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Globally the hospitality and tourism industry is evolving and undergoing radical 
changes. The past practices are now advancing through the rapid development 
of knowledge and skills acquired to adapt and create innovations in various ways. 
Hence, it is imperative that we have an understanding of the present issues  so that 
we are able to remedy problems on the horizon. 

Current Issues in Hospitality and Tourism: Research and Innovations is a 
complilation of research in the broad realm of hospitality and tourism. This book is 
divided into eight sections covering the following broad themes:
•	 Training and education (hospitality students learning); 
•	 Organization and management (practical issues and current trends in the 	 	
	 hotel, catering and tourism industry);
•	 Product and food innovation;
•	 Marketing;
•	 Islamic hospitality and tourism issues;
•	 Gastronomy;
•	 Current trends;
•	 Tourism 

The contributions, from different parts of the globe, present a new outlook for 
future research, including theoretical revelations and innovations, environmental and 
cultural exploration aspects, tourist destinations and other recreation and ecotourism 
aspects of the hospitality and tourism industry. Current Issues in Hospitality and 
Tourism: Research and Innovations will be useful as a reference for academics, 
industry practitioners and policy makers, and for those with research interests in the 
fields of hotels, tourism, catering and gastronomy.
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Hospitality and Tourism
Research and Innovations



CURRENT ISSUES IN HOSPITALITY AND TOURISM RESEARCH AND INNOVATIONS



This page intentionally left blankThis page intentionally left blank



PROCEEDINGS OF THE INTERNATIONAL HOSPITALITY AND TOURISM CONFERENCE,
IHTC 2012, KUALA LUMPUR, MALAYSIA, 3–5 SEPTEMBER 2012

Current Issues in Hospitality and
Tourism Research and Innovations

Editors

Artinah Zainal, Salleh Mohd Radzi, Rahmat Hashim,
Chemah Tamby Chik & Rozita Abu
Faculty of Hotel & Tourism Management, Universiti Teknologi MARA, Shah Alam, Malaysia



CRC Press
Taylor & Francis Group
6000 Broken Sound Parkway NW, Suite 300
Boca Raton, FL 33487-2742

© 2012 by Taylor & Francis Group, LLC
CRC Press is an imprint of Taylor & Francis Group, an Informa business

No claim to original U.S. Government works
Version Date: 2012912

International Standard Book Number-13: 978-0-203-07536-4 (eBook - PDF)

This book contains information obtained from authentic and highly regarded sources. Reasonable efforts have been 
made to publish reliable data and information, but the author and publisher cannot assume responsibility for the valid-
ity of all materials or the consequences of their use. The authors and publishers have attempted to trace the copyright 
holders of all material reproduced in this publication and apologize to copyright holders if permission to publish in this 
form has not been obtained. If any copyright material has not been acknowledged please write and let us know so we may 
rectify in any future reprint.

Except as permitted under U.S. Copyright Law, no part of this book may be reprinted, reproduced, transmitted, or uti-
lized in any form by any electronic, mechanical, or other means, now known or hereafter invented, including photocopy-
ing, microfilming, and recording, or in any information storage or retrieval system, without written permission from the 
publishers.

For permission to photocopy or use material electronically from this work, please access www.copyright.com (http://
www.copyright.com/) or contact the Copyright Clearance Center, Inc. (CCC), 222 Rosewood Drive, Danvers, MA 01923, 
978-750-8400. CCC is a not-for-profit organization that provides licenses and registration for a variety of users. For 
organizations that have been granted a photocopy license by the CCC, a separate system of payment has been arranged.

Trademark Notice: Product or corporate names may be trademarks or registered trademarks, and are used only for 
identification and explanation without intent to infringe.

Visit the Taylor & Francis Web site at
http://www.taylorandfrancis.com

and the CRC Press Web site at
http://www.crcpress.com



Current Issues in Hospitality and Tourism Research and Innovations – Zainal et al (eds)
© 2012 Taylor & Francis Group, London, ISBN 978-0-415-62133-5

Table of Contents

Preface XIII
Acknowledgements XV
Organizing committee XVII

Training and education

Information Seeking Behaviour (ISB) among postgraduate students in
Universiti Teknologi MARA, Malaysia 3
N.’H. Che Ahmat, W.N.B. Wan Kamarudin, R. Abdul Aziz & S.M. Radzi

Basic western cuisine modular system and students’ psychomotor
performance: A case of Malaysia community colleges 9
A.R. Reezlin, H. Ishak, M.S. Mohd Zahari & A. Inoormaziah

The relationship between career development learning, workplace
experience and employability among UiTM hospitality graduates 15
H.F. Ariffin & H. Saedahtinnur

Strategies in embedding hospitality students employability
skills and employability level 21
F. Mohd Napiah, M.I. Zulkifly, M.R. Jamaluddin & M.H. Mohd Hanafiah

Career decision making among hospitality undergraduates in
UiTM Shah Alam and Puncak Alam 25
N. Putit, R. Atlas, H. Hanan, K. Ramie, L. Lua & R. Abd. Rahim

Training and education of OSH practices in managing man-machine
safety of food manufacturing firms in Malaysia 31
M. Saad, M.S. Md. Sharif, P.S. Toh & E. Breukelman

An overview of management training program in Malaysia
hospitality organizations: A dual perspective 35
A.B. Noor Diyana & N. Sumarjan

Postgraduate’s thesis accomplishment: Issues on its attributable 39
A.H. Hamizad, M.S. Mohd Zahari, M.N. Shuhirdy & N.M. Shahril

Organization and management

Achieving corporate social responsibility based on HR: Porto Marina Resort, Egypt 45
R.Y. Zoweil & M.G. Montasser

The moderating effect of employment type on the relationship between service
standards and job performance in 4 and 5-star hotels in Kuala Lumpur, Malaysia 51
N.H. Nazlan & A. Zainal

The influence of ethical responsibility initiatives on perceived tour program
quality and tour booking intention 57
W. Marchoo & K. Butcher

The role of cultural familiarity on customer satisfaction in the context
of hotel service failure 63
Trianasari, B. Sparks & K. Butcher

V



Impact of service guarantee on empowerment, employee responsiveness
in service recovery and service quality in the Malaysian upscale hotels 69
A. Mohd Shahril, Y. Abdul Aziz, M. Othman & J. Bojei

Emotional intelligence and turnover intention: The case of front office
frontliners in Kuala Lumpur’s 5-star hotels 75
R.I.P. Raja Mustapha, W.A.N. Wan Salman & S.M. Radzi

Customer satisfaction towards service quality in the hotel industry in Melaka 81
S.F. Yeo, S.L.F. Wee, M.L. Goh, J.M.S. Lam, S.H. Tan & T.A. Choon

Sustainable tourism development practices of MICE venue provider
in East Coast Region, Peninsula Malaysia 87
M. Abd Hamid, N. Ismail, Z.I. Mohd Fuza, K.N. Ahmad & K.W. Awang

Rail services perceptions and satisfaction of foreigners and its
impact on their stay in Malaysia 91
G.C. Saporna & S. Geetha

Identifying job satisfaction dimensions among rank and file employees in selected
budget hotels as correlates of organizational commitment and turnover intentions 97
G.C. Saporna, S. Geetha & R.A. Claveria

Direct financial compensation and future graduates career choice in hotel industry 105
N.A. Ahmad, A. Abdul Aziz, M.S.Y. Kamaruddin, A. Abdul Aziz & M.F.S. Bakhtiar

Influential factors effecting fast food consumers’ intention to use menu
labels in fast food restaurants: A conceptual framework 111
S. Delvarani, M. Othman & H. Ghazali

Revenue management practices and restaurant performance: A study on theme
restaurants in Klang Valley, Malaysia 117
M.H.I. Noorkhizan, S.M. Radzi, F.S.C. Abdullah & A.A. Azdel

Boutique hotel business: A survey on tourist preference to stay at boutique
hotels in Georgetown, Penang 121
K.M. Ng & J.S.L. Low

Barrier-free dining environment for the visually impaired: A case study of
restaurant in Taichung, Taiwan 125
W.-C. Chung & C-C. Lue

Important Hong Kong shopping mall characteristics as perceived by tourists 129
V.C.S. Heung & D. Kucukusta

Occupancy improvement in serviced apartments: Customer profiling 135
L.N. Fukey

Hypermarket fresh foods’ attributes toward customer satisfaction 141
M.F.S. Bakhtiar, M.S. Mohd Zahari, A.R. Azhar & M.S.Y. Kamaruddin

Case study: Measuring service quality of homestay in Malacca using SERVQUAL matrix 147
A.F. Mohd Khodri

A clustering study of operational efficiency for international tourist hotels in Taiwan 153
Y.H. Kuo, H.N. Jiang, Y.Z. Hung, F.Y. Su & Y.Z. Lee

Organizational citizenship behavior of hotel employees: Investigating
the impact of organizational justice 159
M.A. Hemdi, M.A. Razali, N.R. Nik Abd Rashid & R. Nordin

Global versus local HRM practices in the hospitality industry: The case
of Greek luxury hotel managers 165
C. Giousmpasoglou

Assessment of service quality dimensions in the fast food restaurants 171
Z. Mohi, H.C. Wu, R.P.S. Raja Abdullah, L.B. Jipiu & A.A. Abd Majid

VI



Effects of emotional labor on customer outcomes: Tourists’ perspectives 177
L.S. Yiing, Y. Abdul Aziz, S. Md. Samsinar & R. Saleh

Meal pace experience, customer satisfaction and customer revisit intention
at casual dining restaurants in Kuala Lumpur 183
H. Ismail, S. Amirhonarvari & S.M. Radzi

The moderating effect of environmental variables on business strategy
and performance of hotels in Batam Island, Indonesia 189
A. Riyadi & S.M. Radzi

The impact of perceived commercial hospitality on perceived service fairness
and behavioral intentions 195
M. Mohamed & A.A. Mohd Ariffin

The impact of food safety practices on organizational performance 201
M. Saad, P.S. Toh, M.A. Mohamed Adil & D.F. Moginon

The relationship between occupational culture, organization tenure and
occupational commitment of chefs in 4 and 5-star hotels in Kuala Lumpur 205
F.A. Hanan & A. Zainal

Innovation

The relationship between product innovation and fusion cuisine
in food and beverage establishments: A discussion on Turkish cuisine 213
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Preface

Dear Distinguished Delegates and Guests,
The Organizing Committee warmly welcomes all delegates and guests to the International Hospitality and

Tourism Conference 2012, held in Kuala Lumpur, Malaysia on September 3–5, 2012.
The IHTC is jointly organized by Faculty of Hotel and Tourism Management, Universiti Teknologi MARA

(UiTM) and Ministry of Higher Education Malaysia. The aim of IHTC 2012 is to provide a platform for
academia and hospitality practitioners to share the “up-and-coming” paradigms and innovative practices that
is transformative and that hold serious intellectual discourse within the broader hospitality and tourism realm.
This conference intends to foster and explore the issues of hospitality, tourism, foodservice, culinary arts and
gastronomy research and professionalism around the globe.

This conference aspires to be the milestone to motivate further knowledge sharing and collaboration among
delegates from different parts of the globe in advancing mindsets, knowledge and skills to adapt and create
innovations for the enhancement of hospitality and tourism education and best practice.

The conference has solicited a total of 200 abstracts submitted by authors from 20 countries. However, only
116 papers have been accepted after the process of peer reviewing by the reviewers in the area of hospitality,
tourism, foodservice and gastronomy. The papers were selected on the basis of originality, significance and
clarity for the purpose of the conference.

The accomplishment of IHTC 2012 is the result of perseverance and commitment from several parties. We
hope that all participants and other interested readers benefit scientifically from the proceedings and find it
inspiring in the process. We would like to thank the organizing committee for their work and we are grateful to
all those who contributed to the success of IHTC 2012.

Lastly, we would like to wish you success in the presentation and networking during your stay in Kuala
Lumpur, Malaysia.
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Information Seeking Behaviour (ISB) among postgraduate students
in Universiti Teknologi MARA, Malaysia

Nur’Hidayah Che Ahmat, Wan Nor Bayah Wan Kamarudin, Rafidah Abdul Aziz &
Salleh Mohd Radzi
Universiti Teknologi MARA, UiTM Shah Alam, Selangor, Malaysia

ABSTRACT: This paper fills the gap in understanding the Information Seeking Behaviour (ISB) among the
postgraduate students in Faculty of Hotel and Tourism Management, UiTM, Shah Alam, Malaysia. Specifically,
the aims of this paper are to determine the information needs, to identify the main information source in ISB,
and to investigate the relationship between ISB and information needs satisfaction. By using self-administered
questionnaire adapted from previous researchers, some of the issues of interest were obtained. Result revealed
that ISB of postgraduate students were motivated by a wide variety of information needs including the need
to fulfil research requirements. Also, internet was found as the main formal source while conversation with
friends/colleagues was the main informal source used in seeking and obtaining information needed. It is worth
mentioning that ISB was positively correlated with information needs satisfaction.This study could be considered
as a starting point for further studies and for comparisons across faculties and disciplines in the University
particularly in social sciences disciplines pertaining to ISB of the postgraduate students.

Keywords: information needs, information source, information needs satisfaction.

1 INTRODUCTION

Information has become one of the basic needs and
important elements for survival in knowledge-based
societies. Looking into the perspective of postgraduate
students, they occasionally use information for per-
sonal and educational purposes hence their behaviour
of seeking for information will be dissimilar due to dif-
ferences in human behaviour. Wilson (2000) defined
ISB as a learning process and information that peo-
ple seek, give, and use which are based on different
context such as in everyday living, the workforce
place or educational institutions while Ajiboye and
Tella (2007) described ISB as the means of individ-
ual or group of community required and accumulate
for information in order to fulfil their personal use,
knowledge improvement and development. There are
number of reasons that lead the behaviour of indi-
vidual in their choice of information, which includes
course of studies, age, level, and religion, particu-
larly among postgraduate students (Owolobi, Jimoh &
Okpeh, 2010). There are no comprehensive study on
this matter mainly in Hospitality and Tourism courses
thus there is a need to fill the gap.

Ajiboye and Tella (2000) stated that existing studies
on excellence in higher education, have been modestly
taken into consideration in the aspect of the way stu-
dents in higher institutions manage their learning and
its pursue for quality.As well, the enhancement in good

services and equipped facilities along with the quali-
fied educators will subsequently lead to improvement
in students’ academic accomplishment. Conversely,
this supposition may seem too ingenuous since it is
possible to argue that students’ accomplishment may
still be vulnerable due to some factors like how the
students seek and search academic information.There-
fore, it is very crucial to study students’ manner on
managing their learning skills to seek for academic
information in order to excel in their academic. Past
scholars affirmed that when students were being given
tasks and assignments pertaining to the course require-
ments, they will automatically seek for the required
information independently and confer with the right
information sources in relation to academic informa-
tion. To complete postgraduate programs with flying
colours, the right application of ISB is imperative. Not
to mention, seeking and searching for effective infor-
mation requires tremendous effort whereby they must
be able to know how to use the correct method in
obtaining the information to satisfy their information
needs. For that reason, it is important to understand
the information needs and ISB of the postgraduate stu-
dents to help graduates in their research activities for
their Master and PhD degrees hence there is a need to
fill this gap.

Based from the abovementioned statement, this
study aims to investigate the ISB of postgraduate
students and specifically, researchers will focus on
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the behaviour in obtaining information on the nature
of academic information needed by the postgraduate
students.

2 LITERATURE REVIEW

2.1 The concept of information

Information is defined as something which students
need during their studies when they construct meaning
about the subjects in the process of learning (Ajiboye &
Tella, 2007). Behaviour of each individual seeks for
information will be different due to differences in
human behaviour and the environment surroundings
(Owolobi et al., 2010; Ajiboye & Tella, 2007). More-
over, Safahieh (2007) described information needs as
a gap in a person’s knowledge, when an individual
experienced an ambiguity at the conscious level as a
problem, then attempts to seek for solution. It is agreed
that the search may be taken continuously until the
individual contented the unknown matters.

2.2 Information Seeking Behaviour (ISB)

Wright and Guy (1997) stated that the activity of
ISB can be defined when information is accumu-
lated in order to recognize a message that satisfied
a perceived need. Wilson (1999) describes ISB as a
consequence of a need perceived by an information
user, who, in order to satisfy that need, makes demands
upon formal or informal information sources, which
result in success or failure to find relevant informa-
tion. If successful, the individual then makes use of
the information found and may either fully or partially
satisfy the perceived need or if they fail to satisfy
the need, they have to restart the search process. In
other words, failure to gain desirable information from
right information sources will lead to dissatisfaction
of information need. However, Bawden (2006) argued
that Wilson (1999) should include an explicit consid-
eration of the organizational and cultural environment
since Leckie, Pettigrew and Slyvian (1996) postulated
that ISB can be influenced by other factors such as
personal reasons for seeking information, the type of
information required and sources and also ways which
needed information is required.

2.3 Information sources

Information seeking can be performed by formal and
informal sources (Majid & Kassim, 2000; Majid &
Ai, 2002). Formal sources of information primarily
encompass sources from internet and library while
informal source of information consist of oral inter-
action through telephone calls, letters, e-mail, conver-
sations at meeting and conferences (Wilson, 1999).
Previous scholars declared internet as the main for-
mal source to complete research work due to limited
service offered by library make them less to visit
the library (Vezzosi, 2008; George, Bright, Hurlbert,

Linke, Clair & Stein, 2006).The emergence of internet
allows people to search for information conveniently
as it is more user friendly and easy accessibility
(Bhatti, 2008). In contrast, Majid and Kassim (2000)
contended that books from the university library were
ranked as the most important information source for
teaching and research. On the other side, for informal
sources, Vezzosi (2008) classified people include the
academicians, librarians and colleagues as the most
important informal source in advising and directing
to the relevant and needed information. Additionally,
other scholars choose colleagues (Bhatti, 2008), and
meeting with the experts (George et al., 2006; Marouf
& Anwar, 2010) as their main informal sources.

2.4 Information needs satisfaction

Information is needed because it affects people’s lives
and people need information to obtain answers to spe-
cific questions (Nicholas, 2000). Yet, George et al,
(2006) stated that information need varies among dis-
ciplines and by programs which were depends on what
the respondent is taken. The used of formal and infor-
mal sources of information are based on individual
purpose and need of information search. In order to
satisfy information need, the process started from the
ISB will lead the user starts to search upon formal
or informal information sources which result in suc-
cess or failure to find relevant information. Sheppard
(1993) claimed that sources of information used to sat-
isfy information need were the library, other teachers
and their supervisors.

3 METHODOLOGY

The study was conducted using a quantitative research
method where empirical investigation was carried out
to determine the relationship on ISB among postgradu-
ate students. 303 full-time and part-time students from
Masters and PhD programs in the Faculty of Hotel and
Tourism Management, Universiti Teknologi MARA,
Shah Alam were chosen as the sample. The survey
was adapted from previous literatures and was divided
into four sections. Section A with 14-items measured
the information needs using ranking from 1 (low-
est) to 5 (highest). Section B was created to measure
ISB with 25-items using six-point Likert Scale on the
level of agreement from (1) “Never” to (6) “Always”
while Section C measuring Information Needs Satis-
faction also with 25-items by using six-point Likert
Scale on the level of agreement from (1) “Not Appli-
cable” to (6) “Very Satisfied”. Section D asking on
customer personal data includes gender, age, program
specialization, level of program, and student status.

A pilot study was conducted among 30 postgraduate
students from the total population of postgraduate stu-
dents in Faculty of Hotel and Tourism Management in
order to ensure the reliability and effectiveness of the
instrument. The survey was conveniently distributed
and conducted within 2 weeks with the help of research
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assistants. A brief detail about the purpose of the study
was mentioned and participation was voluntary and
all the information provided is strictly confidential. A
total of 167 questionnaires was collected and the data
were coded and keyed in Social Statistical Package
(SPSS) version 17. The reliability test was undertaken
for Section B and C separately. The result showed that
the instrument and items used was reliable with coef-
ficient alpha value at 0.899 for Section B, and 0.885
for Section C.

4 FINDING, ANALYSES, AND RESULTS

4.1 Customer’s profiles

From the descriptive statistics, more than 50 percent
(n = 120) were females and 85.6 percent (n = 143)
were between 20–30 years old. It was found that 65.3
percent (n = 109) were full-time students compared
to 34.7 percent (n = 58) of part-time. Majority of the
respondents belonged to Master by Coursework pro-
gram which represent by 89.8 percent (n = 150) and
not to mention, 66 of them were from Hospitality
Management program.

4.2 Mean Scores and Standard Deviation

It was found that the main information needs of
postgraduate students was the need to fulfil research
requirements (M = 2.19). In addition, Table 1 reflect
the formal source of information which revealed inter-
net search engines ranked the highest (M = 5.37;
SD = 1.021) and more often used by respondents fol-
lowed by journal online (M = 4.37; SD = 1.184). On
the other hand, for informal source, Table 2 demon-
strated that conversation with friend/colleagues ranked
the highest mean score (M = 4.42; SD = 1.272).
Result for information needs satisfaction through their
ISB of information sources shows on mean scores
between 4.96 and 3.11. Most of the respondents were
satisfied using internet search engine as their formal
source (M = 4.96; SD=0.996) followed by Citations
(M = 4.50, SD = 0.992), while for informal sources,
respondents were somewhat satisfied on Consultation
with experts in the field with a mean score of 4.61
(SD = 1.014).

