathO destinations in Indonesia and
abroad, but, [imited to none reliable & profesional tour agency/tour
operator in the area.

Win-win solution business models that can solve
the problems which the customer and beneb ciaries face. Bring
positive Impacts to the society where we work & make probts for
the company.



SOLUTIONS & UNIQUE VALUE
PROPOSITION

SOLUTIONS:

Offers professionally-managed, hassle-free, authentic and unique travel
experiences In Indonesia & the world

Offer interaction with the local communities that bring positive impacts
towards their economy & nature

Provide ideas/chances for tourists to contribute further to the community
groups on tourism destinations

UNIQUE VALUE PROPOSITION:

Hassle-free exploration of Indonesia & the worldOs beauty while
bring positive impacts to others.



OUTBOUND MARKET

Long tail business
d Click-andmortar
s model where our
5 offer new/unique
ations that have
bc niche-market
ustomers




BUSINESS MODEL

VALUE
PROPOSITION

KEY PARTNERS

KEY ACTIVITIES

CUSTOMER
RELATIONSHIP

CUSTOMER
SEGMENTS

- Tour activities -
Distribution channels:
tour operators networks
- Customer
relationships: social
media, website, face ta
face meetings
Revenue streams: dail
monthly, annually

of Indonesia & the
worldOs destinations
while bring positive
Impacts to the local
communities
- Bundles of product/
services we offer to eac
segment: different
according to their tours
needs/interests

- Villagers and
communities
- Government agencies
- NGOs & CSOs

KEY RESOURCES

- Hassle-free exploratiol

Minimum viable
products: - wildlife
observation, culture
tours and sailing tours.

-Tour guide & activities
- Customer service
- Logistic staff
- Marketing staff

COST STRUCTURE

The most important cost: the tour activities
The most expensive key resources: Logistics
The most expensive key activities: promotions througl|
exhibitions

Retention of the

regular customers b
mailing list/socme - Local and foreign
p d a t e ¢ tourists

- How to get and grow
customers: Exhibitions
sales method
- Minimum cost

- Most important
customers: the travel
industry world &
tourists

Customer archetypes: -
Activity enthusiasts/
hobbyist, eco-conscious
people, millenials &
responsible travellers

- Internet & social medi:
- Phone calls
- Marketing activities

REVENUE STREAMS

Value customers willing to pay .- Eco-
friendly activities, social values towards the
communities, unique travel experiences, sense
contributing to the welfare and conservation of
wildlife
Pricing tactics : give fair-trade pricing scheme
and transparant allocation for prices they pay o
the tour




ACHIEVEMENTS & TRACTIONS

ACHIEVEMENTS:

' One of 6 inBuential women business-owners in ecotourism Peld In
Indonesia in SheTrades IORA Project by UN International Trade
Centre (2017}

| Signing Blue Tour Operator by World Wildlife Fund (2018)"
' Travelife certibcation towards sustainable tour operator (on process)"

| Gain trusts from Government Agencies (MoT, Provincial Tourism
o# ce, DTO, to attend several international tourism exhibitions) $
$
TRACTIONS:$
- Grew sales from approx USD 4,000 to more than USD 55,000
within a year (2016 - 2017)



ITB Berlin 2017

Germany

OUR INTERNATIONAL EXHIBITIONS _

World Travel Market 2017

London




EXHIBITIONS 2019

NOo bk whE

Ferien Messen in Vienna, Austria: 10-13 January 2019

MATKA Nordic Travel Fair in Helsinki, Finland: 18 - 20 January 2019

ITF Slovakitour in Bratislava, Slovakia: 30 January - 2 February 2019
TOUREST Travel Fair in Tallinn, Estonia: 8 - 10 February 2019

Holiday World in Prague, Czech Republic: 21-24 February 2019

Greater China Sales Mission in Guangzhou & Shenzhen on 15 - 18 August 2019

. World Travel Market London on 4 - 6 November 2019



Scalablility Business Plan

Step 1 Step 2 Step 3

Implementing
Secure fundin the plan &

from Investors replicating to
other areas

Monitoring &
Evaluation




Competitive Analysis

Competitors:

' Very few Indonesian tour operator have eco-tourism national and
International certibcation & work all over Indonesia, mostly only
work in specibc areas OR owned by foreigners which work
illegally."

' The tourism industry in Indonesia still have lots of potentials to
cater for the rapid growth of the segmented market of eco-
conscious travellers



MANAGEMENT TEAM

Melissa Augustina
Director

She worked as Program Manager in
various UN Agencies and INGOs for 11
years before she started MALA Ecotours.
Her excellent managerial skills made her
develop the company size within 3 years.
Her extensive networking skills & travelling
experiences also make our company keep
Inventing unique new tours in Indonesia
and abroad thus gaining trust and
recognition from Indonesia Ministry of
Tourism and broad networks of
International buyers.

Mika Maharani Gynecologia

Vice Director
She worked as Communication & Advocacy
Manager for various UN Agencies and INGOs for
14 years before she started MALA Ecotours with
Melissa. Her excellent communication skills made
her become a vocal point in developing branding &
promotion strategies for the company, as well as
acting as advocator about tourism to the District &
Provincial Government. Her hospitality and tourism
knowledge also make her the head of quality
control to ensuring our tours & services maintain
their quality. World Wide Fund assigned her as their
consultant to develop community-based coastal
tourism in Alor.



Milestones

' Short-term Milestones:

I Increase in sales in domestic and international market by 20%
every year"

I Succeed in becoming one of the leading industry in ecotourism
In Indonesia"

' Long-term Milestones:
Expand to multiple locations and countries "

Develop tourism-related business such as Liveaboard ships,
eco-friendly accommodations, and sustainable-eateries



MALA Tours & Travel

www.malatours.com

marketing@malatours.com

Q @mala.tours

L j ( MALA Tours

+623812 89 98 98 98

OTravel to experience, learn and change livesO



