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Market Size ! Segmenting
I Demographic: Geographic: Pyschographic: Behavioral:
o 1 Middle-income -Domestic tourists | |interested in creativg |Independent travelers
o 11.126.477 Ind!v!duals : men & women -International and cultural, Hidden that seek reliable
® 4.901.040 Individuals , aged 20-50 tourists Gem Places. informations.
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TAM = Bandung Population + Total Annual Tourists (BPS 2024, Open Data Kota Bandung) 1
SAM = Free Independent Travelers (FITs) = 57%*Total Annual Tourists (UNWTO) I
SOM = Targeted FITs = 102%*FITs I Need DeveIOpment
Customer Persona : Tourists need clear, multilingual, accessible and reliable information, business
I owners require stronger visibility, an e government seeks enhance
t bilit d th t k h d
. _ I branding and economic impact. These unmet demands indicates a gap in the
” Fa'gfowded N : global accessibility and positioning of Bandung’s creative industries.
« Can't speak common language !
e Content about destination in ! Goal Setting
Bandung using indonesian :
* Difficulty understanding up-to-date I To bridge tourists and Bandung’s creative industry via local communities and trusted information in
' N mforrr][gnorl] h >(|OC’ transport, I order to create a connected and sustainable tourism ecosystem.
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tourist spots with a lot Travel by asking locals ! Bandung s authentic etween loca reViOUS| dldn't
of people Travels  abroad  2-3 SREITED Loy WIS, ' creative industry and tourists and foreign P LS
Afraid of regrets or times/year Information from local residents is I . ) benefit
?:;,t;hﬁsg when Ie_;)vznentcoe have local reliable, S0 we place great I Iocal_ residents by tOUﬂStS _ Ensuring the
Interest ,nterespt importance on it. [ sharing recommended - Utilizing the local . A ¢
Looking forward to Enjoy  mingling  and Curated destination to make he feels | spots from the knowledge and sustainabi |ty 0
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