4.3 Analyzing the relationship between ISB and
information needs satisfaction

The Pearson’s Correlation Analysis was conducted
to test the relationship between the independent and
dependent variable. It was found that there was a posi-
tive relationship with large correlation between ISB
(Independent Variable) and Information Needs Sat-
isfaction (Dependent Variable) (r = .737, p < 0.01).
The correlation between formal source and infor-
mation needs satisfaction showed that there was a
positive relationship with a large correlation (r = .692,
p < 0.01) while for informal source, it was found that

Table 1. Results of mean score and standard deviation for
Information Source (Formal source).

Standard
Information source deviation
(Formal source) Mean (M ) (SD)

Books 3.34 1.615
Abstracts and indexes in print 2.85 1.180
Online public access 2.77 1.371

catalogue (OPAC)
Abstract and indexes on CD-ROM 2.37 1.204
Scanning journal titles in the library 2.76 1.394
Browsing shelves for books 2.91 1.171
Research Articles 4.05 1.173
Abstracting and indexing Sources 3.37 1.292
Journals online 4.37 1.184
Theses and Dissertations 4.23 1.260
Media, TV, radio and newspapers 3.93 1.547
Books reviews 3.08 1.373
Bibliographies 2.81 1.312
Internet search engine 5.37 1.021
Citation (references in 3.92 1.441

material used)
By chance (e.g.: while searching 3.85 1.096

on a specific topic)
Website of bookstores 3.40 1.419

(e.g.: Amazon.com)
Indexing journal 3.11 1.458
Internet discussion forums or 3.44 1.421

newsgroups
Electronic database 3.92 1.482
Publisher catalogues and flyers 2.83 1.423

Table 2. Results of mean score and standard deviation for
Information Source (Informal source).

Standard
Information source deviation
(Formal source) Mean (M ) (SD)

Conversation with friends/ 4.42 1.272
colleagues

Consultation with experts in field 3.93 1.432
Attending conference, seminars, 3.24 1.465

and workshops
Conversation with library staff 2.34 1.292

Table 3. Correlations among variables.

Information Information
needs needs

Information satisfaction satisfaction
needs (Formal (Informal

Measures satisfaction Source) Source)

Pearson .737** .692** .460**
correlation

Sig. (2-tailed) .000 .000 .000
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Figure 1. Scatterplot for information needs satisfaction
(Dependent Variable).

there was a positive relationship with a medium cor-
relation (r = .460, p < 0.01). All in all, correlation
analyses support the hypothesis testing mentioned in
preceding paragraphs.

5 DISCUSSIONS AND CONCLUSION

This study has investigated the ISB of postgraduate
students through formal and informal sources in the
Faculty of Hotel and Tourism Managament at UiTM,
ShahAlam, Malaysia. Findings depicted that the needs
to fulfil research requirement was the most impor-
tant to be the main information need compared to
other items which corroborated well with the exist-
ing literatures (Maarof & Anwar, 2010; Nicholas,
2000; Kakai et al., 2004). Hence, not counted into
different levels which were PhD, Master by research
and Master by coursework, conclusion can be done
by saying that the nature of the postgraduate stu-
dents was research based with different complexity of
research requirements depending on different program
levels. Again, for main formal information source,
internet search engines with the highest mean score
overwhelmed other formal sources and this supported
findings by George et al. (2006), Vezzosi (2008) and
Bhatti (2008). Indubitably, the era of information tech-
nology slightly affects the ISB of the postgraduate
students. Moreover, for informal source, conversa-
tion with friends/colleagues simultaneously supported
the other researchers (George et al., 2006; Marouf &
Anwar, 2010).

Furthermore, finding revealed that most of the post-
graduate students were depend on informal sources of
information rather than formal sources and this state-
ment opposed to Marouf and Anwar (2010) as they
believed students mainly depending on and more satis-
fied with journals and books (formal source).The level
of information needs satisfaction with informal source
for conversation with friends and colleagues is lower
than satisfied and it was somewhat positively lower
than formal source level of satisfaction and this aligned

with Marouf andAnwar (2010).This study contributes
to the very limited research literatures pertaining to
this topic in Malaysia. Ergo, it can be used to educate
and create awareness on the information sources avail-
able for the postgraduate students besides declares the
importance of ISB in providing benefits to the knowl-
edge of the postgraduate students’ academic. There
is a need to conduct further research in other facul-
ties as this study were limited to the Faculty of Hotel
and Tourism Management only and the result can-
not be used to generalize in ISB studies. It could be
considered as a starting point for further studies to
make comparisons across faculties in social science
disciplines.
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Basic western cuisine modular system and students’ psychomotor
performance: A case of Malaysia community colleges

A R. Reezlin & H. Ishak
Sungai Petani Community College, Malaysia

M.S. Mohd Zahari & A. Inoormaziah
Universiti Teknologi MARA, Malaysia

ABSTRACT: This study empirically investigates the effectiveness of basic western cuisine as part of culinary
arts modular program in Malaysia community colleges toward students’ psychomotor performance. Using tri-
angulation approach of self completed questionnaire and interview, some useful insights were obtained. The
introduction of basic western cuisine module is creating promising outcomes. The module is gradually enhanc-
ing students’ knowledge, skills, confidence level and psychomotor performance which enable them to at least
prepare the western food ranging from breakfast cookery to simple appetizers, main courses and desserts. This
positive indication although in the early stage has given implications for students, lecturers, parents, ministry of
higher education, hospitality and foodservice industry in general.

Keywords: Effectiveness, Basic Western Cuisine, Community College Modular System, Students Psychomotor
Performance

1 INTRODUCTION

Most jobs in this challenging economic growth not
only require knowledge but training and skills in spe-
cific area. Neumann and Banghart (2001) regard the
relationship between academia and industry must be
bridged to minimize the gap which involves designing,
delivery and assesement of the specific courses. The
implementation of curriculum emphasizing on hands
on activities is one of the ways to increase students
skills and improve their knowledge in specific area
(Yusuf, 2006). Kazis, (1996) argued that the work-
based learning, apprenticeship and dual systems in the
curriculum should be part for the students training and
the development of a school-to-career system which
can equip them for future performance. The work-
based learning should not just be implemented to the
full time students but include the process of re-skilling
and up-skilling the unemployed degree holder, job-
less, job seekers and those who would like to upgrade
their skills and this physical training is part of modular
system education.

Modular system education has been practiced in
many developed countries.Through this system, coun-
tries like Germany and Australia have been successful
in developing the manpower for the industries. In Ger-
many, the Technical and Vocational Education and
Training (TVET) emphasize on 30 percent theory
and 70 percent hands on practices to fill the gap
between education and industry need. Similar to the

Technical and Further Education (TAFE) in Australia,
the comprehensive modular system which combined
the academia and industrial participation is proven
to be one the best approach in developing industry
manpower.

With the objectives to equip the school leavers,
communities and producing adequate supply with rel-
evant knowledge, skills and sustain a flexible, agile
and mobile workforce, Malaysia through its Commu-
nity Colleges has recently implemented short courses
of modular program. This program runs between 3–4
months with one subject for each module and students
will be awarded certificate after completing each mod-
ule. In addition, graduates are allowed to proceed to the
second module with another certificate and all in all,
they are eligible to complete all the modules (8 mod-
ules) in two years period. Similar to TEVT and TAFE,
the approach of each module emphasize 75 percent on
practical hands on and 25 percent on theory with indus-
try internship (MOHE, 2010). This modular system
involve all the short courses relating to automotive,
motorboat, aquaculture, air conditioning, carpenter,
building construction, tourism including culinary arts
and many others.

With regards to the Certificate in CulinaryArts pro-
gram, the curriculum is based on the idea and effort
from the academia and industry experts through the
actual job task in the hotel or foodservice industry. All
the Community Colleges in the country which offer
certificate in culinary arts have been given mandate to
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run the program. Basic western cuisine besides others
is one of the pilot module programs offering which aim
to trains students to have some form of proficiency in
preparing this popular cuisine. Despite this, there are
no empirical evidences available so far with regard
to the effectiveness of the modular. In other words, to
what extent the effectiveness of modular system which
relate to knowledge, skill, level of confidence and stu-
dents psychomotor performance is not known and yet
to be assessed. This study is empirically diagnosing
the effectiveness of basic western module as part of the
Malaysia community colleges modular system toward
students’ psychomotor performance.

2 LITERATURE

2.1 Modular system

Vocational scholars views modular system is an inde-
pendent units or sub division of educational organi-
zation (Üstün, 2010; Edward, 2009; Yasmeen, 2010).
It is a self contained, internally consistent and inde-
pendent unit of the subject matter of a course which
also comprises guidelines for teaching, learning and
testing through mutual relations between institution
and industry (Schwaller, 2002). Each unit or block
plays a significant role as part of flexibility learn-
ing. David (2002) argues the introduction of modular
system is owing to a growing heterogenity of student
population, a growing need from employers for a skill
workers and rapid changes in occupational content
caused by technical and organizational developments
in trade and industry. Rafee (2002) notes that the
major concerned of modular curricullum are the learn-
ing outcomes, motivation of the students and school
output. The modular bridged several known gaps on
vocational education between theory and practical,
between learning in school and learning on the job
and between education and work as a whole. The pro-
cess includes building the standards for qualifications
for skill assessment procedures, criteria and proce-
dures for recognising / crediting equivalents including
skills that are acquire through work experience and
developing procedures for certifying non-formally and
informally acquired knowledge. The concept of teach-
ing modular system is more precise, focus and provide
learning that student can integrate and effectively
apply (Young, 2001).

2.2 Competency and skill

Boyatzis (1982) defines competency as a capability or
ability or any characteristic or abilities that enhance a
job holder’s ability to perform and it cannot be sep-
arated from personal characteristics and professional
skill (Levy-Leboyer, 1996). Both are interrelated and
support each other in the process of fulfilling the duties
requirement. From the student perspective, it denotes
the characteristics of a student that lead to the demon-
stration of skills and abilities, which result in effective

performance within a specific area (Wan, 2002). In this
sense, student must achieve the competency and skill
standard set by the institutions to be part in achieving
program goal and they have to be adapted and to be
more aggressive and confident in performing action
(Chin and Wu, 2010).

2.3 Psychomotor performance

In learning perspective, psychomotor is closely associ-
ated to skill based and the learning of skills (Schwaller,
1995) and the development of skills requires prac-
tice and it is measured in terms of ability, speed,
precision, distance, procedures, or techniques in exe-
cution (Simpson, 1972). Based on the Taxonomy
Bloom (Huitt, 2009) perception, set, guided response,
mechanism, complex overt response, adaptation, orig-
ination and words are the seven major components of
psychomotor skills.

Perception: The ability to use sensory cues to
guide motor activity. This ranges from sensory stim-
ulation, through cue selection, to translation. Key
Words: chooses, describes, detects, differentiates, dis-
tinguishes, identifies, isolates, relates, selects.

Set: Readiness to act. It includes mental, physical,
and emotional sets. These three sets are dispositions
that predetermine a person’s response to different situ-
ations (sometimes called mindsets). KeyWords: begin,
displays, explains, moves, proceeds, reacts, shows,
states, volunteers.

Guided Response: This is the early stages of learn-
ing are the complex skills that include imitation, trial
and error. Adequacy of performance is achieved by
practicing. Key Words: copies, traces, follows, react,
reproduce, responds.

Mechanism: This is the intermediate stage in
learning a complex skill. Learned responses have
become habitual and the movements can be performed
with some confidence and proficiency. Key Words:
assembles, calibrates constructs, dismantles displays,
fastens, fixes, grinds, heats, manipulates, measures,
mends, mixes, organizes and sketches.

Complex Overt Response:The skillful performance
of motor acts that involve complex movement pat-
terns. Proficiency is indicated by a quick, accurate, and
highly coordinated performance, requiring a minimum
of energy. This category includes performing without
hesitation, and automatic performance. Key Words:
assembles, builds, calibrates, constructs, dismantles,
displays, fastens, fixes, grinds, heats, manipulates,
measures, mends, mixes, organizes, sketches.

Adaptation: Skills are well developed and the indi-
vidual can modify movement patterns to fit special
requirements. Key Words: adapts, alters, changes,
rearranges, reorganizes, revises and varies.

Origination: Creating new movement patterns to
fit a particular situation or specific problem. Learn-
ing outcomes emphasize creativity based upon highly
developed skills. Key Words: arranges, builds, com-
bines, composes, constructs, creates, designs, initiate,
makes, originates.
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2.4 Modular program in Malaysia

Similar to TVET (Germany) and TAFE (Australia),
the fifty nine Malaysia Community colleges are offer-
ing courses mainly related to crafts, technical and
engineering fields with 75 percent of the curriculum
emphasize on hands-on or practical compared to 25
percent theoretical aspects (Ministry of Higher Edu-
cation, 2009). The courses ranged from automotive,
fashion, engineering and computer to hotel catering,
culinary arts and food processing. Realizing the impor-
tance of the community colleges contribution in the
provision of skill manpower to the industry, the govern-
ment recently has given mandate to certain community
colleges in running a modular program as pilot project
which emphasized on short courses (MOHE, 2010).
This module allowing students to take short courses
which run between 3 to 4 months based on their inter-
est. Each module taken qualifies students to get the
Malaysia Skill Certificate and they are also allowing
to proceed to the next four modules which will eligible
them to get the diploma. The curriculum is also mod-
elled using the Outcome Based Education (OBE) and
Competency Based Education (CBE).

3 METHODOLOGY

Triangulation approach or mix method which com-
bine the quantitative and qualitative was chosen for
information gathering. These approaches are opted
in obtaining more clear insights or in depth findings
on the issue investigated. Populations for quantitative
information were chosen among students who are in
verge finishing their basic western cuisine module in
six selected Community Colleges. For the qualitative,
six lecturers from six selected Community Colleges
who is involved in teaching the module is chosen
through interview. These lecturers are believed to have
vast experience in teaching the module and would
provide relevant and valuable information.

Two (2) instruments were employed, a self-
completed questionnaire for the students and semi
structured interview questions for the lecturers. Survey
questionnaire was divided into three (3) major sec-
tions. Students were required to translate their view
on a five point Likert scale ranging from 1 with
“strongly disagree” to 5 “strongly agree”. A pre test-
ing of the instrument was conducted among thirty
(30) students from the Sungai Petani Community
College.

On qualitative instrument, standardized interview-
ing method was developed with a pre-determined
set of open ended questions. Questions relating to
the student’s knowledge, skills, confident level and
psychomotor performance were probed.

Six respective community colleges that offer the
basic western cuisine module were invloved in this
study. The process of data gathering (survey and inter-
view) was personally undertaken by researcher. The
process was ran into two sessions with the first session

involving students while second session interviewing
the lecturers. With no obvious problem, a total of 223
questionnire were collected. For the interview, each
session lasted between thirty minutes to one hour on
average and all sessions were tape-recorded.

4 FINDINGS

4.1 Characteristics of the sample

Frequencies showing that 90.1 percent (n = 210) stu-
dents age were between 18 and 22 years old, 6.3 percent
(n = 14) above 38 years old and 2.7 percent (n = 6) in
age range between 23 and 27 years old. Number of
male students exceeded the female with 66.8 percent
(n =149) against 33.2 percent (n = 74). 45.7 percent
(n = 102) of students were from the village as opposed
to 42.2 percent (n = 94) from the city upbringing and
12.1 percent (n = 27) were from a small town. On pre-
vious work experience, only 31.8 percent (n = 71) of
students used to work in culinary field compared to
68.2 percent (n = 152) who did not have any culinary
working experience.

4.2 Quantitative analysis

Test of internal reliablity was initialy undertaken to
see how much consistency presents among the rat-
ings given by students in all the data collected. Result
showed that the instrument and items used were reli-
able with coefficient alpha value 0.726 for section B
and 0.617 for section C. As most of the items in the
survey instrument are newly developed, the underlying
relationships within them were statistically processed
with exploratory factor analysis. Using Principal com-
ponent analysis with varimax rotation and Kaiser
Normalisation on the thirty six items with factor load-
ing of 0.30, four factors were extracted with only two
items deleted. The four factors were Psychomotor Per-
formance (PSY, 8 items), Knowledge (KNW, 7 items),
Skill (SKIL, 10 items) and Confidence Level (CONF,
9 items).

4.3 Effectiveness of students’ knowledge

A descriptive statistic revealed that students believed
the module help students to know basic western cook-
ing ingredients (M = 4.20, item 1) and basic western
cuisine (M = 4.20, item 2). They also believed that
the module help them understand the right cooking
method (M = 4.22, item 3), identify the right cooking
technique (M = 4.23, item 4), understand the func-
tion of decoration in food (M = 4.23, item 5) and
gathering knowledge about the cleanliness and safety
value (M = 4.22, item 6), In addition, they agreed that
the module help them to identify food composition
(M = 4.22, item 7) and expanding their knowledge in
western cuisine (M = 4.17, item 8).
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4.4 Effectiveness of students’ skill

On the effectiveness of skill, majority of students
agree that basic western cuisine module gradually
enhancing their skill which enable them to at least
prepare the western food ranging from breakfast cook-
ery (M = 4.25, item 1) to simple appetizer (M = 4.26,
item 2), main courses (M = 4.28, item 3), desserts
(M = 4.27, item 4) with the right texture and taste
(M = 4.27, item 5). Students believed that the mod-
ule develops their ability to prepare food presenta-
tion properly (M = 4.25, item 6) and practice good
sanitation in food preparation (M = 4.23, item 7).

4.5 Effectiveness of students’ confidence level

With regard to confidence level, students generally
agreed that culinary field is a fun and challenging
(M = 4.36, item 1) and believed knowledge gained
from the module benefit in their career (M = 4.36,
item 2). They were satisfied with the offer of the
module (M = 4.33, item 3), agreed that the culinary
field provides more job offer compared to other fields
(M = 4.34, item 4) and the module give exposure to
real working environment (M = 4.35, item 5). In addi-
tion, they were agreed that they were satisfied with
their career choice (M = 4.38, item 6) and confidence
of preparing the products according to the module
objective (M = 4.33, item 7) and overall getting confi-
dence of preparing basic western cooking (M = 4.34,
item 8).Students also strongly agreed that their knowl-
edge in western cuisine has increased (M = 4.57, item
9) and able to show safety and sanitation practice
(M = 4.56, item 10).

4.6 The effectiveness of basic western cuisine
module on student’s psychomotor performance

Result clearly supports the preceding analyses that
basic western module enhances students psychomotor
performance. Majority of students expressed were able
to differentiate the types of western breakfast (M =
4.37, item 1), accomplished western breakfast items
(M = 4.37, item 2), handing techniques of commodity
cutting (M = 4.35, item 3). They also expressed that
able to prepare basic appetizers (M = 4.37, item 4),
main courses (M = 4.38, item 5), used the right tech-
niques and method in preparing dessert (M = 4.38,
item 6), able to identify the right texture and taste based
on recipe standard (M = 4.33, item 7), arrange the food
composition and presentation (M = 4.32, item 8) and
able to assemble the dishes according to time required
(M = 4.31, item 9).

4.7 Lecturers’ opinion on student’s knowledge,
skills, confidence level and psychomotor
performance

On lecturers’ feedback, all six lecturers have given
almost identical opinion. Generally, they admitted that
students’ are grasping better on practical knowledge

of the basic western cuisine compared to theoreti-
cal knowledge. The practice of embedding theory in
the practical classes is slightly less effective. Majority
of them agreed that student’s theoretical knowledge
could be more improved if both are run separately.
The enhancement of students’ skill occurs throughout
practical classes. The intensive training and full day in
the kitchen increases their skill.

Each of the lecturers believed that students are
doing the right things based on their understanding and
developing level of confidence although slight confu-
sion on theoretical aspect and need to be monitored by
the lecturers. In other words, students epistemological
need to carefully be developed.

Most of the lecturers confidently expressed that the
psychomotor performance stipulated in the objectives
of the module are generally accomplished. This is evi-
dence when at the end of module students’ are able
to prepare some of the important western food rang-
ing from breakfast cookery to simple appetizer, main
courses and desserts and ready to be in real working
environment and confident in taking entry job in the
hospitality industry.

5 DISCUSSION, IMPLICATION
AND CONCLUSION

This study highlights range of interesting and sig-
nificant findings. Students saw that they are gaining
knowledge from the basic western cuisine module as
it helps them not only to know the basic ingredients
of western cuisine but understand the right cooking
methods, techniques, cleanliness and safety practices
during the cooking process as well as the function of
garnishing in food.The module is gradually enhancing
their skills which enable them to at least prepare the
western food ranging from breakfast cookery to simple
appetizers, main courses and desserts.The module also
exposed them to a real kitchen working environment
which gradually boasting their confidence in taking
entry job in the industry. These students’ feelings
are further supported through more realistic lectur-
ers opinion that knowledge, skill, confidence level
and students psychomotor performance enhances and
meeting the objectives of the module. This promising
indication is directly given implications for students,
lecturers, parents, Ministry of Higher Education, hos-
pitality and foodservice industry in general. Students
perhaps feel that the module meet their expecta-
tions and satisfied with their program choice and feel
enchanted with their future career in the industry and
prospective employment. This is in other words that
their educational experience itself is worth and they
hopefully end up clearer in what they want in their
future life. Students may also feel that their parents’
investments of money in their education, along with
the effort and time spent for personal skill development
during the module worthwhile.This may further create
motivation for them to do well in subsequent industry
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work. For the government, the funding through tax-
payer dollars on higher hospitality education may also
have been used efficiently. Another wider implication
is related to industry practitioners industry that they
may be able to recruit qualified and sufficient skillful
entry level workers in the future.

This study finding also clearly signify that the basic
western cuisine module introduces in selected Com-
munity College as pilot project at this stage is showing
some good indication and considered effective. With
this indication the present module not only need con-
tinuously being carried out but other modules related
to the psychomotor skill need also to be introduced.
Besides this students’ proportion in all Community
Colleges in addition to the school leavers should be
widely open to the young adult (25–40 years old). In
addition, the theoretical components which are cur-
rently embedded into practical classes is therefore
worth to be separated without reducing the practi-
cal classes contact hours. In other words, 2 hours per
week at least must be allocated for theoretical classes.
Finally, the government effort in implementing this
approach of education and the collaboration between
academic institutions and industry practitioners should
continuously be held and improved. This effort, in
the long run, will ensure the government intention of
giving opportunity, employment to less academic indi-
vidual and producing skills qualified workers in the
local and as well as international hotel industry will
gradually being achieved.
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ABSTRACT: This study investigates the relationship of career development learning towards employability
among hospitality graduates and how it is moderated by workplace experience. Survey instruments that consist
of career development learning, workplace experience and graduate’s employability was administered to 425
hospitality graduates from UniversityTeknologi Mara (UiTM). Findings showed that career development learning
can facilitate and enhance graduates’ employability upon graduation. In term of moderating effect, it was found
that internship training moderate the influence of career development learning toward employability. Implications
and suggestions for future research are also provided.

Keywords: employability, career development learning, workplace experience, internship training.

1 INTRODUCTION

Malaysia’s economy has growth at an annual rate of
6.6% for the past three decades, but the unemploy-
ment rates has increased from 2.6% in 1996 to 3.6% in
2003 as reported by Department of Statistics Malaysia,
1996–2003 (Ismail, 2011). From 1998 until 2010,
Malaysia’s Unemployment Rate with an average of
3.43 % has reached the highest rate of 4.5% in March of
1999 and a lowest record of 2.90% in March of 1998.
In July of 2011, the unemployment rate in Malaysia
was reported at 3.3% (Trading Economic, 2011).

In 2010, the breakdown of unemployment rate was
reported in Tenth Malaysia Plan with 30,000 graduates
could not get employed within six month after grad-
uation (Economic Planning Unit, 2010). Each year
an estimation of 200,000 of the total 923,000 stu-
dents will graduate in various area of studies from
higher learning institutions. According to the Grad-
uate Online Tracer Study (MOHE, 2010), 42,955 of
graduates were still unemployed after 6 month of their
graduation. Statistics on recent graduate’s employment
status by MOHE graduates online survey in 2008 also
indicated that there were 35.6 % of first degree grad-
uates in Tourism, Hospitality and Food and Beverage
were unemployed (Abu Bakar, Jani & Zubairi, 2009).

Above all, labor market now is less predictable,
changing more rapidly and more competitive (OECD
1993; Conner & Pollard, 1996, cited in Perrone &
Vickers, 2003). As a result, some fresh graduates are
facing difficulty in getting a job. Regard to this, it

is pertinent to highlight some effects on the unem-
ployed graduates to the economy growth and towards
graduates themselves. It appears that both unem-
ployment and underemployment has contribute some
negative effects such as increase case in burglary and
armed robbery; psychological and financial stress;
aggression, fear anxiety and frustration; homeless-
ness, wandering, vagrancy and insecurity; and prosti-
tution, kidnapping and drug addiction (Olowe, 2009).
At the same time, these issues also contribute some
negative effects on graduates both from psychological
and physical health such as distress and mental health
(Cassidy and Wright, 2008).

To prevent an effect of unemployment among grad-
uates become worst, Pool & Sewell (2007) recom-
mended that it is essential for students to receive some
early expose in career development learning in a way to
get better chance of securing job in which they could be
satisfied and success. The current and future working
environment also requires graduates to be “work-
ready”, equipped with work experiences (Hodges &
Bruchell, 2003) in order to be more competitive.

Smith, Brooks, Lichtenberg, Mcllveen, Torjul &
Tyler (2009) suggested that there is a need to pro-
vide evidence that career development learning could
significantly gives impact to the employability of the
graduates. Therefore the purpose of this study was to
investigate the relationship between career develop-
ment learning and employability from the perspective
of Malaysian graduates course of hospitality. Work-
place experience through internship training is one of
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the important factors in the hospitality program. Thus,
the effect of internship training on career development
learning toward employability among graduates also
was addressed.

2 LITERATURE REVIEW AND HYPOTHESES

2.1 Graduates’ employability

Recently graduate employability has become a main
issue for higher learning institutions because of the
changing nature of the labor market, mass partici-
pation in Higher Education Institutions (HEI), pres-
sures on student’s finance, competition of recruitments
expectations among students, employers, parents and
government (McNair, 2003). From the perspective
HEIs, employability is about to produce graduates who
are able and capable which gives an impacts upon all
areas of university life, in terms of the delivery of aca-
demic programs and extra curricula activities (Lees,
2002).

Pool & Sewel (2007) added that employability is
referred as “having a set of skills, knowledge, under-
standing and personal attributes which makes a person
more likely to choose and secure occupations in which
they can be satisfied and successful”. Based on def-
initions, they have developed a model that can be
used to explain the concept of employability which
is known as “CareerEDGE” model. According to this
model, career development learning and experience
are the “keys” for the graduates to gain secured and
satisfied jobs.

2.2 Career development learning

A clear definition for a better understanding needed
to differentiate career, development of career and
career development learning. Organisation for Eco-
nomic Cooperation and Development, OECD (2004)
has identify career as a lifelong process of manag-
ing learning, work, leisure and transition in order
to move towards a personally determined and evolv-
ing future. Career development on the other hand is
define as the process of interpreting and managing
individual learning, transition, work and leisure to
determine own career future (OECD, 2004; McMahon,
Patton & Tattham, 2003). Finally, career develop-
ment learning integrated these work related learning
experiences further by assisting students to develop
knowledge, attributes, understanding and awareness
in relation to self awareness, opportunity awareness,
decision-making and transition learning (Watts, 2006).

According to Watts (1977), career development
learning consisting of planned experiences designed
to facilitate the development of: self-awareness – in
terms of interest, abilities, value and etc; opportunity
awareness- knowing what work opportunities and what
their requirement are; decision learning – decision-
making skill; and transition learning – including job
search and self-presentation skill This formulation

widely describes as DOTS models; decision-making
learning (D), opportunity awareness (O), transition
learning (T) and self-awareness (S). Based on the
DOTS model, it should includes activities that help
students to become more self-aware, to enable them
to give real deliberation to the things that they take
pleasure in doing, engrossed in, motivate them and
suit their personalities. They also need to learn how to
search the job markets to see what opportunities are
available for them, how to present themselves effec-
tively to the prospective employers, and how to make
decisions about their careers (Watts, 2006). Watts
(2008) also claim that career development learning
may be organize variously to raise students’ awareness
of employability and how to get self-management in
their studies and extra-curricular activities to optimize
the employability.

H1: There is a significant relationship between
career development learning and graduates’
employability.

2.3 Workplace experience

Known as work integrated learning, workplace experi-
ence is kind of learning resulting from involvement in a
workplace community setting (Association of Gradu-
ate Careers Advisory Services, AGCAS, 2005). Most
of the universities provide their students with work-
integrated learning such as internship, practicum,
practical placement, and industry based project, men-
toring or vacation work in many of their academic
programs. These programs need students to imple-
ment their learning knowledge and reflecting upon
the experience, knowing themselves and the world
of work better in order to authorize them to succeed
(AGCAS, 2005). In addition, good work experience
can enhance learning and employability, thus work
experience opportunities can be well-managed to be
educationally valuable (Knight & Yorke, 2002).

H2: Workplace experience moderate relationship
bwtween career development learning and
employability

3 METHODOLOGY

3.1 Participants and procedures

The respondents of this study comprised fresh grad-
uates of Hotel Management, Tourism Management,
Foodservice Management and Culinary Art from Fac-
ulty of Hotel & Tourism Management, Universiti
Teknologi Mara (UiTM). All respondent was gradu-
ated in May 2011 both in degrees and diplomas. The
rationale of choosing these groups was due to their
experiences as a first time job seeker after graduate
from university. In addition they were also selected
since they already have some working experiences
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during their internship or practical training during ter-
tiary program. Data was collected via mail survey and
self-administered questionnaires to 760 respondents.
However, there were only 450 questionnaires returned
and only 425 questionnaires that were found useful
and non-missing value have been retained for further
analysis.

3.2 Measures

A 22-items instrument used to measure career develop-
ment learning was adapted from the outcome of career
development learning, namely the DOTS model as
listed by Watts (2006). 24-items used to measure work-
place experiences through internship training adapted
from Muhammad, Yahya, Shahimi & Mahzan (2009);
Smith, Dalton & Dolheguy (2004); Singh & Dutta
(2010); and Dickerson & Kline (2008). Employability
was measured using 39-items adapted from Yorke &
Knight (2004) pertaining on aspect of employability
that graduates should posses in enhance the employ-
ability. All of the items were measured by using the
5-point Likert Scale.

3.3 Data analyses

The demographic information was used to provide
an overview of respondents’ profile. Principal fac-
tor analysis was performed to reduce the number of
factors or items from each variable. The final results
from this factor analysis then were used for further
investigation to testing the hypotheses. Linear regres-
sion was used to assess the significant relationship
and correlation coefficient between variable to assess
the relationship between the independent variable of
career development learning towards the criterion vari-
able of graduates’employability. Finally, a hierarchical
regression was run to analyze the moderating effects of
the workplace experience between career development
learning and graduates’ employability.

4 RESULTS

4.1 Profile of sample

70.8% (N = 301) of the respondents were female while
the remaining 29.2% (N = 104) were female. The
ages of respondents involved were at a range from
22 and 26 years old. Most of the respondents are
24 years old with 36.2% (N = 154). Among of them,
69.4% (N = 295) are degree holder graduates and only
30.6% (N = 130) held a diploma certificate. 28.7%
(N = 122) were graduates from Tourism Management
program. It was found that all of the respondents
had internship training experience or practical wok
experience in hospitality industry with duration of
training for 3-6 months. The respondents’ present sta-
tus show that majority of graduates were employed
with 76.2% (N = 324), 9.9% (N = 42) were unem-
ployed and 13.9% (N = 59) furthering their study to
the higher level.

Table 1. Results of linear regression analyses for testing
relationship of career development learning on employability.

Employability

Step Variable β R2 R2�

1 Career development .47** .283 .279
learning

Awareness and decision .500* .274 .224
making

Transition learning .216** .046 .224

Table 2. Result of the hierarchical regression on workplace
experience in the relationship between career development
learning and graduates’ employability.

Employability Employability
without with
internship internship

Step Variable β β

1 Career development .470* .516*
learning

R2 .220 .225
R2� .219 .221

4.2 Hypotheses testing

Table 1 provides the result of the linear regression
analyses to test the relationship between career devel-
opment learning and employability. At the significant
level 0.01, career development learning overall was
significance and have positive relationship to the
graduate employability where [β = 0.470, R2 = 0.283,
adjusted R2 = 0.279]. The finding revealed that
self/opportunity awareness & decision-making dimen-
sion have significant and positive influence on grad-
uate employability [β = 0.500, p < 0.01]. In addition,
the second dimension, transition learning also has been
reported has significant and positive relationship on
graduates’ employability [β = 0.216, p < 0.01], thus
Hypothesis 1 was fully supported.

Table 2 provides the result of hierarchical regression
to test the moderating effect of workplace experi-
ence in the relationship between career development
learning and employability. The result shown that the
significant effect of career development learning on
graduates employability [β = 0.470, p < 0.01]. In the
presence of internship training [β = 0.516, p < 0.01],
it can be observed that the beta value increased, indi-
cating that the moderation effect has taken place in
the relationship between career development learning
and graduates’ employability. Thus Hypothesis 2 was
supported.

5 DISCUSSION

Based on the findings presented, it was observed
that career development learning significantly influ-
ences graduates employability with a fairly correlation
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and beta value, β = 0.470 (p < 0.01), indicating that
career development learning significantly predicted
graduates’ employability, thus supporting H1. It was
supported by Watts (2008) where career development
learning will able to assist students to clarify their
chosen career path which they can develop and build
their employability and competence. He also claimed
that career development learning can help to optimize
the employability among the graduates. Meanwhile,
career development learning is able to raise student’s
awareness and capable on managing their studies and
extra-curricular activities. Based on the result between
career development learning dimensions, it was found
that self/opportunity awareness and decision-making
learning has more influence on graduates’employabil-
ity compare to transition learning.The result is aligned
with a study conducted by McIlveen, Brooks, Lichten-
berg, Smith,Torjul &Tyler (2011) which indicated that
the convergence of the career development-learning
domains are self-awareness and opportunity aware-
ness, but relatively less integration of decision-making
and transition learning.

The hierarchical regression also showed that the
workplace experience dimension, internship training
moderates overall the career development learning
effect on graduates’ employability as there was an
addition in beta value when the internship train-
ing was presented in the evaluation, thus supporting
H2. The result indicates that the more exposure on
internship training helps students to be more aware
on self-interest, abilities and value or knowing what
opportunities are available and what requirements
need to be complied. The students also feel that they
are able to make considerable decision on their career
path after internship training. This is supported by
Brooks, Cornelius, Greenfield & Joseph (1995) and
Taylor (1998) that stressed practical experience and
exposures gained during internship program are help-
ful in improving career decision making. The result
from In McIlveen et al. (2011) study from universi-
ties’career services also found that self-awareness and
opportunity awareness were rated as most often present
in work-integrated programmes. However, workplace
experience through internship training does not influ-
ence their transition learning toward employability as
they are not learn much from industry about the job
search strategy.

6 IMPLICATIONS

It was hoped that the importance of career devel-
opment in enhancing graduate employability after
graduation such as self-awareness, opportunity aware-
ness, decision-making and transition learning has been
realized and aware among students. By that, it will be
helping them to enhance their employability chances
upon graduation. Therefore, it is important for the stu-
dents to take part in their career planning by make their
own career goals and action plans to attain better career
employability and employment chances in the future.

This study also can be used as a guideline for learn-
ing institution to develop a better career development
learning programs. It was known that the learning
institutions play a significant role in ensure the level
of their students through the learning outcomes espe-
cially which related to career development. With result
of this study in mind, university departments especially
academics staff and career development practitioners
may reflect upon which extent to give their students to
possess and perceive about the career learning process
during their tertiary program. Teaching and learning
should be more effective in the curriculum to pre-
pare the graduates to link their potential skills and
knowledge to meet demand required by employers.

Through this study also, the industry have more
detailed information regarding on students perception
of internship program so that they will know how
to assist students in meeting their internship goals
better. On the other hand both school and industry
should collaborate closely to develop a well-organized
quality internship program in order to enhance the
level of graduates’ employability. Employers also can
incorporate career development during any work expe-
rience by provision of career mentor; provide in house
speaker, rotated students through a range of role and
skill development and training. The inclusion of career
development opportunities within workplace experi-
ences also can lead better matching of students and
opportunities and help students to have a clear sense
of where they fit or not in any industry.

7 LIMITATIONS AND RECOMMENDATIONS

Result gained might not be able to generalize to the
other sample due to the limited sampling frame used
since the respondents were UiTM students only. For
future research, a bigger and more diversified sample
could be used from various type institutions. Private
and public universities have a different implementation
and career development planning for their students.
Since this study only focuses on one of the public uni-
versity, it is worth to conduct and compare the result
from both public and private institution students in the
future research.

It is recommended that future research can be done
in long term period to cover both perception and
expectation from students regarding on the workplace
experiences through internship training before and
after the programs. It is also recommended that future
research to study on the level of understanding on
career development learning in teaching and learn-
ing process among university employers and also in
workplace supervision of internship training among
employers.

8 CONCLUSION

Based on the findings, it can be concluded that career
development learning is one of the important ele-
ment that could assist graduates to secure their future
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work after graduation. Thus, Higher Education Insti-
tutions should be aware of the need of an effective
career development learning program among students
during their tertiary programs. Internship training pro-
gram also should be designed systematically and well
planned by the learning institution and industry for
the students. Lack of commitment from the industry
on preparing a good and sufficient internship program
has implicated negative perceptions among the stu-
dents about the effect of internship in influence their
learning on employability. Therefore, both learning
institution and industry should play their own role by
taking actions in order to increase and enhance the
learning condition and workplace experience learning
to help students to gain employability upon graduation.
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ABSTRACT: The main purpose of this conceptual paper is to investigate hospitality students’ employability
skills and level in general. Before looking at those skills and levels, it is also important to look at the strategies
or approaches used by the higher learning institutions to embed these important elements to their students. It is
important to gauge the hospitality students’ performance to ensure the students’ employability in the future and
towards producing quality hospitality graduates for the industry. The study is also important to improvise the
employability skills that the hospitality students have towards the objective of producing employable graduates
for the industry. For this reason, students from Faculty of Hotel and Tourism Management will be the population
of this study in the future. This will help to ensure the quality of the graduates of UiTM and also as one of the
supporting factor for UiTM to achieve its goal in becoming the world class university.

Keywords: hospitality, employability skills and employability level

1 INTRODUCTION

Hospitality industry is one of the leading industries
in any developing and developed countries including
Malaysia. The rapid growth of this industry can be
remarkably seen in the changes of its development.
In China, the rapid economic growth has promoted
the development of domestic tourism industry which
has accounted for over 90% of total tourism market
in terms of tourist arrivals (Ellis, 2009). The same sit-
uation occurs in other countries as well. Hence, the
size and significance of the hospitality industries is
revealed when Oxford Economics published that it is
the fifth largest industry in the UK, directly employ-
ing 2.4 million and indirectly a further 1.2 million
people (British Hospitality Association, 2010). People
involved in hospitality industry are the main backbone
for the whole daily operations as the service provided
require human’s factor. Therefore, it can be said that
hospitality industry is inter-related with the service
sector as services engage with human regardless the
level of involvement.

Service delivery amongst human varies from one
to another. However, the definition of good delivery
service always reached at a common focal view where
it can be defined as service that is able to satisfy the
customers’ needs and wants. Whilst customers’ satis-
faction level also varies, there are certain elements that
can contribute to that perspective.

A highly performed service delivery personnel is
someone who is well-trained and highly skilled and

able to optimize his knowledge and experience to per-
form his job at an optimum level. The question is how
a highly competent employee can be developed? Par-
tially, the answer lies in the roles of higher learning
institutions.

Institution of higher learning is a platform for indi-
viduals to get their tertiary education as it is where
the most number of human capitals being produced.
Education is an investment in human capital where
the knowledge and skills acquired will produce a bet-
ter return to the individual (Schiller, 2008). In today’s
world, there is a need for individuals to compete in
getting employed. According to Ministry of Higher
Education (2009):

“With the current challenges posed by global-
ization, the nation needs a highly sophisticated
workforce capable of facing the challenges at
home and in abroad”

2 LITERATURE REVIEW

Employability can be defined as knowledge and skills
possessed by individual that will ensure a possible
job opportunities in the industry. It is a wide concept
that brought different meanings to different school of
thoughts. Morris (2007) mentioned in the report of
‘Employability across the Region’ that earlier version
of definition on employability had some variations
of scope. Thus, there were common perceptions on
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employability which constitutes of skills mixtures;
knowledge of attitudes and behavior but the perceived
levels on the employability varies (Morris, 2007).

In today’s world, the workforce has become more
challenging with the concept of globalization and the
incorporation of technologies. More organizations are
competing against themselves with the technologies
advancement and as well as the performance. Minister
of Higher Education (MOHE) stated in a conference
that other than technological advancement, education
and workforce competencies will be the competitive
advantage for the 21st century.

Some Higher Learning of Institutions have taken
highly structured strategies in mapping graduates
attributes across curriculum to ensure that these
attributes are readily seen across an entire course
program (Australia, 2007). Bakar, Jani & Zubairi
(2009) mentioned MOHE’s objective in the seminar
on employability which is to produce competent grad-
uates to fulfill national and international human capital
need with 75% of the graduates employed in their
relevant fields within six months upon graduation.

Nowadays, graduate or key skills are being empha-
sized on and therefore it dictates that Higher Learning
of Institution incorporates chances in developing the
skills based on the subject-specific skills and knowl-
edge (Saunders & Zuzel, 2009). With the expansion
in Higher Learning of Institution and recent eco-
nomic downturn, there is tough competition for jobs in
the graduate employment market (Saunders & Zuzel,
2009). Recently, there is an increase number in private
institutions that offer hospitality courses throughout
Malaysia. Therefore, it is important for UiTM to pay
extra attention to this crucial issue to ensure that
hospitality graduates from UiTM are employable for
the future. In addition, our future human capitals
need to have the employability skills demanded by all
industries (Bakar & Hanafi, 2007).

Acquiring employability skills is one of the global
issues which employers are dealing with when it comes
to graduates or their future employees (Rasul, Ismail,
Rajudin & Rauf, 2010). Therefore, a proper solution
should be made for this issue. Questions arose on what
are the most important skills that should be acquired
by graduates in order to be employable. There are
several studies that had been done to identify the set
of employability skills demanded by employers and
among the prominent ones are the employability skills
defined by Carnevale, Gainer & Meltzer (1990) and
The Secretary’s Commission on Achieving Necessary
Skills (SCANS, 2000). For this study, the researcher
chose employability skills assets by Carnevale, Gainer
& Meltzer (1990).

The employability skills contain 15 skills that are
categorized into six groups; basic skills, communi-
cation skills, adaptability skills, developmental skills,
group effectiveness skills and influencing skills. Each
group elaborates more on the employability skills that
students should have in them. These skills are impor-
tant in performing daily tasks at the workplace. By hav-
ing these vast employability skills for the workplace

will improve oneself competency in performing
the job.

The skills outlined by Carnevale, Gainer & Meltzer
(1990) will be used as guidelines to assess the hos-
pitality students’ level of employability skills. After
discussing the importance of graduates’ employabil-
ity, this approach is very important to measure the
employability level of the students. There are sev-
eral approaches to impart employability skills into
students during the learning processes. Strategy like
Problem Based Learning (PBL) is said to be effective
in enhancing the employability skills. PBL is believed
to produce independent learners who are motivated,
involved in deep learning, work as a team, develop
effective strategies, skills and knowledge for life-long
learning and as well as professional work (Beaumont
& Frank, 2003).

Apart from that, a theory model in embedding
employability skills had been developed by Yorke &
Knight (2004). The model is called as USEM model.
This learning theory model explains on four ways
of imparting employability skills which had been
published through a book. The book by Yorke &
Knight (2004), is designed for educators who may
be at the beginning stage of considering the students
employability enhancement.

The first item in the theory model is to develop
understanding. The word understanding or knowledge
reflects as the main objective of higher education
(Yorke & Knight, 2004).As strong as the word itself, no
further arguments should be placed on that. The next
item is skillful practices that should be available based
on the course program. The third item in the model is
to develop efficacy beliefs. Efficacy belief is defined
as the belief in an individual’s capability of organiz-
ing and executing the courses of action required to
managing prospective situations (Bandura, 1995). In
a simpler definition, it also can be defined as an indi-
vidual’s belief in his capability to achieve things (Yorke
& Knight, 2004).

The last item is the metacognition. Metacognition is
a connected process of acquiring knowledge, the capa-
bilities of oneself and how to gain more knowledge.
This process helps to understand and comprehend
learning that consists of planning and monitoring the
activities as well as examining the outcomes from
those activities (Livingston, 1997). For example, a
student is about to learn a complex mathematical
calculation, he may question himself about the math-
ematical formulation concept where his goal is to
understand the concept. If he does not understand, he
needs to identify the steps he could do next in order to
understand the mathematical theories.

The model theory discussed above is going to be
used as another outline towards assessing the accep-
tance level of hospitality students on the strategies
in embedding the employability skills. The question-
naires for this study will be adopted from previous
studies that are related directly in measuring USEM
model theory and employability skills by Carnevale,
Gainer & Meltzer (1990).
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In this context, the issue of how the strategies can
affect the employability skills of hospitality students
arose. For some time now, a wide range of protago-
nists have been involved in developing programmes
focusing on the development of work skills (Pieck,
2009). But to what extent it affects the students’ com-
petency level? Shen & Liu (2011) mentioned about the
study by (O’Donnell, Dansereau, Hall, and Rocklin,
1987) had revealed that basic and supportive strate-
gies affect the learning process where the student
had better learning outcomes. This study shows that
the strategy itself is truly important in assisting the
students’ learning process in order to develop the
employability skills.

3 CONCLUSION

Based on the overall discussion, it is important for this
study to be carried out to examine on the hospitality
students’level of employability in Faculty of Hotel and
Tourism Management of UiTM Shah Alam in UiTM.
The students’ employability is crucial to ensure that
UiTM produces high quality graduates for the hospi-
tality industry. In addition to that, this can be taken
as performance appraisal for the students pertaining
employability skills throughout the learning process
so that further improvements will be done in this area.

In the competitive environment in the hospitality
industry, it is important for a hospitality student to
have the most demanded skills by the employers in
order to guarantee a job placement in the industry.
Furthermore, the competition rises due to more hos-
pitality courses had been offered in private colleges
and universities. Therefore, this study is to ensure
that these students will be able to compete with other
hospitality graduates during job hunting. Apart from
that, the employers expect higher learning of insti-
tution to produce graduates with vast employability
skills demanded without additional training from the
industry (Hussain et al., 2010).

The result of this study will be important in deter-
mining the hospitality students’ level of employability
for the working industries. This also can be seen as
an indirect approach of students’ assessments for their
performances in the learning process.
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ABSTRACT: Hospitality industry is labor intensive with high employee turnover. It is a demanding and yet
promises exciting career prospect for the young undergraduates. However, the hospitality industry is facing
problem in attracting and retaining qualified employees in their organizations. The fact is that, even though these
students study in hospitality, not all of them intend to work in the industry after they graduated.This paper focuses
primarily on the factors that influence hospitality undergraduates in decision making on their future career and
to provide insight on their plan towards working in hospitality industry or other industry upon graduation.
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1 CAREER DECISION MAKING

1.1 Career decision in hospitality

Career decision making process is one of the most
critical decisions that will be made by individual to
achieve their personal goals in their life. However,
obtaining a career could be the most challenging
period for fresh graduates as there are many consider-
ations factors such as career development opportunity,
opportunity to obtain a role that offers responsibility,
brand/perception of (quality) employer, training pro-
vided by the employer and remuneration. (Hospitality
Graduate Recruitment, 2011).

There have been numerous studies regarding career
decision-making and intention. However, not many
studies have been done regarding students who are
still in school or hospitality students, for that matter.
Bonafede (2006) stated that the problem of attracting
and retaining qualified employees have becoming a
major concern worldwide. Bonafede also suggested
that one of the reasons that contribute to this problem
is that the hospitality undergraduates, not all of them,
intended to work in the industry upon their graduation.

Chuang & Dellman-Jenkins (2010) suggested that
the hospitality programs and also the industry can work
together to help students not only build realistic knowl-
edge of the field but also to instill hospitality attitudes
while they are still in school.

1.2 Problems in hospitality industry

Hospitality industry is synonym with high turnover
problem and therefore it is necessary to understand

the undergraduate students’ career intentions as they
are the feeder to the industry (Chuang, Goh, Stout,
& Dellman-Jenkins, 2007). The industry is still lack
of manpower due to high turnover despite the fact
that many educational institutions, both private and
government, produce thousands of graduates every
single year.

Survey by Hospitality Graduate Recruitment
(2011), found out that 41% of the participants are
considering employment outside of the hospitality sec-
tor. Although the number decreased by four percent
compared to the previous year, the number still trou-
bles many employers as there are always vacancies in
the hospitality industry and they are losing employees
to other industries despite the fact that these people
were students and some of them are still studying in
hospitality.

Ghazali (2010) identified one of the sources for
high turnover for employment in hospitality sector
in Malaysia is based on cultural perspectives which
include practice of religions and dress codes. This
could add to the countless reasons undergraduate stu-
dents intend not to work in the industry. The findings
were confirmed by Chuang & Dellman-Jenkins (2010)
reported that in Malaysian undergraduates are differ-
ent compared to American undergraduates based on
the local environment and culture that been practice by
local people. In response to this concern, this research
is to identify the factors which influence hospitality
undergraduates in UiTM PuncakAlam and ShahAlam
on their career decision making and to investigate how
many of them do actually have intentions to pursue
careers in the hospitality industry.
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This research will be focusing on two main objec-
tives which are identifying factors that influence the
students’ decisions on their choice of future careers
and investigate possibilities of undergraduate to enter
the hospitality industry.

H0: Self efficacy > outcome expectations
H1: Self efficacy < outcome expectations

2 LITERATURE REVIEW

2.1 Hospitality career decision making

There have been a few studies regarding career
decision-making among students but only a few
involved hospitality students. The study done by
Chuang & Dellman-Jenkins (2010) researched into
the factors which determine undergraduate hospitality
students’ career intentions in the hospitality industry.
These include motivations and if there are variables
which could be used to predict their careers inten-
tions. The self-report survey used three measures
which are Career Decision Self-Efficacy–Short Form
scale, COE scale, Vocational Exploration Commit-
ment (VEC) scale.

2.2 Social cognitive career theory

Another researcher, Bandura (1977) indicated that
people who are lack of confidence in their judgment
have difficulty making decisions and sticking with
them even if they have been taught the strategies for
doing so which means that, student are doubtful to pro-
vide much attempt in searching career options except
they are confident in their abilities to make good
decisions.

In his further research in 1986, he emphasized on
social cognitive theory that comes from self-efficacy,
outcome expectations and personal goals which influ-
enced an individual’s career choice.This theory proven
that with self efficacy, student will be able to think on
where they want to work upon graduation. In his theory
also stated that human achievement depends on inter-
actions between one’s behaviors, personal factors and
environmental conditions. For example, parents influ-
ence from home will affect the student decision on
their career choice. Personal factors include student’s
intention because of their interest, ambition and tar-
get when finishing their study and the environmental
condition from the industry itself.

Earlier, Taylor & Betz (1983) develop the career
decision making self efficacy (CDMSE) scale to mea-
sure the self efficacy expectation on the student on the
term goal selection, occupational information, prob-
lem solving, planning their goal and self appraisal.
The higher of the career decision self efficacy is cor-
relate with higher career exploration behavior, voca-
tional identity and career commitment, thus individual
who have this higher career decision self efficacy
were improved in career planning and goal setting
in their self. The above studies were supported by

Pajares (1996) who mentioned that self efficacy influ-
ences academic achievement motivation, learning and
academic achievement.

2.3 Undergraduates’ expectation

Pavesic & Brymer (1989) stated that hospitality
undergraduate entering the industry often have pre-
established perception and expectation of the industry
imprinted by their education and work experiences.

Chuang & Natalie (2009) found that students are
provided with a strong foundation in the dynamics of
interpersonal relationships and human development
across the years. The student from Hospitality Man-
agement (HM), are prepared with knowledge and skills
required by the industry that is associated with spe-
cific industry areas such as food service and lodging
or functional areas such as accounting, marketing, and
management. That mean student have an opportunities
to increase their interpersonal skill during their study
in the hospital management.

Cox et al. (2009) mentioned that improving stu-
dent’s personal growth, career and academic goals,
as well as their determination in continuing with his
specific major in outcome expectation. Students who
have good level of outcome expectation will have
opportunities for the personal growth and academic
goal. Survey by South Pacific Board (2006) found
that high outcome expectation of students will develop
interpersonal skills to work with people.

There are three expected factor that makes under-
graduates outcome expectation on decision mak-
ing which is social, physical environment and self-
evaluations. According to Lent et al. (1994), outcome
expectation are both intrinsic and extrinsic rewards
that career choices and goals. The intrinsic and extrin-
sic are related to the three factors that being stated by
these factors makes the undergraduates in the hospi-
tality courses find difficulty in choosing their career.
According to Chuang, Walker & Natalie (2009), out-
come expectation of undergraduates had the lowest
means score in job security and conflicts among per-
sonal, family, professional life. Even though the indus-
try provides numerous opportunities for ownership or
entrepreneurship, there are some drawbacks working
in the hospitality industry. In addition, tourism indus-
tries have to work long hours and during holidays.
They have to sacrifice their personal life, an imbal-
ance between family and work time and a lack of time
for leisure activities.

Kim (2008) said that students tend to have high
desire for their future working career when they began
their studies, but their desire changed after recogniz-
ing the real situation and negative expectation such as
poorly paid, working unsociable days and times, long
hours and multi-skill with shift work in the industry
after starting work in the hospitality industry. There-
fore, most of the student change their career direction
and resulted in few students remain to work in hos-
pitality industry. It also will impact the hospitality
industry to select and retain employees, who have
quality qualifications.
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3 METHODOLOGY

3.1 Research design

This study used a correlation study in order to find
out the important factors which cause the hospitality
undergraduates to choose or reject careers in hospital-
ity. Since the study only utilized questionnaires, there
will only be minimal interference done. This study
is a non-contrived setting since UiTM is the loca-
tion for the field study. The data were just gathered
once, through questionnaire distributed throughout
December 2011.

3.2 Sample size

The total number of sample are 220. However, only
150 were used as the other 70 did not complete the
questionnaires. The questionnaires were distributed
in UiTM Puncak Alam and UiTM Shah Alam using
the convenience sampling method, therefore, the
researchers do not consider subjects chosen are rep-
resentative of the entire population.

3.3 Data selection method

A set of questionnaires which consist of four sec-
tions were developed using questionnaires from pre-
vious studies and have been modified and altered to
suit this study. The first part is demographic, which
require students to state general information regarding
themselves such as age, gender, and marital status.

For self-efficacy, the Career Decision Self-
Efficacy–Short Form (CDSE-SF) was used. This scale
was developed by Betz & Luzzo (1996) and includes
25 items. However the scale has been modified to
only 18 items for this study because some of the
items are irrelevant for the respondents. This scale
was used in evaluating a person’s confidence level in
making career decisions (Chuang & Dellman-Jenkins,
2010).

To measure students’ expectations of pursuing a
career in the hospitality industry, the Career Outcome
Expectation was used. The scale was expanded to 22
items by Chuang (2010) based on the original 12-
items scale by Hackett, Betz, Casas, & Rocha-Singh
(1992). The scale originally used a 7-point scale but
was modified to a 5-point scale (1 = Strongly Agree;
5 = Strongly Disagree). After that, they will be asked
on whether they will choose a career in hospitality or
otherwise.

A pilot test has been carried out before the ques-
tionnaires are given to the students. This was to make
sure that the questionnaires will be able to give the
expected results. Besides that, this will give space to
correct mistakes before the real survey is conducted.
Questionnaires were distributed to 20 students to make
sure the wordings are clear and that they are able to
understand all of the questions. The result was that the
questionnaire is reliable and therefore the researchers
proceeded to distributing them to respondents.

3.4 Data analysis

After the data collection, the data from the question-
naires were counted, followed by coding procedures
and tabulated. The Statistical Package for Social Sci-
ence (SPSS) was used to analyze the closed ended
questions as it is also not time consuming and easy
to be understand. To analyze the data collected, the
SPSS/PC version 17.0 was used to obtain the descrip-
tive statistics. The open ended response data were
analyzed through word counts using Microsoft Excel
to determine on the frequencies of word counts men-
tioned from questions on suggested areas of improve-
ment and the changes could be made to improve the
event. Suggestions or comments with the highest rep-
etitions or word counts were presented in the findings
section, the respondents’ suggestions.

4 FINDINGS

4.1 Profile of respondents

The distribution of respondents by gender is 62%
for female and 38% for male. A majority of respon-
dents are made up of female. Most of the respondents
(64.7%) are aged between 21 and 23. It was followed
by respondents from the age 24–26, which is 34%. The
percentage of respondents aged from 27–29 and those
above 30 are at 0.7% each. Academic perspectives,
48% of the respondents achieved Grade Point Aver-
age (GPA) between 3.00 and 3.49, 12% between 3.50
and 4.00 along with 37.3% has GPA between 2.50 and
2.99, meanwhile 2.7% stated that their GPA between
2.00 to 2.49.

4.2 Self efficacy

Uses of internet to find information about jobs are
the main elements to measure the self efficacy. Total
of 88.7% of participants are agree and strongly agree
that internet had been the best medium for them to find
the information about the job been offered.

The second question been asked was level of the
confidence that the participant had in choosing the
career that fit to their interest which created 4.11
as the highest mean for this question. Next ques-
tions been asked and also got the highest mean was
confidence that they could identify employers, firms
and institutions relevant to their career possibilities.
The Figure 4.1 show the result for the most signif-
icant statement in questionnaire where it show that
the undergraduates have the highest confidence in the
statements ‘use the internet to find information about
jobs that you like’. This is because as Rozee (2009)
said it, the students are more aware of the internet and
are internet-savvy.

As for the lowest mean, it is the question which ask
how much confidence that they have to make a career
decision and then not worry whether it was right or
wrong (3.27). Other questions with lower mean asks
if they have confidence that they could find out the
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Figure 1. Histogram for the statement with highest confi-
dence in self-efficacy.

employment trends for an occupation over the next ten
years and if they could persistently work at their major
career goal even when they are frustrated.

4.3 Outcome expectations

Statement of ‘a career in hospitality will make me
worry about my interpersonal skill’ creates the high-
est mean which is 4.09. This indicated that the students
are concerned of their communication and administra-
tive skills are low and in the same time this situation
creates low confidence among them to enter the hos-
pitality industry. As for the question which has the
lowest mean, it is the statement that “A career in hospi-
tality will provide me with opportunities for personal
development”. This reflects that undergraduates are
not convinced that the industry will provide them with
the opportunities for personal development.

4.4 Overall mean for self-efficacy and outcome
expectations

The overall mean for self efficacy is 3.8007 while
outcome expectation mean is 3.179. This means that
self-efficacy is a more significant factor in the deci-
sion making of hospitality undergraduate students of
UiTM Puncak Alam and Shah Alam. This means that
we accept H0: Self efficacy > outcome expectations
since the mean is bigger and therefore more signif-
icant than outcome expectations. Therefore, the null

Table 1. Overall mean for self-efficacy and outcome expectations.

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Statistic Statistic Statistic Statistic Statistic

Self-efficacy 150 2.22 4.78 3.8007 .45727
Outcome expectations 150 1.36 5.00 3.7179 .56748

hypothesis is accepted and the alternative hypothesis
is rejected.

H0: Self efficacy > outcome expectations
H1: Self efficacy < outcome expectations

4.5 Percentage of undergraduate decision making

Based on the result, 57.89% of undergraduate do
not wish to work in hospitality industry and 42.11%
intended to pursue a career in the industry. This is
correspond to Fraser (2003) stated that although they
do not quit from studying, students are more likely to
quit the industry once they gain more exposure to the
industry and know about the theory and management’s
practices as they advance in their studies.

5 DISSCUSSION AND CONCLUSSION

5.1 Limitations of study

Due to time constraints, samples were limited to UiTM
hospitality undergraduates in Shah Alam and Pun-
cak Alam campus only. The convenience sampling
method was used and the result could not be gener-
alized throughout the whole of UiTM system. Besides
that, sample is basically homogenous, which means
that more female dominated the samples and this
imbalance might have affected the findings in this
study.

5.2 Recommendation

As mentioned before, the convenience sampling lim-
ited the generaliability of the results, and therefore,
a large-scale, nationwide study is recommended in
the future. Besides, the samples are taken from one
educational institution only; comprising of two branch
campuses and perhaps there will be a study which uses
samples from all campuses within the UiTM system.

Based on our findings, most undergraduates stated
that they do not wish to work in the hospitality indus-
try. Therefore, another research could be carried out
to identify the reasons why many hospitality students
who chose to study in this course refuse to work in the
industry after graduation. Since the study has stated so,
measures could be taken to encourage the graduates to
serve in the industry. By increasing loyalty of students
to the hospitality industry, there will be less problem
of turnover and retention of excellent graduates. The
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faculty should help in identifying the perceived barri-
ers in working and help reduce them. Even though the
faculty has established a good rapport and industrial
linkage, the students should play greater role and lead
more initiatives to interact with the industry so that
they will have a more realistic perception of the indus-
try. This includes field trips to related organizations,
and guest speakers.

5.3 Significance of the study

Currently, no empirical study has been carried out in
Malaysia to determine undergraduates’ career inten-
tions. This study could help the top management
of hospitality industry to determine the factors that
shapes the student’s intention to pursue career in the
industry. Measures could be taken so that once a hos-
pitality student has finished studying; he or she will
be committed to serve in the industry. Apart from
that, the institutions could identify factors that could
lead to greater retention of hospitality graduates in
the industry, whether they are students from tourism,
hotel, culinary or food service. In addition, hospitality
industry should maintain the worker that have profes-
sional and experience in the industry especially the
undergraduates.

5.4 Key findings and conclusion

The researchers found out that self-efficacy is more
significant that outcome expectation. Most hospital-
ity students are not willing to work in the industry
after graduation. This is because according to Roney
and Oztin (2007), there might be students who started
with an optimistic view of the industry, but they tend
to develop a less favorable perception after the intern-
ship period or part-time work experience. The authors
continue to explain that this is due to the lack of sophis-
tication in human resource policies and practices in
many of tourism organizations.

Generally, career decision making towards under-
graduates is important based on their beliefs and
behaviors and motivations. Our study is supported by
Lent et al.’s (1994), which stated that self-efficacy
is more influential of behavior in determining career
related-behaviors rather than outcome expectations.
Therefore, determining the self-efficacy in the career
decision making among students is part of researcher’s
responsibility in examining the factor which is will be
used more for the career decision making. The result
of this study will ensure either student makes their
choice based on the self-efficacy or outcome expecta-
tions.The hospitality educators should be more alert to
this and take actions so that students’ loyalty towards
the industry will be increased.
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ABSTRACT: The food manufacturing firms is important because it is one of the backbones of Malaysia’s
economy and at the same time can be considered in the category of hazardous industry. At organizational level,
the use of Occupational Safety and Health (OSH) practice in food manufacturing operations to date is recognized
in eliminating the non-added value or minimizing the interruptions to the production process. Due to this, this
study empirically investigates existing training and education as a crucial dimension of OSH practices among the
food Malaysian manufacturing firms. Quantitative approach was employed using survey data and analysed by
SPSS package version 20.0.A total of 143 fulltime production related leaders from supervisor to top management
voluntarily participated in the survey. From the 44% response rate, the data of training and education was obtained
using the means, standard deviation and one-way ANOVA analyses of descriptive statistics. The results disclose
that the minimum requirements of OSHA 1994 are established and highly practiced by all the firms. Interestingly,
without depending on International management standards, training and education was found to be well practiced
by the leaders regardless of types of the industry, ownership status, and duration of the business.

Keywords: training and education, OSH practices, food manufacturing firms, Malaysia

1 INTRODUCTION

The imperfect relationship between man and machine
is one of the major reasons for food production inter-
ruptions. At organizational level, such interruptions
can lead to loss of skilled human lives and cause
accidents-related costs such as legal fees and fines,
compensatory damages, investigation time, lost pro-
duction, and bad reputation for firms. Careless or
poor maintenance of equipment may cause to falls,
cuts, scrapes, puncture wounds, and burns (McSwane,
Rue, & Linton, 2000). Training and education of OSH
practices therefore, are designed to help prevent such
competitive disadvantages and to offer maximum ben-
eficial safety and health practices to workers as well as
organizations. The implementation of safe and healthy
manufacturing operations should be considered as an
investment with a potentially positive rate of return for
firms. Thus, emphasis on training and education prac-
tice has to be intensified accordingly to meet this goal.

A major challenge facing Malaysia currently is to
reduce the occupational accidents and incidents’ rates
in hazardous industries. Over a decade, Malaysia saw
a clear progress in the reduction of the total number
of reported industrial accidents by approximately 60%
(theStar online, 2007).

However, the statistics from 1992 to1996 and 2002
to 2006 suggest that the accidental rate in Malaysia
has reached a plateau. The industrial accidental rates
have remained at 70% of overall reported accidents
to Social Security Organization (SOCSO, 2006). On
closer examination, the statistic data reveal that there
is no improvement in manufacturing sectors. With
approximately 53% accident rate annually, manufac-
turing in general take the lead in Malaysia as the most
hazardous sector since 1992 (Department of Occu-
pational Safety and Health, 2004). This is strongly
supported by the recent statistics that manufacturing
sectors continue to be the most dangerous sector until
2011; there were 45 deaths, 133 permanently disabled,
and 1471 non permanently disabled (Department of
Occupational Safety and Health, 2012).

From accidental and hazardous rate to statistical
data on employment, these statistic data are crucial
because the employment in manufacturing itself has
reached to 1.69 million (Department of Statistics,
2010). Statistics also reveal that food products employ-
ment ranked at top seven in the total employment. In
fact, food products manufacturing represented 14.4%,
ranked as second highest of total establishments in
the manufacturing sectors for small and medium
enterprises (SME).
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This study empirically investigates existing training
and education as a crucial dimension of OSH practices
among the Malaysian food manufacturing firms.Thus,
dealing with the hazard industry requires training and
education of OSH practices for employees in order
to increase skills and behaviour based safety in the
workplace.

2 LITERATURE REVIEW

2.1 Food manufacturing firms in Malaysia

Looking at manufacturing from a holistic perspective,
OSH practices in manufacturing firms are important
because the manufacturing sector is the major contrib-
utor in boosting Malaysia’s economy. The country’s
exports grew tremendously in the period 1991–2005,
placing the country as the 19th biggest trading nation
in the world (MIDA, 2007; The Star, 2006). Manufac-
turing sector’s GDP growth remained almost the same
in 2008 (25.6%) and 2009 (25.5%) (Department of
Statistics, 2010).

Food manufacturers on the other hand, has
accounted the second highest gross output contributor
for 11.8% or RM86.3. The positive sign of the eco-
nomic growth included the food manufacturing sectors
in the largest number of establishments, from which
387 (20%) were involved in research and development
in the same year.

2.2 Mandatory and initiatives in occupational
safety and health

OSH practices can be developed from two approaches:
initiatives of mandatory and voluntary. According
to Robson et al. (2006), mandatory means the use
of government legislation through inspections, and
fines. Conversely, voluntarily approach means OSH
practices are not directly linked to regulatory require-
ments, instead, incentives are sometimes offered by
governments. Voluntary initiatives can also be par-
ticipatory programs, benchmarking, standards and
guideline-based management systems.

Malaysia is a country that practices self-regulation
under the OSHA (1994), which encourages certi-
fication of OHSAS 18001 by private accreditation
bodies (Kogi & Kawakami, 2002). In order to convert
Malaysia to a fully developed country by year 2020,
numerous new hazards are expected during this trans-
formation (Rampal & Mohd Nizam, 2006). In line with
the notion, effectiveness of law enforcement of OSHA
(1994), FMA (1967), and Control of Industrial Major
Accident Hazard (CIMAH) was addressed (Ibrahim &
Fakharu’l-razi, 2003; Rampal & Mohd Nizam, 2006).
The importance of OSHA (1994) has been empha-
sized in many local literatures (Ahmad Nazri, 1998;
Balasuperamaniam, 2003; Faridah, 2007; Ibrahim &
Fakharu’l-razi, 2003).

2.3 Training and education

In Malaysia, the government has high concerns on
the OSH training and for that reason has mandated

the provision of information, instruction, training, and
supervision to all employers more so in the hospitality
and food industry where all members of the population
has a need for (Occupational Safety and HealthAct and
Regulations, 1994). In line with the government pol-
icy, Department of Occupational and Health (DOSH),
SOCSO, and National Institute of Occupational Safety
and Health (NIOSH) have had to invest aggressively
in training, education, research, and promotional pro-
grams in creating higher awareness of importance in
OSH practices (Department of Occupational Safety
and Health, 2004; LamThye, 2006; Mohd Khan, 2004;
Navamukundan, 2006).

Goldstein (1980) and Latham (1988) were cited
by Tharenou, Saks, & Moore (2007) to define train-
ing as the systematic acquisition and development of
knowledge, skills, and an attitude required by employ-
ees to adequately perform a task or job or to improve
performance in the job environment. Whereas, educa-
tion is defined as “the knowledge or skill obtained or
developed by a learning process” (Merriam-Webster,
2006).

According to Guidetti and Mazzanti (2007), train-
ing can also be conceived as a tool for skills acquired
and skills used. The authors acknowledged acquisi-
tion of skills occurs through both formal education
and training and informal procedures of transmission
of knowledge. In addition, the learning processes such
as on-job-training (OJT), learning by doing and other
diverse training practices complement the relation-
ships. Burke et al. (2006) argued that incorporating
a comprehensive program into an OJT and creativity
in the training were necessities. The OJT was in need
to solve the lack of competencies and creative train-
ing tools arouse the employees’ mind, and create the
enthusiastic feelings among them. These elements are
important to enable them to critically understand the
importance of working in a safe and healthy working
environment.

Morin and Renaud (2004) added that comprehen-
sive contents of training was significant to generate a
better job performance he or she gained. OSH train-
ing enables employees to anticipate and recognize
hazards upon building a safer workplace (Nunez &
Villanueva, 2010). To summarize, the creativity tools
of training and education enhance workers knowledge
and increase their preparedness. Continual project
or program in OSH from management employees
would educate workers that working in best safety and
health-working environment is priority at all times and
meant for all workforce in day-to-day operations of
firm, of particular interest in this paper is the food
manufacturing industry.

3 RESEARCH METHODOLOGY

3.1 Research approach, unit of analysis,
and criteria of respondent

Quantitative data were employed to determine on the
existing training and education as an OSH practice in
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food manufacturing firms. Focusing at organizational-
level of analysis, the eligible firm representative who
answered the survey questions was selected from the
supervisory to the top management level that is directly
involved with production operations in particular the
food manufacturing industry.

3.2 Population and sample size

The sampling frame was obtained from Federation
of Malaysian Manufacturers in 2006 (Federation of
Malaysian Manufacturers, 2006). The sampling tech-
nique was based on proportionate stratified random
sampling within each stratum.

3.3 Instrument and statistical analyses

The questionnaire design was based on a five-point
Likert scale (from 1 to 5), that enabled respondents
to ascertain the extent of agreement such as “strongly
disagree” or “strongly agree” for predictor variables.
Training and education variable was represented by
eight-item questions. SPSS version 20.0 statistical
package was utilized and this study achieved the objec-
tive through descriptive analysis, factor analysis, and
a reliability test.

4 DATA ANALYSES AND RESULTS

4.1 Response rates

Using survey data collected from 143 manufacturing
firms has yielded a response rate of 44%. Out of these,
only five or 3.9% are food manufacturing participated
in the survey. Forty-six per cent of the respondents
were locally owned firms and employed 500 or less
of full-time employees. About 53% of respondents are
employed in the business that has been operating for
more than 15 years. This is viewed as being reflective
of the stability of manufacturing the operations.

4.2 Sample profiles

The results appear that the majority of the firms have
declared they have written the OSH policy (90%) and
87% of the policy was endorsed by the top manage-
ment. Besides, more than half do employ a Safety and
Health Officer (SHO) (68%) and have a Safety and
Health Committee (SHC) (89%) in their firms. Only
13% complied with the OHSAS 18001 standards and
none of them has adopted MS1722 standards. The
OSH practices have been implemented in the firms;
54% stated that the practice is in “established” and
“well established” situation. Respondents answered
that they have knowledge on OSH issues; of their
knowledge in OSH issues are at “moderate” (39%)
and “good” (46%) levels. This implies that the level of
OSH awareness in most firms is relatively good.

4.3 Training and education practice

The descriptive analysis reveals the mean and stan-
dard deviation for training and education was 3.83

Table 1. Test of differences (ANOVA) of demographic
variables on OSH practices.

Training and education

F p

Types of industry 3.12 .01*
Ownership status 5.00 .01*
Employment size 2.22 .07
Business duration 3.55 .02*

∗Mark is mean difference as indicated in multiple comparison
tables.

and .68 accordingly. The mean score based on 5-point
Likert scale indicated the score was between “mod-
erate extent” and “great extent,” which implied that
training and education is highly practiced in manufac-
turing operations. Further, one-way ANOVA was used
to explore types of industry, ownership status, firm
size, and duration of business on training and educa-
tion. Focusing on significance value that is greater than
.05, test of Homogeneity was inspected to conform if
the variance was the same for training and education.

Table 1 indicates that there are significant differ-
ences in training and education practice across the
demographic profiles. The inspection of post-hoc tests
lead to a significance value, which is equal to, or less
than .05, indicating a statistically significant result for
a type of industry, ownership status, and duration of
business. However, an eta squared test shows a very
small range of effect size of the eta squared. All in all,
the actual differences in the mean scores of the groups
were very small (in between the range of not more
than 1)

5 DISCUSSION AND CONCLUSIONS

The empirical evidence obtained from the quantita-
tive analyses discloses that manufacturing firms in
Malaysia, in particularly food manufacturing have
performed the basic practices as required by OSHA
(1994). The findings of this study are congruent
with Whiteley (2006) that rules and regulations are
applicable in daily practices.

Additionally, the discriminative validity test reveals
that high hazard firms are aware of the good prac-
tices of training and education. The means scores of
the overall descriptive statistics results show that the
key person at the supervisory level and above posi-
tion has well adapted the training and education of
OSH practices at work. Interestingly, although food
manufacturers are a small representation in this study,
the practice of training and education has no sig-
nificant difference compared to other manufacturing
sectors. Besides, the result showed that without cer-
tifying to any International standards and regardless
of types of the industry, ownership status, and dura-
tion of business, the government enforcement based on
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OSHA (1994) has strongly underlined the training and
education of OSH practices in those manufacturing
firms.

In conclusion, the prevention practices is very
important for manufacturing firms, which desire to
minimise the conflict between man-machine inter-
actions by diminishing the obstacles to obtain more
effective production operations. This study therefore
would suggest that the food manufacturing employers
give high priority to training and education at par with
other manufacturers. It is no exaggeration to say that
employers will only consider this if the benefits of pre-
vention practices outweighs the potential cost borne
by the employer. Hence, in the long run, the focus on
training and education of a safer work environment in
food manufacturing firms would provide for stronger
economy in the manufacturing industry sector.
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organizations: A dual perspective
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ABSTRACT: The Management Training Program (MTP) has emerged in Malaysia’s employment setting as
another alternative of training method. Thus, this study is proposes to explore the importance, benefits received,
challenges faced, expectation from both parties as well as the influence of MTP on the trainees’ career develop-
ment. The insights from both trainees and employers on MTP are worth to be discovered because it is becoming
the fast track in nurturing future manager for hospitality industry. Additionally, this program is hoped to serve as
one of the motivations for hospitality graduates to remain in the industry. Findings of the study are hoped to help
the employer to better organize and improve their MTP. Meanwhile, the trainees will have greater understanding
of how this program could help them to map their career in the organizations.

Keywords: employers, hospitality industry, management training program, management trainees, Malaysia
foodservice establishments, Malaysia hotels.

1 INTRODUCTION

Hospitality industry is rated as one of the main eco-
nomic contributor in Malaysia (Economic Planning
Unit, 2011). According to the Tenth Malaysia Plan,
the hospitality industry is forecast to grow 7.2% per
annum driven by an additional of RM 115 billion
tourist expenditures and is expected to provide 2 mil-
lion jobs by 2015 (Economic Planning Unit, 2011).

The positive progression of the hospitality growth
is therefore tremendous. Based on the increment of
tourist arrivals, the need for more employees to cope
the crowd is essential with a consequent increase in
demand for qualified hospitality employees (Brien,
2004; O’Mahony & Silitoe, 2001). Tews, Michel, &
Bartlett (2012) supported that attracting high-quality
applicants is a fundamental first step toward ensuring
a productive workforce as they provide the foundation
for an effective human resource management system
and effective organizational performance.

Nevertheless, recruiting and selecting high-quality
applicants alone will not fulfill and suffice the need of
attracting the applicants (Sheriff, 1994). The author
also noted that it would be essential to undertake
a systematic training and development program to
build employees skills. Consequently, most companies
nowadays are committed in training and developing
new school graduates to secure long-term employment
(Hooi, 2010).

Training is an important factor in the business
strategy of every firm to build the right ability and
capability (Mani, 2010). Various training programs

have been developed to augment employee’s knowl-
edge, skill, motivation and productivity (Oosterbeek,
1998; Pate & Martin, 2000). The management training
program (MTP) is also a form of a training pro-
gram and has emerged in Malaysia’s employment
setting that focuses on hiring fresh graduates (105
Management Trainee Jobs, 2012). The MTP has been
implemented in hospitality industry (Brymer, 1977),
banking (Sheriff, 1994), retails, services, broadcasting
as well as engineering.

MTP offers career development (Mkono, 2010) and
stability in employment for fresh graduates (Smith,
Henry & Munro, 2002). Currently, several interna-
tional and local hospitality organizations have imple-
mented this program such as Hilton Properties, Star-
wood Hotels and Resorts, Imperial Palace Hotel,
A’ Famosa Resort Melaka, Sushi King, JCO Donuts &
Coffee, and many more (Graduate Management
Development Program, 2011; North America
College Recruiting: Management Training, 2012;
Regal Hotels Management Trainees Program, 2012;
Career at Imperial Hotel Miri, 2011; Career With Us
Is Different From Others, 2012; Sushi King Career
Exciting Opportunities, 2011).

2 LITERATURE REVIEW

2.1 Purpose and importance of MTP

The MTP is one of most important and reliable human
resource techniques to enhance skills and knowledge
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as well as career development (Acton & Golden,
2003; Bhatti & Kaur, 2009; Smith, Henry, & Munro,
2002). The employers’ perceived training is critical in
increasing employees’adaptability and flexibility (Tai,
2006). This is shown by the significant cost invested in
training expenditures and the cost is even more stag-
gering in the hospitality organizations (Chen, Sok &
Sok, 2006; Kalargyrou & Woods, 2011; Mani, 2010;
Saranow, 2006; Ruiz, 2006). Additionally, the MTP
is in line with the Government aspiration which to
expand programs involving practical on-the-job train-
ing through graduate internship program (Economic
Planning Unit, 2010).

2.2 Benefits of MTP

The benefits of MTP are various (Choo and Bow-
ley (2007; Oosterbeek, 1998; Pate & Martin, 2000;
Acton & Golden, 2003; Wan Ahmad, 2007). Training
increased skills, motivation, productivity, experience
and knowledge transfer of their employees (Choo and
Bowley (2007; Jameson & Holden, 2000; Ooster-
beek, 1998; Pate & Martin, 2000). Wan Ahmad (2007)
posited MTP increase the quality and productivity of
the trainees and provides relevant skills needed as they
are exposed to the actual work procedures.

2.3 Employer and trainee expectation on the MTP

Among the area of competencies needed by the
trainee are customer relations, employee relations,
legal aspects, technical and operational knowledge and
revenue management (Agut & Grau, 2002; Brophy &
Kiely, 2002; Christou, 1999; Doherty et al., 2001;
Jauhari, 2006; Lin, 2002; Mayo & Thomas-Haysbert,
2005; Raybould & Wilkins, 2005). Interestingly, the
researchers have recognized the decreasing impor-
tance on operational and technical skills, and incre-
ment on human-relations skills (Baum, 1991; Doherty
et al., 2001; Jauhari, 2006; Kelley-Patterson & George,
2001; Littlejohn & Watson, 2004; Mayo & Thomas-
Haysbert, 2005; Raybould & Wilkins, 2005).

Meanwhile, the trainees expect the employers to
be open, honest and realistic about the MTP (Raub
& Streit, 2006). Willie et al., (2008) supported that
employee attrition effect can be reduced by providing
open and honest communication about the nature and
scope of the job position during the MTP.

2.4 Challenges in MTP

One of the challenges is the facilities provided by
the employer to accommodate trainees’ work perfor-
mance. Earle (2003) showed that the operating work
environment served as an essential recruitment tool.
Work environment has an impact on the learning, team-
work, creativity and significant in recruitment and
retention of high quality employees.Additionally, sim-
ply assigning a trainer to supervise a trainee is not
adequate. (Brymer, 1977). Leigh (2006) agreed that

trainers should be highly enthusiastic about their job,
because of its positive impact on the trainees’ reaction.

2.5 Career development and MTP

Martin et al. (2006) advocated the existence of pro-
fessional development and promotional opportunities
is vital to the trainees. Thus, the trainees are much
more to pursue a career within the hospitality indus-
try (Willie et al., 2008). However, career growth in the
hospitality industry required hard work, sacrifice and
endurance (Mkono, 2010). While in other industries
graduates are appointed as managers automatically or
much shorter period as compared to hospitality grad-
uates (Mkono, 2010). The MTP provides operational
experience, (Harkinson et al., 2010; Harper et al.,
2005; Jauhari, 2006; Ladkin, 2000) and management
experience for the trainees as to be future manager for
hospitality organizations.

2.6 MTP in the hospitality industry

The MTP is open for fresh graduates to expose
them to the working environment. This helps set the
foundation for their success throughout their careers.
Moreover, the MTP aims to place talented young
career starters of high caliber on a solid career
path, nurturing them to become future leader in the
hospitality industry. Trainee appointed to the MTP
should have a degree so that he/she can demon-
strate his/her intellectual ability and potential (Man-
agement Trainees Policy, 2012). The MTP prepares
trainees to anticipate and resolve complex problems,
manage multifaceted development projects, build
social networks and overcome the continuous chal-
lenges within the hospitality industry (http://www.
sino.com/eng/default.asp?xid=career_mt).

According to Smith et al (2006), these program are
not just about training, they are employment contracts
as well as contracts of training.The trainees are offered
a competitive salary during the training program and
job placement opportunities into supervisory or junior
managerial positions upon completion (http://www.
marriott.com/careers/graduate-careers-start-your-trip.
mi). Therefore, it is important for the trainees to
demonstrate the attributes and competencies required
to achieve their expected potential through the
acquisition of a core set of transferable skills and
competencies of professional standing (http://www.
dur.ac.uk/hr/policies/mantrainees).

3 CONCLUSION

MTP could be seen as an alternative for hospitality
establishments to increase the retention of hospital-
ity graduates in the industry. Practically, findings of
this study could help the employer to understand the
benefits, challenges and expectation of their trainees.
This helps them to better strategize their MTP, reduce
repetitive training cost, and create a more conducive
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working environment. Meanwhile, the trainees also
could know better what can they be or how far can
they go with an explicit and well designed MTP. Addi-
tionally, findings of this study will provide a holistic
view of MTP in Malaysia and this adds to the existing
literature on MTP which is still limited.
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Postgraduates’s thesis accomplishment: Issues on its attributable
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ABSTRACT: Thesis is a substantial piece of work, written with a view to proving or disproving something,
adding to, or creating new knowledge. It requires students to demonstrate a mastery of the subject area being
researched. It encompasses both intellectual and skills development and for majority of postgraduate students,
thesis by far is the most challenging piece of academic work. This research note discusses on post graduate thesis
by reviewing the past studies and it attributable and relate the issue to the contextual setting which the empirical
study is being undertaken.
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1 INTRODUCTION

Human capital is vitally important investment not
only for organizational success but also to the coun-
try development (Crook et al., 2011). It has a core
value in term of innovation and invention which give
an economic impact and high income to the country.
Human capital also enhancing the organizations, coun-
try and significantly contribute competencies which
in turn became a great boost for further develop-
ment and innovativeness (Bonaventure, 2005). Schultz
(1993) noted that human capital is a key element in a
way to improve organization and country assets and
productivity and sustain the competitive advantage.
Besides that, as it name implied the human capital
involves processes that relate to training, education and
other interventions to increase the levels of knowledge,
skills, abilities, values and social assets (Yasmeen,
2010). In short, education, skill and training are the
integral elements of the human capital. Most of the
jobs in this challenge of economic growth not only
require basic knowledge, training and skills but higher
level of education.

As a developing nation, Malaysia together with
other countries is giving serious attention on human
capital development. Effort towards shifting to a
knowledge-based economy leading to the develop-
ment of human and intellectual capital and the objec-
tives are to produce an adequate supply of manpower
with relevant educational knowledge and skills to sup-
port and sustain a flexible, agile and mobile workforce.
This can be seen through one of the important aspects
in human capital variable which is educational reform
and training from primary, secondary and tertiary
education.

The provisions of higher educational systems in
Malaysia have undergone significant changes, reform

and restructuring (Kaur, 2009). This is in line with the
ever-changing economy, social, life style and political
scenario. The continuous pressure for the educational
reform and transform is also deduced from the stake-
holders like students, parents and industries (Kaur,
2009). As a result, the access to education at all levels
is apparent either in public and private universities in
this country including post graduate studies.

In regards to postgraduate education, it is generally
aim to provide in-depth knowledge and understanding
that include general philosophy in the world sciences,
management, technologies, applications and other ele-
ments closely related to specific areas. It is used
by the universities to describe the process of higher
level learning than that achieved at undergraduate
level. According to Preston (1994), postgraduate stud-
ies are a growth process by which students need to
develop scholarly thinking with institutional support
and guidance by and beyond classroom environment
as it dealing with matured individuals. The key conse-
quence of a post graduate education is the capability to
recognize pattern, technique and routines for thought
and action that one has learned and that are applica-
ble to a given situation. The postgraduate education
in fact is one of the modes to provide students with
knowledge and experiences that will allow them to
think critically and analytically in the future. In short,
besides extending qualification and stimulus the intel-
lectual challenge, this higher level education is meant
in producing individual not only who can perform
managerial functions and meet organizational needs
as well as industrial and academic challenges.

In line with this, there has recently been an increased
in the number of education institutions offering post-
graduates studies both in public and private univer-
sities ranging from engineering, business, architec-
ture, medical and many others with unexceptional
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of hospitality management (Rizvi, Engel, Nandyala,
Rutkowski & Sparks, 2005). Substantial increase in
numbers of post graduates students can be seen since
2002 (MOHE, 2010). Kaur and Abdul Manan (2008)
account for this change as stemming from the continu-
ous demands from students, university administrators
and policy makers for access to a greater share of
the population to meet the needs of new economies
that require trained and qualified employees in today’s
increasingly globalized workplaces.

On hospitality management, several public and
private universities like University Utara Malaysia
(UUM), University Putra Malaysia (UPM), Univer-
sity Malaysia Kelantan (UMK), University Malaysia
Sabah (UMS), Taylors University, KDU university
with University Technology Mara (UiTM) through
the Faculty of Hotel and Tourism Management, pio-
neering the hospitality program (MOHE, 2010). In
most universities, besides other core and non-core
management subjects based on individual program,
postgraduates’ thesis is one of the core requirements
for the postgraduate students to accomplish before
graduating.

2 LITERATURE REVIEW

2.1 Postgraduates thesis

Generally, thesis can be referred to a study on a exact-
ing topic in which innovative research has been done,
presented by students or as a proposition stated for con-
sideration, particularly one to be discussed and proved
or maintained against opposing views (Clewes’, 1996).
A thesis or research project conducted by students is
actually a mission for knowledge and understanding
through experimentation, investigation and attentive
search with the aimed at finding and interpretation
or analysis of new knowledge at resolving debatable
existing knowledge (Knight & Sutton, 2004). The-
sis is normally associated with higher-level degree of
education involving postgraduates, master or doctoral
students. Clewes’ (1996) further asserted that post-
graduate thesis is a piece of academic work using sys-
tematic procedures which demand substantial amount
of work to complete.

In the context of Faculty of Hotel and Tourism
Management, UniversityTechnology MARA (UiTM),
post- graduates’ thesis is one of the missions used in
achieving higher reputation and students’ excellence
(IPSIS, 2011). Based on report, thesis is an important
part of the postgraduate degree designed to the stu-
dent in consultation with a supervisor under the overall
guidance of the Institute of Graduate Studies (IPSIS,
2011). As with other universities in the globe, there
are two types of research projects conducted by the
Faculty of Hotel and Tourism Management postgrad-
uate students’ namely graduate research and applied
research project. Graduate research is mainly for stu-
dents who obtained cumulative grade point average or
CGPA at 3.33 and above while applied research is for
students who obtained CGPA less than 3.33. Barras

(1991), Ary, Jacobs and Sorensen (2010) and Shields
and Tajalli, (2006) deduced that for whatever research
projects conducted, both requires specific components
or structures which impart the logical continuity of the
thesis in way that links in a chain confer on it integrity
and strength. Scholars (Nyawaranda, 2005; Shields &
Tajalli, 2006; Ary, Jacobs & Sorensen, 2010) agreed
that the most common and acceptable components of
the thesis are as follow.

Chapter Components

1 • specifying the research problem
• formulating the research topic
• presenting background of the study
• presenting the problem statement
• formulating research objectives
• formulating research questions or

hypotheses
• discussing the significance of the study
• stating delimitations and limitations
• stating assumptions
• defining key terms
• outlining organization of the study

2 • reviewing relevant literatures
3 • designing the research: creating, adopting

or adapting a research design and data
collection methods

• describing the population, sample and
sampling techniques

• collecting data
4 • analyzing and presenting data

• discussing research findings
5 • summarizing major findings of the study

• drawing conclusions
• making recommendations
• compiling references
• compiling appendices

Besides all those components, a good or poor pro-
gression of thesis project is well depending on the
research processes or attributes (Nyawaranda, 2005).
In other word, research project will not be accom-
plished without supporting attributes such as informa-
tion, writing skill and other factors and these attributes
could become obstacles for students in completing
their research work (Lessing & Schulze, 2002).

2.2 Information seeking/gathering

In any research project, information seeking is a pro-
cess that engrosses individual actions that involve
searching, selecting, evaluating and gathering of the
information need (Wilson, 2001).This process encom-
passes activities that students engage in identifying
their own needs for information, searching for such
information in any way, and using or transferring that
information. Kuhlthau (1991) suggested six stages
of the information seeking processes, which includes
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the information seekers cognitive and affective, con-
fidence and anxiety. The stages are ranging from
initiation, selection, exploration, formulation, collec-
tion, and presentation. He further noted, in the latter
stages of the processes, after formulation, the informa-
tion seeker is able to understand whether information
needs have been met.

Latona and Browne (2001) found that the attrition
rates, completion times and the improvement comple-
tion rates of the research closely associated with three
factor and areas. Those including institutional or envi-
ronmental factors (including discipline differences,
candidature guidelines and a sense of belonging),
supervision arrangements (feedback, meeting fre-
quency, relationships, an early start and uninterrupted
arrangements), and student cohorts and characteristics
(entry qualifications, nature of enrolment, discipline
differences and psychological factors). Lessing and
Schulze (2002) revealed that postgraduate students
may have further distinctive needs to cope with the
pressures of a technologically advanced environment
and a system that demands independent research.They
furthermore noted that these factors need to be taken
into account in the design of information and support
resources provided to postgraduate students.

2.3 Writing skills and reading comprehension

In thesis, writing skills and reading comprehension
seemed to be one of the many attributes that need to
be taken into consideration by most of the postgrad-
uate students. In this context, Kaur (2009) states the
ability of speaking and writing well in English among
the postgraduates students are even daunting when
English as a second language in the country educa-
tional systems. Number of studies reported there are
high proportions of postgraduate student who struggle
to complete their studies within the specific time given
(Zainal & Ismail, 2009). Burns (2000) identified many
factors could contribute to the pressures of undertak-
ing and coping with the requirements of postgraduate
work, which lack of writing skills using appropri-
ate language, reading, and comprehending academic
texts in a critical manner. Other attributes like lack of
knowledge in research skills that includes information
linkages in sentences’ formation or redundancy facts
in writing construction may also affect postgraduate
thesis achievements (Burns, 2000).

2.4 Other attributes

Besides giving an attention on the attributes such
as information seeking, writing skills and reading
comprehension, other factors are seen as additional
contributors to the positive or negative impact in the
postgraduate thesis progression. As emphasized by
Jacobs (1994), distance learning or known as part-time
students are different to those of residential or full time
students. Part-time students are resisted to cope with
their concurrent academic and professional workloads
and experienced a lack of support and understanding

from many factors like their family, inflexible program
organization and structures, and a feeling of isolation
(Lessing & Schulze, 2002). Phillips and Pugh (2000)
claims internal conflicts like changing thoughts and
feelings and external conflicts such as personal rela-
tionships, time and resource constraints also influence
the process negatively.

3 ISSUE ON THESIS ACCOMPLISHMENT

Clewes (1996) argued thesis is a substantial piece of
work, written with a view to proving or disproving
something, and thus adding to, or creating new knowl-
edge. It requires students to demonstrate a mastery of
the subject area being researched as well as a compre-
hensive understanding of the research methodology
being used. It encompasses both intellectual and skills
development (Bruning, Schraw, Norby, & Ronning,
2004). For the vast majority of postgraduate students,
thesis by far is the most challenging piece of academic
work. Clewes’ (1996) noted carrying out a master’s
thesis project can become equivalent to a full-time
job, with no obvious immediate benefits and can take
several years to complete.

A thesis project should grasp more consideration
and attention than an exam or assignment and setting
postgraduate’s research on the back burner can deter
their advancement in the field. Maintaining steady
progress will help them avoid the unfortunate circum-
stance of having an incomplete research project after
they have finished their coursework. Thesis, on the
other hand, is a new kind of academic project, unlike
anything else they done. The academic project marks
their transition from student to researcher or intel-
lectual (Knight & Sutton, 2004). Therefore, there is
unrelenting pressure on the university sector to provide
adequate research training both in the field of expertise
and in the associated product by which postgraduate
students will need to demonstrate a significant and
original contribution to knowledge (Clewes’, 1996).
For many master students, the product that will show
their contribution to knowledge is an accomplishment
of thesis project.

Owing to it complexities, academic scholars exten-
sively regard thesis as the last safeguard for students
in accomplishing their studies (Abel, 2002; Paltridge,
1997). Many postgraduates’ students reported of fail-
ing to submit their thesis work on time. In Canada, for
instance, the completion rates are varying with 40%
in arts, 60% in humanities and life sciences whereas
in UK the completion rates is between 51% to 64% in
humanities and sciences (Wright & Cochrane, 2000).
It seemed that accomplishing thesis or research project
is one of the most daunting challenges facing by the
postgraduate students.

In line with this notion, the attrition and low com-
pletion rate among the postgraduate students is also
a major problem facing by the Faculty of Hotel and
Tourism Management, University Technology Mara,
Shah Alam. Report from the Faculty revealed that
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those low graduation rates are owing to the failure of
students in completing their final thesis or research
project although passing through all other coursework
both full time and part time students. Out of 70 stu-
dents enrolled in the program approximately only 30-
40 percent graduated on time. This phenomenon lifts
up significant argument what are the underlying rea-
sons or cause of that causation. With all the resources
supports, many postgraduate students are believed
struggling in understanding, integrating, applying the
literature, theory, writing and other factors. The under-
lying reasons of the highlighting issue are still under
investigation.
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ABSTRACT: The research purpose is to examine the responsible role and strategies that could be preferably
adopted by the hotel management towards its human resources to retain and enhance the professionalism of its
labour force and to mitigate some of the negative impacts associated by their hotel business. The methodology
used is a case study approach using a series of semi-structured interview and assessing some relative techniques
applied on Porto Marina Resort in the Northern Coast of Egypt; as tourism business is one of the essential
and vibrant growth sectors for the development of this area. The research appraises to what extent the resort
management is adopting the concept of responsible tourism in the human resources department.
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1 INTRODUCTION

Today, hotel organizations are increasingly called upon
to evolve beyond focusing on the financial bottom line
and consider the social and environmental impact of
their business decisions, particularly as globalization
continues. As a result, hotel executives face entirely
new decisions and must manage an intricate new set
of trade-offs.

The focus on corporate social responsibility (CSR)
has been in the media within the US since the 1990s,
and has become a mainstay in many corporations’pub-
lic relations campaign. In an ideal world, a common
assumption is that companies will act in a socially
responsible manner as the result of ethical obligations
that are either internally or externally motivated.

This notion is supported by academic and trade
literature that suggest there are various reasons for
engaging in socially responsible behavior (Juholin
2004, Mcintosh et al. 2003). These reasons range from
increased economic profits, employee organizational
commitment, public scrutiny, improved investor rela-
tions, the good of society as a whole, up to including
the general view that CSR is the “right thing to do”
(Gan 2006).

This paper proposes a brief literature review empha-
sizing on the global adoption of CSR strategies par-
ticularly in hospitality business. Then, the research
methodology is explained. Next, the research results
are discussed. The paper concludes by proposing
suggestions for hospitality practices.

2 LITERTURE REVIEW

In the past few years, hotel organizations worldwide
have begun to embrace corporate social responsibil-
ity both as a social responsibility and as a competitive
tool. As Human resources HR leaders continue to take
greater responsibility and initiative regarding CSR
policies and practices, it is useful to reflect upon the
drivers of such policies and HR’s leadership role in
implementing these policies. These drivers are poten-
tial benefits to the society and the hotel cooperation
as well as creating the power to face fierce global
competition. However, there is no ‘single way’, ‘right
way’ or ‘best way’ to move forward with CSR for
all hotel organizations and communities (McElhaney
2008). Consequently, the motivation toward CSR is
likely to differ from hotel property to another and from
community to another.

This discussion requires thoughtful consideration
of not only the primary reasons hotel organization in
many countries now are beginning to view CSR strat-
egy as a vital part of their overall business strategy
but also a solid understanding of the link between the
benefits of CSR and HR’s role.

CSR includes a broad range of practices and activ-
ities, from charitable donations, events volunteerism,
participating in community welfare, environment con-
servation, cause marketing and branding to busi-
ness strategies addressing human rights and labour
issues. Corporate sustainability leaders achieve long-
term shareholder value by gearing their strategies and
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management to harness the market’s potential for sus-
tainability products and services while at the same time
successfully reducing and avoiding sustainability costs
and risks.

The Dow Jones Sustainability Index (2005) defines
corporate sustainability as follows “Corporate sustain-
ability is a business approach that creates long-term
shareholder value by embracing opportunities and
managing risks deriving from economic, environmen-
tal and social developments”.

One of the more cited definitions of CSR is pro-
posed by Carroll (1979). He states that businesses
that practice social responsibility attend to “economic,
legal, ethical, and discretionary expectations that soci-
ety has of organizations at a given point in time”. In
doing so, Carroll takes the perspective that businesses
are responsible to society.

On the other hand, Clarkson (1995), Donaldson and
Preston (1995) believe that businesses are not respon-
sible to society but responsible to their stakeholders.
The commonality among these different definitions
of social responsibility is that corporations should
engage in socially responsible behaviour as part of
their organizational strategy.

The outcome of embracing social responsibility
as an organizational strategy is that it offers the
host organization a competitive advantage within the
immediate marketplace (Porter and Kramer 2006). For
instance, according to a report published by Busi-
ness for Social Responsibility (2008), 67 percent of
executives strongly agree that implementation of CSR
initiatives provide a competitive advantage for their
organization. Paul (2008) ascertains that “CSR influ-
ence a company’s competitive advantage through two
key value drivers company reputation and brand; and
human capital”.

In an effort to determine what CSR practices apply
to the hotel industry, categories from several research
articles as well as social responsible web sites (Clark-
son 1995, BSR 2006, Jenkins &Yakovelva 2005,Alna-
jjar 2000, Esrock & Leichty 1998, BITC 2005) were
analyzed. The authors determine five categories that
best fit the hotels activity. Those categories are com-
munity, environment, marketplace, vision and values,
and workforce.

Since 1992, the trend in the hospitality and
tourism industry has been to focus on environmen-
tal concerns, use of technology, and efficient use
of energy (Kalisch 2002). This emphasis was
escalated to an international scale through the
implementation of agenda 21. Agenda 21 as for-
warded by the World Travel and Tourism Council
(WTTC), the World Tourism Organization (WTO),
and the Earth Council set international guidelines
relative to sustainable tourism (WTO 2005). The
WTO went on to establish the Global Code of
Ethics for Tourism (GCET), which is a “compre-
hensive set of ten principles whose purpose is to
guide stakeholders in tourism development and social
responsibility” (WTO 2005). These ten principles are
not legally binding but do serve as guidelines to

governments, communities, tourism operators, and
tourists.

In the European arena two prominent European
hospitality organizations have established the initia-
tive for improving CSR in hospitality. In reference
to this initiative the European Federation of Food
and Agriculture and Tourism Trade Unions and
Hotels, Restaurants and Cafe’s in Europe drafted
compliance parameters concerning equal opportu-
nity, non-discrimination, working conditions, fair pay,
vocational training and life-long learning, health and
safety, and the relationship between employers and
employees at all levels. This proactive stance is impor-
tant to note because these unified actions are reflective
of industry association adoption and engagement in
socially responsible behaviour as opposed to exter-
nally derived governmental compliance directives.

Another initiative is that of “Green Hotels”, an ini-
tiative of the Green Hotels Association which focuses
on programs that are designed to save water, save
energy and reduce solid waste. This initiative has
gained a foothold in lodging operators’contribution to
society’s concern for the environment (Green Hotels
Association 2005). Another example, the Green Hote-
lier (2005), a publication of the International Tourism
Partnership, is a magazine whose readership cares
about environmentally and socially responsible hotel
behaviour focusing on positive sustainable tourism
development.

It is time for the hospitality industry to be proactive
and live up to their reputation of being “hospitable” not
only to their guests but to their employees and society
as well. Michael Woodley, vice president of distri-
bution and marketing services of Independent Hotel
Corporation states that “CSR activities are more than
simply a nice thing to do; it can assist in establishing
the human face to your hotel to the outside world, as
well as a good way of improving employee morale”
(Webster 2004).

Moreover, researches done by SHRM (2009) and
Strandberg (2005) reveal that CSR practices are
seen important to employees’ morals, loyalty, reten-
tion, recruitment and productivity. Due to the fact
that tourism is an intangible product depending on
goodwill, reputation and trust, CSR policies are an
increasingly important consideration for employees’
satisfaction to achieve hotel cooperation credibility.

The general perception from this hospitality and
tourism literature review ensures that behaving in a
socially responsible manner has received increased
attention over the past decade by hospitality and
tourism organizations, has received increased attention
via public domain media outlets, and hospitality social
responsibility programs are strongly related to the
broader CSR initiatives that are occurring worldwide
and are codified.

It is apparent that many dimensions make up CSR
from environmental aspects to the responsible treat-
ment of employees. Moreover, the importance of CSR
policies for HR is ensured although it is labeled dif-
ferently depending upon the source. For example it is
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referred to as “workforce” (BITC 2005), “employees”
(Clarkson 1995), “employee wellbeing” (Jenkins &
Yakovelva 2005), and “human resources” Alnajjar
(2000).

3 RESEARCH METHODOLOGY

The case study chosen is Porto Marina resort, Ala-
men in the Northern Coast of Egypt. Porto Marina is
a five star luxurious resort with a wide range of recre-
ational services, spa and health activities. The object
of the research is a luxurious resort, which can be
considered a provider of “best practice” in the des-
tination. In addition to that, the area surrounding the
resort is an essential and vibrant growth destination for
future tourism investments, with local community suf-
fering from marginalization. Therefore, the research
appraised to what extent the hotel management is
committed to the notion of corporate social respon-
sibility respecting the human resources dimension,
particularly the local human resources development.

Several qualitative methods are selected to guide
this exploratory case study; semi-structured inter-
views, participant observation and desk study are
combined and used in a single case to achieve method
and data triangulation.

Interviews were conducted during working hours,
notes taken and analyzed. Questions order and con-
tent are varied depending on the department of an
interviewee.The interviews were conducted during the
low-season period (December 2011) with the heads
of the following departments: human resources, food
and beverage, front office manager and the general
manager.

Participants’ observation (June 2011) is done as a
prerequisite for semi-structured interviewing. More-
over, the resort’s website is examined to estimate the
commitment of the hotel management to the notion of
corporate social responsibility.

4 FINDINGS AND DISCUSSION

The semi-structured interviewing and participant
observation methods reveal the following key points
related to human resources management:

• Turnover problem;
• Failure to recruit from surrounding area;
• Deficiencies in employees training and develop-

ment programmes;
• Deficiency in accountability and employee commu-

nication;
• Unfair and inequitable benefits;
• Good employees’ involvement in social and volun-

tary activities.

Turnover is a very common problem in the resort
but its severity varies from department to the other.
The staff turnover is considered to be higher in the

food and beverage (F&B) and housekeeping depart-
ments (40%) than front and back offices (20%). This
is due to several reasons, in F&B and Housekeeping
departments there are fewer benefits, low educational
level, lower wages leading to attitude degradation due
to bad working conditions and then leaving the resort.
Moreover, their educational background is not directly
related to tourism field, therefore there is no intension
in building career in hospitality as the employees con-
sider this job a temporary one until they find a better
job with better financial outcomes.

On the other hand, the front and back offices are
represented by smaller number of employees; they are
hospitality related education seeking for career oppor-
tunities, better salaries and benefits. Therefore the
turnover is less than F&B and Housekeeping depart-
ments. The percentage of turnover is considered high,
providing a constant challenge as it limits the ability
of the resort to maintain skilled workforce and results
in enhanced efforts and costs, indicating the need for
more efforts to attract the labour market.

Despite the improvement of working conditions in
the resort for permanent employees by introducing
social insurance and healthcare privileges in their con-
tacts without adding any financial burdens. The real
pressure in the resort working environment generates
from unfair working conditions and inequitable ben-
efits. Issues ranging from wage levels to, the recruit-
ment of seasonal staff, discrimination, illegal labour to
lack of trade union recognition, prolonged shifts with
no over-time policy to be applied; moreover employees
are not treated fairly regarding bonuses and incen-
tives. Again this leads to difficulty to retain skilled
and trained employees due to the resort’s management
non- responsible attitude.

Although the resort is facing problems in recruit-
ment because it is located far from urban and rural
areas despite the offering of accommodation and meals
for employees especially in labour intense departments
such as F&B and Housekeeping (in addition to the
previously mentioned disadvantage which is unfair
working conditions), recruiting employees from the
surrounding area is not proposed in the resort man-
agement plan for human resources development. The
resort management considers that local community is
poor with low education level, not acquainted with
the tourism business. On the other side local people
think that hotel jobs are non- prestigious jobs. What
is notable is that the resort managers are not famil-
iar with the theory and the benefits of recruiting from
local surroundings.

The research reveals that the importance of train-
ing employees and developing programmes is widely
recognized by the interviewed resort managers due
to increasing competition and the desire to achieve
high standards in their services. One of the research
consistent findings is that training programmes com-
prise “on – job training” concentrating on delivering
basic skills for different departments and not pay-
ing attention to their management development and
training for hotel’s culture change or corporate social
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responsibility policies for up grading different levels
of employees relationships.

Moreover, in terms of training and development
techniques, most of the contemporary training meth-
ods are not new. Despite the appearance of increased
variety of training methods the resort still relied
on convention training delivering methods such as
lectures and apprenticeship.

The study revealed that the practice of publishing
the CSR reports has not been recognized yet. This
leads to lack of providing accurate and transparent
information. The result is often uncoordinated CSR
activities, disconnected from the hotel strategy, not
strengthening the resort’s long term competitiveness
and miscommunication with employees. Moreover,
the hotel’s web site was evaluated by the researchers
revealing no reference what so ever on the hotel’s
responsible activities.

The study reveals that the social responsibility con-
cept is highly recognized by all interviewees in the
form of charity donation and environmental preserva-
tion. This is well reflected in the hotel’s responsible
agenda and the existence of an environmental team, in
addition to the commitment of the human resource
manager in accomplishing the charity activities set
by the resort management. The resort believes in the
importance of the effective employee engagement in
voluntary activities to increase levels of trust and to
earn internal support from employees through build-
ing a good image for the employer, thus enhancing
employees’ retention.

The resort is evaluated to be remarkably modest
in the way it engages and supports its employees,
as a significant number of positive CSR initiatives
remain unachieved that should be implemented to
make the working environment in the Porto Marina
resort more agreeable to achieve employees retention.
Moreover, the research revealed the existence of a gap
between management and employees, as implemented
strategies and actions taken by the resort is not con-
sidered satisfactory for the majority of the employees
reflected in high turnover percentage. The findings
suggest that new human resources management prac-
tices should be used in order to make the employment
more sustainable and enhance internal relationships.

5 SUGGESTIONS ON ENHANCING CSR
STRATEGIES TOWARDS HUMAN
RESOURCES

The resort management must set targets to increase the
number of local people employed and a percentage of
the resorts profit and charity donations should go to
people living in the surrounding area to enhance their
image to hotelier business and understand the benefits
that can be returned on them. This will help the resort
to build a good relationship with localities that will
lead to long term workforce benefits.

In order to determine employees’ satisfaction and
retention, the management has to establish a better

communication channel with employees. The human
resources management communicates with employees
in case of serious problems facing them. This is not
enough to fill in the gap between management values
and employees values. The idea of creating “employee
relations” helps to bring critical labour issues to the
attention of senior management, to provide a suitable
work-life balance, in addition to create an alignment
between the resort’s and employees’ different culture
values through conducting worker’s surveys.

Moreover, this “employee relations” can conduct
surveys on local people surrounding the resort to
suggest ways to develop them into effective hotelier
working force. In order to overcome the turnover prob-
lem and increase the employees retention rate, the
resort top management must consider employees as
valued as shareholders and guests, with the right for
fair labour practices, competitive wages and bene-
fits, family and friendly working environment, uphold
human rights and provide staff with incentives and
bonuses linked to performance or service levels.

To increase resort’s accountability, it is highly rec-
ommended that the resort should redesign its website,
putting more corporate social responsibility reports
available -on regular basis- addressing all resort
stakeholders, in particularly employees on different
levels.

The training and development programmes and
techniques need to be regularly upgraded to consider
future requirements that may arise. Moreover, employ-
ees should be connected with their community in a
meaningful way to create loyalty through community
programmes and voluntary days.

6 CONCLUSIONS

According to the survey, it can be concluded that the
concept of CSR is closely associated with the concepts
of best practice and sustainability in tourism, but it
integrates the idea of achieving a competitive advan-
tage through using differently the available resources
and turning threats into opportunities. Therefore, the
concept of CSR is essential for luxurious hotels for
long-term competitive position, as it cannot com-
pete on traditional techniques of low prices or heavy
expenditure on promotion.

As HR becomes more of a strategic partner in
hospitality business, the research confirms that HR
professionals will play a larger role in CSR strat-
egy from conception to application. HR can engage
hotel employees CSR through educating them about
the CSR strategy. Furthermore, an “employee rela-
tion team” should be established to help localize
global CSR strategies to ensure employees’ satisfac-
tion and solicit employees’ ideas and concerns to
increase their retention and support the organization’s
CSR mission.

Although there is no standard for measuring the
success of the hotel organization’s CSR efforts, it is
arguably partially dependent upon how well the hotel
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organization communicates its CSR policies and prac-
tices to its stakeholders, the local community and
society at large.
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The moderating effect of employment type on the relationship between
service standards and job performance in 4 and 5-star hotels in Kuala
Lumpur, Malaysia
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ABSTRACT: This study investigates the role of service standards towards the job performance of hotel employ-
ees and how it is moderated by employment type.A survey instrument that included measures of service standards
and job performance was administered to 196 hotel employees in Kuala Lumpur. Findings showed that service
standards played a significant role as a predictor for job performance, particularly so for full-time employees
whom reported higher performance with the presence of service standards as compared to part-time employees.
Implications and suggestions for future research are also provided.
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1 INTRODUCTION

Realizing the significant contribution of the ser-
vices sector in a country’s development, Malaysia
has emphasize on the production of services, with
a tourism industry that is expected to contribute a
staggering amount of RM104 billion to the country’s
Gross Domestic Product (GDP) by 2020 (Economic
Planning Unit, 2010). The hotel industry in Malaysia
contributes to the highest fraction of tourist expendi-
ture and accounts up to 31% out of the total tourist
receipts of RM56,493 billion in 2010 alone (Tourism
Malaysia, 2011).

The competitive hospitality industry in today’s con-
temporary settings has witness hotel organizations
increasingly offers a wide array of services to delight
their guests, creating a surge in guests’ expectations
during service encounters. Due to the boundary span-
ning role that front line employees play, it is therefore
important for the management to ensure that the ser-
vices provided by these front liners meets guests’
expectations during the moment of truth as it often
influence guests’ perception on the organization as a
whole (Battencourt & Brown, 2003).

Human factors further complicate the service deliv-
ery process, contributing to the unpredictable service
encounters and variability of guests’ expectations.
Unlike machines, humans, equipped with different
personalities and attitudes are susceptible to mood
fluctuations, leading to inconsistent service quality
(Barrington & Olsen, 1987). As such, management
of hotel organizations prefers to have standards that

govern their service orientation, allowing for more
control over their employees. Accordingly, employees
also welcome standards as it acts as a guide, enabling
them to understand what is expected of them, thus
reducing the risk of job ambiguity (Sandoff, 2005).

Due to the fluctuating demands and the labor-
intensive nature of the hospitality industry, managers
have historically depended on part-time workers as
flexible source of labor (Inman & Enz, 1995; Cho
& Johanson, 2008). Additionally, the high turnover
rate that has plagued the service industry has also
made part-time employment a necessity for hospi-
tality firms to innovatively manage and maximize
employees’ work efforts as they play critical roles in
the service delivery process (Stamper & Van Dyne,
2001). Notably, the hospitality industry in Malaysia is
not exempted from the problem of manpower short-
ages, especially full-time workers. As such, the coun-
try’s hospitality business had to also increase their
dependency on part-time employees.

As the dependence of part-time employees contin-
ues to gradually increase, it is essential to know how
organizational environment and employment type of
an employee will affect their attitudes and behavior.
This is especially critical for organizational success
as service employees plays an important role in the
service delivery process. Consequently, this study
addresses how an element of organizational climate
such as service standards will positively predict per-
formance. In addition to that, this study also proposes
that employees’ employment type will moderate this
relationship.
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2 LITERATURE REVIEW AND HYPOTHESES

More and more hospitality organizations are adopting
the practice of standardization by having organiza-
tional standards that governs the service delivery of
their organizations (Sandoff, 2005). Ensuring a con-
sistent fit between an organization’s missions, actions,
policies, procedures and leadership will contribute
to performance improvement (Dickson et al., 2006).
Moreover, hospitality operations thrive on a certain
degree of standardization, formalization and rules to
achieve efficiency. This is worth noting as organiza-
tional performance in the hospitality business often
begins with a well-defined and appropriate measure
and standards in their operations (Boshoff, 2002).

2.1 Service standards

The hospitality business consists of intricate orga-
nizations in which, the bundle of services that are
offered needs to be well integrated and organized,
simultaneously allowing space for impromptu problem
solving in the ever changing business environment.
The intricacy of such organization requires a set of
standards that encompasses routines, policies and for-
mal systems enabling task coordination and ensuring
organizational goals and business objectives (Øgaard,
2006).

Service features that have been stipulated allow
members of the organization to have a common under-
standing on the elements that contributes to service
quality. Such understanding will facilitate in the will-
ing performance of behaviors that is organization-
oriented in order to meet or exceed the desired stan-
dards that has been set by the organization (George &
Tan, 1993). In particular, having standards minimizes
risks that are connected with the production process,
especially in the service encounters that are highly
dependent upon the human factor. This is also in tan-
dem with the primary function of standards, which is to
control the output activity and service quality (Ritzer,
1993; Brunsson & Jacobsson, 2000).

2.2 Standards and job performance

Babin and Boles (1996) brought up the fact that
the absence of standards may increase employees’
susceptibility to job ambiguity which can be detri-
mental to their job performance. It is only expected
that employees tend to appreciate rules and routines
which constitutes the expectations of the organiza-
tion in the service delivery process, reducing job
ambiguity for service employees and making it more
comprehensible (Øgaard et al., 2008). Additionally,
Lewis (1989) mentioned that, management’s failure to
clearly communicate the nature of their organization
and explain in detail what is expected of the employee
in a service delivery process will result in a poor
understanding of their job, thus hindering them from
performing. A more recent study in the have also con-
cluded that employees job performance or behaviors

that are organizationally oriented, could be improved if
employees accurately perform services in accordance
with organizations’ standards and procedures that are
fairly rewarded by the management. Fairly rewarding
employees work-efforts will further encourage their
observance of the expected standards and service pro-
cedures in relative to both customer service and service
excellence (Way et al., 2010).

2.3 Type of employment

Most research distinguishing between full-time and
part-time employees has provided general focus on
job-related attitudes and not work-related behaviours
despite the potential differences (Rotchford &
Roberts, 1982; Feldman, 1990). With an exception on
the study done by Peters et al. (1981), who demon-
strated differences in the turnover of employees with
different employment type. However, Jackofsky and
Peters (1987) found no difference in performance
and turnover of employees based on their employ-
ment type. Inconsistency in these findings suggests
that further research to be conducted in distinguishing
employment type and their outcomes.

Based on the review of literatures, the following
hypotheses were formulated;

H1: Service standards positively influence job perfor-
mance

H2: Employment type moderates the relationship
between service standards and job performance

3 METHODOLOGY

3.1 Participants and procedures

The respondents of this study comprised of wait staffs
employed in coffee houses of 4 and 5-star hotels in
Kuala Lumpur. The wait staffs were chosen because
of the high degree of contact that they encounter with
guests and the extent of guidance that they require
in order to provide efficient services to guests. The
study yielded 78% response rate or 196 usable ques-
tionnaires from a total of 21 participating 4 and 5-star
hotels in Kuala Lumpur.

3.2 Measures

A 7-item instrument used to measure the service stan-
dards variable was adopted from Susskind et al., 2003;
2007). Employees’ job performance was measured
using 11 items. Seven items were adopted from the
works of Liang et al. (2010) and the scale was further
enhanced by an additional of four items developed and
cross-validated by Vandenabeele (2009). The 11 items
were used to measure respondent’s view of their own
performance in relative to their co-workers and how
they perceive themselves to be helpful and customer
oriented. All of the items were measured using the
5-point Likert Scale. The questionnaires were worded
in English and Bahasa Malaysia to ensure clarity,
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precise and to avoid ambiguity since most of the
respondents were not well-versed in English.

3.3 Data analyses

Other than employees’ type of employment, the demo-
graphic information was used to provide an overview
of respondents’profile. Regression analyses were con-
ducted to assess the relationship between the indepen-
dent variable of service standards towards the criterion
variable of job performance and how employees’ type
of employment moderates the relationship.

4 RESULTS

4.1 Profile of sample

59.7% (N = 117) of the respondents were male while
the remaining 40.3% (N = 79) were female with a
mean age of 26.6 years. 55.6% of respondents have
been with the same organization between 1 to 3 years.
Ninety-three (47.4%) of respondents indicated that
they have also held the same job for 1 to 3 years.
Almost 41% (N = 80) of the respondents held skills
certificate and 31.6% (N = 62) have at least a diploma
or degree. Majority of the respondents are full time
employees, consisting of almost 84% (N = 164) of the
total respondents. Eighty-one (41.2%) of the respon-
dents aged between 26 and 30, while 76 (38.8%) of
them are those aged between 21 and 25.

4.2 Hypotheses testing

Table 1 provides the result of the hierarchical regres-
sion analyses to test the moderating effects of employ-
ment type in the relationship between service stan-
dards and job performance. The control variables
reported significant relation to the criterion variable.
The inclusion of service standards and employment
type in Step 2 significantly increased the explained
variance of the dependent variable (from 6% to 18%).
Service standards also appeared to be a positively
significant predictor for job performance (β = .37,
p < .01), supporting Hypothesis 1. The inclusion of
the interaction terms between service standards and

Table 1. Results of hierarchical regression analyses for
testing moderating effects of employment type.

Job Performance

Step Variable β R2 R2�

1 Control variables .06*
2 Service standards .37* .18* .12*

Employment type −.00
3 Two-way interaction .21* .03*

Service standards
X Employment type .23*

*p < .05

employment type in Step 3 also reported a signifi-
cant increase of 3% in the explained variance of the
dependent variable.Thus, Hypothesis 2 was supported.

5 DISCUSSION

Based on the findings presented, it was observed that
service standards recorded a fairly high beta value of
β = .37 (p < .01), indicating that service standards is a
significant predictor for job performance, thus sup-
porting H1. The findings are similar with previous
research, where standards are said to contribute to
employees understanding on the hows and whys of
their job, thus enabling them to perform well (Lewis,
1989). The results of this study are also consistent with
other researchers (Southern, 1999; Ford, 2001; Øgaard,
2006; Øgaard et al., 2008) that standards which pro-
vides the employee with a foundation of rules and
regulations for their service behaviors, make their job
less ambiguous, therefore allowing them to conduct
their job more effectively.

The regression analyses also showed that employ-
ment type does moderate the relation between service
standards and job performance, indicating that full-
time employees have the tendency to perform better
than part-time employees in the presence of service
standards, thus supporting H2. The behavioral dif-
ferences between full-time and part-time employees
are not surprising, given the different exchange rela-
tionship that they engage in. Part-time employees
spend less working hour, receive less remuneration
from the organization as compared to their full-time
counterparts, hence it is less likely for them to con-
tribute beyond the minimum job requirement (Stamper
& Van Dyne, 2001). This is also in tandem with
the exchange theory, which explains that when an
organization exert commitments exceeding employees
expectations, employees will reciprocate with stronger
commitments to the organization. In addition, part-
time employees often expect less from the organization
(remuneration, benefits, training, recognition, etc.) as
compared to their full-time counterparts; therefore
they express stronger commitment if they feel they are
being valued by the organization (Eisenberger et al.,
1986; Cho & Johanson, 2008).

6 IMPLICATIONS

Findings of this study are able to further bridge the gap
found in previous studies pertaining to organizational
behavior, particularly in distinguishing the outcome of
employees with different work status or employment
type and how they are treated by the organization. This
study also shed more light on the standardization prac-
tice that is widely accepted in the service industry as
compared to the practice of service customization.

The findings also provide implications for the man-
agement of the hotel industry. The conceptual link
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observed between elements in hospitality organiza-
tional climate serves as determinants of employees’
performance. This provides hospitality organizations
with an association between their organization’s stan-
dards, procedures and behavioral expectations that are
able to stimulate or frustrates employees’ work effort.
Managers of the hotel business that manages both full-
time and part-time employees should also be aware that
organizations that tend to employ part-time employ-
ees because of cost savings benefits might indirectly
offset the overall productivity of the organization, par-
ticularly in service organizations where extra effort are
required to provide services that will delight guests.

7 LIMITATIONS AND RECOMMENDATIONS

The study only obtained data from coffee house wait
staffs from the 4 and 5-star hotels in Kuala Lumpur,
thus restricting the ability to generalise the find-
ings. While conducting a study in a single industry
enables researcher to control for cross-industry varia-
tions (Jayawardhena et al., 2007), it is recommended
for future research to conduct a replication of this
study using a larger sample size from within and across
multiple service industry to provide a more extensive
understanding, allowing the findings to be generalized
better.

The study is also susceptible to common method
variance (Campbell & Fiske, 1959) as all measures
of the variables are obtained from a single source–the
frontline employees. Due to the fact that all responses
are gathered from the same source, any defects or
inflated ratings by the respondents contaminates all
measures in the same manner (Podsakoff & Organ,
1986). Although no response defects are recorded in
the present study, it is recommended for any replica-
tion of this study to attempt in acquiring responses
from multiple sources in order to avoid the potential
pitfalls of the common method variance.

Several directions for future research have also been
identified based on the findings of this study. Firstly,
the validity of the theorized model can be further
tested using additional employee-outcomes such as
affiliation towards organization, organizational com-
mitment, and absenteeism. Correspondingly, although
it may be intricate, using guest-outcome measures such
as guest satisfaction and measures of organizational-
outcome such as organizational performance and
that matches with employees’ performance will also
shed some light on the connection between employee
performance, guest satisfaction and organizational
performance.

8 CONCLUSION

This study demonstrates that employees’ outcome
were influenced by their employment type, where
job commitment among full-time employees were

seen to be better with the presence of service stan-
dards as compared to their part-time counterparts.
This research will consequently serve as an avenue
for future researchers to contribute in further the-
oretical development and formulation of new and
unexplored research questions, especially pertaining
to organizational environment that promotes employ-
ees work-related outcomes. This is because service
employees play an important role in influencing cus-
tomer perception towards the organization. Given the
dynamic nature of the hospitality business, a com-
prehensive understanding on the determinants that
influences employees’ performance can be rewarding
for the management as it is one of the means to achieve
operational and organizational goals.
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quality and tour booking intention
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ABSTRACT: This study aims to investigate the influence of ethical responsibility initiatives on customers’
perceptions of tour program quality and tour booking intention. Ethical responsibility is defined as one domain of
Corporate Social Responsibility (CSR) and refers to a company’s ethical behaviours towards its key stakeholders.
A factorial experiment was employed to investigate the impact of the provision of an accreditation logo and
codes of ethics on an online tour brochure for potential tourists planning to visit Thailand. The results highlight
significant main and interaction effects of both ethical initiatives on all dependent variables. Interestingly, the
main effects of the codes of ethics appeared to have a stronger effect on perceived tour program quality and
booking intention than accreditation and the main effects of the codes of ethics were relatively large.

Keywords: tourism accreditation, codes of ethics, perceived tour quality, tour booking intention, experimental
design

1 INTRODUCTION

In recent years, there has been a pronounced increase
in interest in corporate social responsibility (CSR) by
the business community. Similarly, public and private
organizations in the tourism and hospitality industry
have paid attention to CSR activities.Tourism business
owners/managers are aware of the benefits of CSR
activities and have implemented activities, such as
green practices and local community support (Dodds
& Kuehnel 2010, Sheldon & Park 2011). Moreover, it
is argued that CSR is a worth-implementation activity
as it creates benefits not only to business performance,
but also to the community (Nicolau 2008). Further,
tourism operators in many countries have been prac-
ticing a range of responsible initiatives (Tour Operator
Initiatives 2003). Importantly, the World Travel &
Tourism Council has suggested that the new stan-
dard of tourism businesses is to exercise CSR and
CSR activities should be based not only on charitable
contributions, but also ethical values (www.wttc.org).

In addition to the evidence from a business per-
spective, there is also a positive trend of ethical
and responsible tourism (Goodwin & Francis 2003;
Center for Responsible Travel 2010). As a result of
tourist demand, corporate social responsibility has
been applied into tourism businesses as a marketing
and management tool to maintain their images and
reputations as well as reduce the risks and pressures of
both the consumer and labour markets (Tepelus 2005).
Evidence has been shown that tourists have positive

attitudes about responsible tourism companies (Fair-
weather et al. 2005). However, little is known about
whether tourists will have positive perceptions about a
tour and the positive likelihood of buying a tour from
an ethically responsible tour company. Accordingly,
this study aims to investigate the influence of ethical-
CSR initiatives on customers’ perceptions about tour
program quality and tour booking intention.

2 ETHICAL-CSR INITIATIVES AND
CONSUMERS’ PERCEPTIONS, TOUR
BOOKING INTENTION

According to Carroll (1979), CSR comprises four key
domains: economic, legal, ethical, and philanthropic
where ethical responsibility refers to a company’s
ethical behaviours towards key stakeholders. In gen-
eral, many authors support the positive association
between ethical behavious and favourable consumer
responses. For instance, customers have positive per-
ceptions about the service quality of a bank when it is
practicing CSR (Poolthong & Mandhachitara 2009).
Similarly, Du et al. (2010) has conceptually argued that
there is a positive relationship between a company’s
communication about CSR initiatives and the purchase
of products. In this current study, tourism accreditation
and codes of ethics are the focus of the investigation.
They are referred to as ethical-CSR activities prac-
ticed by tourism operators. Buckley (2002) has noted
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that accreditation/certification and voluntary codes are
influential for choice evaluation of tourism products.
Accordingly, this current study investigates the effects
of tourism accreditation and codes of ethics on tourists’
evaluations of perceived tour program quality, per-
ceived ethical performance of a company, and tour
booking intention.

Tourism accreditation refers to a logo or label a
tour company employs to inform a customer that
a company is accredited by a certifying organiza-
tion. Such tourism accreditations have also be termed
and are in use at international, regional, national,
and also sub-national levels (Sasidharan et al. 2002).
It is suggested that certifications/accreditations pro-
vide tourist empowerment to select tourism products
because these schemes can assure tourists of good
quality and professional tourism products and ser-
vices (Cristiana 2008, Hjalager 2001). Also, Bergin-
Seers & Mair (2008) reported that consumers perceive
benefits from accredited tourism products. Survey
results have shown that around 16% of Australian
tourists used an accredited operator (155 respon-
dents) because of high standards, professionalism, and
overall quality (Foster 2000). Accordingly, this study
hypothesizes:

H1a: Tourists will have more positive perceptions
about tour quality when a tour is offered by an
accredited company than when it is offered by a
non-accredited company.

H1b: Tourists will be more likely to book a tour
offered by an accredited company than a tour
offered by a non-accredited company.

Further, based on Stevens (1994), codes of ethics
refer to the messages written as guidelines to shape
the ethical behaviour of a tour company. Codes of
ethics have been widely discussed in the tourism liter-
ature (e.g., Payne & Dimanche 1996, Smagulova et al.
2009). Implementation of codes of ethics has also been
supported by international tourism organization, such
as UNWTO, who launched the global code of ethics for
tourism aiming to promote responsible and sustainable
tourism in the late 1990s. However, previous stud-
ies have focused more on the codes practiced among
tourism operators; rather than consumers’ responses
to the codes (e.g., Coles 2007). Also, tourism studies
investigating the impact of codes of ethics on cus-
tomers’ perceptions and purchase intention seem to be
limited when compared to studies exploring the impact
of tourism accreditation. Similarly studies exploring
the effect of codes of ethics on perceived quality are
limited. This is despite the argument from authors,
such as Fleckenstein & Huebsch (1999) who have
stated that “ethics and quality can be equated since
the production of goods and services is prima facie
ethical treatment of the consumer” (p. 140). While,
Fleckenstein and Huebsch (1999) have highlighted the
ethical treatment of consumers, we argue that for tour
products, ethical treatment of the environment, local
community and employee are also associated with tour
quality. Accordingly, this present study investigates

whether tourists will associate codes of ethics regard-
ing the environment, local community, and employee
with tour quality. In addition to tour quality, it is also
evident that travellers in the developed countries, such
as the UK preferred to book a holiday with a com-
pany that has a written code of ethics. Accordingly,
this study hypothesizes:

H2a: Tourists will have more positive perceptions
about tour quality when a company practices
codes of ethics than when it does not.

H2b: Tourists will be more likely to book a tour
offered by a company that has codes of ethics
than a tour offered by a company that does not
have codes of ethics.

H3: Tourists’ perceptions about tour quality and tour
booking intention will be higher when a com-
pany is both accredited and has ethical codes
than when a company is either accredited or
has ethical codes, or does not practice ethical
initiatives at all.

3 METHOD

This study seeks to extend current knowledge by com-
bining two factors, tourism accreditation and codes
of ethics, in an experimental study and investigates
main and interaction effects. Experimental designs
are used when aiming to generalize about theoreti-
cal effects of variables (Sparks & Browning 2011).
As the purpose of this study was to investigate the
influence of selected factors, the experimental designs
were employed using a 2 (tourism accreditation: pres-
ence or absence) × 2 (codes of ethics: presence or
absence) between subject design. According to the
research design, the experiment involved four different
conditions. Tour brochures used as stimulus materials
were designed to allow the manipulations of tourism
accreditation and codes of ethics within a reason-
ably realistic setting. See Appendix A for a sample of
the stimulus material. While accreditation was opera-
tionalized by using the Green Globe 21, the codes of
ethics were operationalized by a set of written short
messages.

Two independent variables were measured with
three items each for the manipulation checks. Two
dependent variables were also measured by multi-
ple items with 7-point Likert type scales (Strongly
disagree to Strongly agree). Firstly, perceived tour pro-
gram quality was measured by four items based on the
work of Geva and Goldman (1989, 1991) and Petrick
(2004). Tour booking intention was measured by three
items based on Chiang & Jang (2006). See Appendix
B for the list of items for each construct and construct
reliability. An online survey involved 897 subjects.
Subjects were randomly assigned to one of four condi-
tions represented by different combinations of the two
independent variables. ANOVAs were used to analyse
the data.
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4 RESULTS

Before the two manipulations were tested for
their effectiveness, manipulation check procedure
(Perdue & Summers 1986) was first conducted.
ANOVAs were used for the analysis and the results
confirmed convergent validity for the manipulations
tested [F (1,893) = 475.194, p < 0.001 for accredita-
tion and F (1,893) = 607.145, p < 0.001 for codes of
ethics]. This means that the subjects perceived a tour
with the GG21 logo on the brochure as accredited tour.
At the same time, they perceived a tour promoted on
the brochure is a tour that operated under ethical codes
of conduct. Also, the subject viewed that accreditation
is different from codes of ethics.

Further, ANOVAs results showed significant and
positive main and interaction effects of the two
initiatives on all dependent variables. Firstly, there
was a significant and positive main effect of the
tourism accreditation on perceived tour program qual-
ity [F (1,893) = 12.50, p < 0.01, η2 = 0.014] and
tour booking intention [F (1,893) = 5.743, p < 0.05,
η2 = 0.006]. Similarly, codes of ethics positively influ-
enced perceived tour program quality [F (1,893) =
41.698, p < 0.001, η2 = 0.045] and tour booking inten-
tion [F (1,893) = 35.138, p < 0.001, η2 = 0.038].Table
1 below shows the differences in mean scores between
groups of subjects. According to the results, hypothe-
ses H1a, H1b, H2a, and H2b are supported. Interest-
ingly, codes of ethics appeared to have stronger effect
than accreditation as indicated by the partial eta square
(η2).According toTabachnick and Fidell (2007), while
effect sizes of accreditation on the two dependent vari-
ables are considered relatively small, effect sizes of
codes of ethics are reasonably moderate.

Table 1. Means for significant main and interaction effects.

Dependent variables

Tour program Booking
quality intention

Manipulations M SD M SD

Main effects
Accreditation

Presence 5.29 0.89 5.13 1.24
Absence 5.06 1.07 4.92 1.38

Codes of ethics
Presence 5.38 0.85 5.28 1.15
Absence 4.97 1.08 4.77 1.42

Interaction effects
Accreditation & 5.42 0.81 5.28 1.16

code presence
Accreditation 5.16 0.95 4.97 1.30

presence;
codes absence

Codes presence; 5.35 0.88 5.28 1.14
accreditation
absence

Accreditation & 4.78 1.17 4.56 1.52
Code absence

Moreover, the results indicated significant, positive
and small interaction effects of the two ethical-CSR
initiatives on customers’ perceptions and tour book-
ing intention. The effects on perceived tour program
quality [F (1,893) = 5.728, p < 0.05, η2 = 0.006] and
tour booking intention [F (1,893) = 5.501, p < 0.05,
η2 = 0.006] are relatively equal.According to the mean
scores as shown in Table 1, it can be concluded that
tourists are likely to have the highest positive percep-
tions about the quality of a tour when a company is
implementing both accreditation and codes of ethics
(M = 5.42). In contrast for tour booking intention, the
mean scores between the group of subjects in the first
condition (presence of both accreditation and codes of
ethics) and the group in the third condition (Presence
codes, but absence accreditation) are not significantly
different (M = 5.28).This means that tourists are likely
to book a tour not only when a company has practicing
the two initiatives, but also when a company is only
practicing codes of ethics. Accordingly, hypothesize
H3 is partially supported.

5 DISCUSSION

The empirical findings of this study confirm an
increasing trend of ethical consumerism in the tourism
industry (Center for Responsible Travel 2010, Good-
win & Francis 2003). More importantly, the study
adds to the growing literature concerned with CSR in
the tourism business context, particularly, the propo-
sition about the influences of CSR communication on
customer variables (Du et al. 2010). For tourism prod-
ucts, it is common in today’s market place that tourism
businesses promote their CSR activities. Ethical-CSR
activities, such as tourism accreditation and codes of
ethics have appeared to be the most common forms
of CSR promotion. While there are previous studies
about tourists’ responses to accreditation programs or
ecolabels (Bergins-Seers & Mair 2008, Reiser & Sim-
mons 2005), little is know about how tourists respond
to a provision of codes of ethics in marketing cam-
paigns. Findings of this study have revealed separate
effects of each initiative, compared their effects, as
well as highlighted more complicated effects with
tourism accreditation interacting with codes of ethics.

In general, it is concluded that tourists are likely
to have more positive perceptions about tour program
quality and more likely to book a tour when a com-
pany either adopts accreditation or practices codes
of ethics. In particular, the results indicating posi-
tive effect of tourism accreditation are consistent with
previous studies observing the positive link between
accreditation and quality (Bergin-Seers & Mair 2008,
Cristiana 2008, Foster 2000; Hjalager 2001). However,
this current study shows the empirical findings that are
more generalized due to a substantially larger sam-
ple used. One key contribution of this current study is
the extended knowledge about the impacts of codes of
ethics. This study is the first study finding that codes
of ethics can also enhance tourists’ perceptions about
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the quality of a tour and influence booking intention.
These results can be partly explained through Flecken-
stein & Huebsch’s (1999) statement that ethics seems
to be important in the production of quality goods and
services. Even though Fleckenstein & Huebsch (1999)
have focused on ethical treatment of customers, this
current study argues that customers also perceived the
importance of ethical treatment of other stakeholders
addressed in ethical codes, such as the environment.
While Goodwin (2005) has reported that British trav-
ellers preferred to book a holiday with a company that
has a written code of ethics, this study shows that
codes of ethics also appeared to be important for Aus-
tralian tourists when selecting a tour. In brief, this study
extends on the knowledge that in some cases the initia-
tives that are seen as more reliable due to a complicated
process and standard-guarantee, such as accreditation
are not as influential as the initiatives, such as codes
of ethics, which a company can establish on their own.

Even though each initiative has positive influences
on tourists’ perceptions or tour quality and intention
to book a tour, it is significant to point out stronger
and more complicated effects when accreditation and
codes of ethics are interacted.This is also the first study
comparing the effects of accreditation and codes of
ethics. These overall results support Buckley (2002),
who has noted that accreditation and voluntary codes
could enhance customers’ choice evaluations. How-
ever, it is interesting that the findings highlighted a
stronger effect of codes of ethics, especially on tour
booking intention. That is because it was found that
tourists are still likely to book a tour no matter whether
a company practices both initiatives or only codes of
ethics.

6 PRACTICAL IMPLICATIONS

Previous studies have proposed a conceptual link
between CSR communication about initiatives and
consumers’ responses (Du et al. 2010). Also, it is
argued that an initiative, such as accreditation pro-
gram is perceived as a symbol of quality (Font 2002).
As a source of information about CSR, it is noted
that accreditation programs influence customer choice
(Buckley 2002). The empirical findings of this cur-
rent study confirmed these previous arguments about
the impact of accreditation programs on tourists’ per-
ceived quality of a tour and tour booking intention.
Accordingly, it is suggested for tour operators to adopt
an accreditation program. However, it is argued that
adopting accreditation involves complicated processes
and requires large resources (Font 2002); therefore,
adopting an accreditation program might not be the
right start for tour operators, especially small-to-
medium companies, to practice CSR. In addition, an
important finding of this study is that an ethical initia-
tive of codes of ethics appeared to play a key role in
CSR communication. Codes of ethics had a positive
influence on both perceived tour program quality and
tour booking intention. More importantly, it has a

stronger impact than accreditation. It is possible to say,
according to the current findings and Goodwin (2005),
that tourists from developed countries care about a
company’s ethical codes of conduct. Accordingly, it
is highly recommended for all types and all scales of
tour companies to implement codes of ethics when
communicating tour features to potential customers.

7 APENNDIX A

A sample of stimulus material

8 APPENDIX B

Factor loading of scale items and construct reliability
of the manipulations and dependent variables.

Construct/ Loading∗ Reliability
Item scale Factor (α)

The manipulations
Tourism accreditation 0.83
1. This company appears to be

certified to conduct responsible
tours.

0.77

2. This company has been endorsed
by international accreditation
program, such as Green Globe 21.

0.90

3. This company seems to be
accredited by a recognized
eco-label.

0.92
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Codes of ethics 0.87
1. This company appears to conduct

tours under a code of ethics.
0.87

2. The company displays a code of
ethics on its brochure.

0.91

3.This company has a code of ethics. 0.92

The dependent variables
Perceived tour program quality 0.87
1. This tour seems to be high in

quality.
0.82

2. This tour seems to be well
designed.

0.89

3. This tour seems to provide a
rich experience.

0.88

4. This tour comprises a range of
things to see and do

0.79

Tour Booking Intention 0.92
1. If I were in the area, my likelihood

of booking this tour would be high.
0.92

2. If I were in Northern Thailand,
I would consider booking this
tour from this company.

0.94

3. Overall, if travelling to Thailand,
I would consider booking this tour.

0.94

∗Principle component analysis with Varimax rotation.
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The role of cultural familiarity on customer satisfaction in the context
of hotel service failure
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ABSTRACT: This paper reports the findings of a study that investigates the effects of severity of service
failure and cultural familiarity on customer satisfaction. The study also examines the interaction effect between
these two independent variables. An exploratory study using six focus groups was undertaken to elicit insights
into the potential influences of the proposed variables on customer satisfaction. The findings from the focus
groups were used to develop the stimulus material for an experimental research design. Ultimately, a 3 (cultural
familiarity: low, medium, high) × 3 (severity of failure: low, medium, high) experimental design was employed.
Using an online survey method, 740 respondents were randomly assigned to various scenario conditions and
were asked to rate their satisfaction levels (measured using a multi-item scale). Significant results were found
from the analysis of the data using ANOVA. Theoretical and practical contributions of the study, limitation and
suggestions for future studies are discussed.

Keywords: satisfaction, cultural familiarity, severity of failure, service failure, service encounter.

1 INTRODUCTION

Being the ultimate goal of any service firm, cus-
tomer satisfaction has long been a central topic in the
marketing field, whereby large amounts of research
has been conducted. However, despite the huge body
of literature on this topic, scholars continue to be
attracted to conduct research on customer satisfaction
for both theoretical advancement purposes and prac-
tical implications (e.g., Bowen & Chen, 2001; Furrer,
Liu, & Sudharsan, 2000; Sabharwal, Soch, & Kaur,
2010; Wu, 2011). In the tourism and hospitality sector,
this topic has often been linked to the cultural back-
ground of the customer and the service provider (e.g.,
Reisinger & Turner, 2001; Smith, Bolton, & Wagner,
1999; Weiermar, 2000). Indeed, incorporating cul-
tural aspects into tourism customer satisfaction studies
are deemed important due to the increasing global
opportunities for international travel and interaction.
Therefore, people from different cultures engage in
service interactions. Furthermore, the cultural interac-
tion between customers and service providers during
service encounters might lead to different interpreta-
tions, perceptions and evaluations toward the service
performance in the minds of both the customers and
the service provider (Strauss & Mang, 1999). Con-
sequently, service performance variations might be
regarded by certain customers as a failure due to
cultural differences.

The link between cultural differences and customer
satisfaction in the context of service failure has also

been extensively studied (eg., Patterson & Mattila,
2008; Patterson, Cowley, Prasongsukarn, 2006). How-
ever, the majority of these studies have focused on
the national cultural background that an individual
(either the customer or the service provider) pos-
sesses. Whilst it is critical to understand cultural
differences/similarities between customers and ser-
vice providers in the tourism field (Weaver & Lawton,
2010), customers’ familiarity with the culture of the
destination might also play an important role toward
satisfaction. For example, familiarity with the way the
service is delivered in various countries may have an
impact on how a customer evaluates the service stan-
dards. This is particularly true when service failures
occur, whereby customers may weight the same fail-
ure differently depending on their familiarity toward
the culture of the destination.

Thus, understanding customers’ evaluation toward
service performance from the perspective of cultural
familiarity is also considered essential. However, there
are limited studies which have addressed this issue.
Therefore, this study extends the limited literature by
investigating the role of cultural familiarity on cus-
tomer satisfaction by incorporating different levels of
service failure severity. The study also examined the
interaction effect between the two independent vari-
ables of cultural familiarity and severity of service
failure.

Following this introduction, the paper presents the
literature review, research methods, results, discussion
and finally the conclusion.
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2 LITERATURE REVIEW

This section provides a brief overview of the literature
supporting this study: customer satisfaction, service
failure, and cultural familiarity respectively.

2.1 Customer satisfaction

Customer satisfaction has occupied a central posi-
tion in the service and marketing literature. Cus-
tomers evaluate service performance before, during
and after service consumption. Based on their evalu-
ations, customers develop feelings of satisfaction or
dissatisfaction (Bitner, Brooms, & Mohr, 1994). More
specifically, satisfaction or dissatisfaction results from
the comparison of customers’ prior expectations and
the actual service performance (Oliver, 1980). When
a service performance does not meet the customer’s
expectations, the customer will be dissatisfied. On
the other hand, when a service performance meets
the customer’s expectations, the service is considered
satisfactory.

Customer satisfaction is thus used to measure the
level of the service performance. This evaluation is
seen from the eyes of the customer, and even though
service providers have performed to their best, the
outcome may still be regarded as dissatisfying by
customers. Thus, customers are the true judges of
service quality however, their judgments are rela-
tively subjective. This subjectivity might arise from
the different experiences that each customer pos-
sesses. Accordingly, the subjectivity of customers’
evaluations might also result from the level of their
familiarity with the culture of the destination. That
is, their previous experiences or current knowledge
of this destination context. However, despite being
heavily researched within the context of the hos-
pitality sector, where cultural interactions between
customers and service providers from different back-
grounds often occur, customer satisfaction has rarely
been integrated with cultural familiarity. For this rea-
son, this study enhances the understanding of customer
(dis)satisfaction toward service failure by incorpo-
rating cultural familiarity. Before discussing cultural
familiarity in depth, a brief review of what constitutes
a service failure is presented.

2.2 Service failure

Being performed by humans instead of machines, ser-
vice encounters may not be 100% standardized and
error free. Thus, during any service encounter, service
failure is a common phenomenon and is to some extent
unavoidable, even in well organized and well estab-
lished service firms (Mattila, 2001). Service failure is
defined as a mistake or error while services are being
delivered to customer(s) (Lewis & Spyrakopoulos,
2001). This error might be caused by the manner of
the staff (interpersonal failure) or the system (func-
tional failure) (Smith et al., 1999) and, might trigger
customer dissatisfaction (Sparks & McColl-Kennedy,
2001).

As we might logically expect, research in the area
of service failure has found that customer dissatis-
faction toward service failure might depend upon the
magnitude of the failure (Smith et al, 1999). While
this statement is fairly obvious at first glance, we
suggest that different levels of failure severity might
elicit different levels of responses and more impor-
tantly interact with cultural familiarity as a precursor
to customer satisfaction (see hypothesis 3). As such,
the following hypothesis was proposed:

Hypothesis 1
There are differences in the levels of customer’s
satisfaction based on the level of the severity of
service failure.

2.3 Cultural familiarity

Culture is identified as a broad, complex, unique,
multidimensional, and abstract concept (Donthu &
Yoo, 1998; Patterson & Mattila, 2008; Reisinger &
Turner, 2001) that is manifested in many aspects of
human life. Amongst other things, culture forms peo-
ple’s behaviour, habits, attitudes, and beliefs. In the
service oriented marketing literature, culture has been
often been linked to customer satisfaction. However,
the attention has mainly focused on the cultural dif-
ferences between customers and service providers
(Reisinger &Turner, 1997; Patterson & Mattila, 2008).
In contrast, the present research focuses on familiarity,
which refers to the levels of awareness or knowl-
edge about an object such as a product, either service
or good. This product or service awareness might
be obtained from information search, previous expe-
rience, or a third party’s recommendation, such as
friends, relatives, or travel agencies. Thus, cultural
familiarity in this study refers to the awareness of
culture, language, food, communication, and service
standards of the destination.

Much research has reported the role of product
familiarity on customer evaluation (e.g., Rao & Mon-
roe, 1988). That is, the more familiar a customer is
with the product/focal service provider, the higher the
customer’s evaluation will be (eg., Patterson & Mat-
tila, 2008). However, customers might become more
demanding when they are familiar with the product.
Thus, the opposite result might be obtained, whereby
the more familiar customers are toward a product, the
lower their evaluation will be. Similarly, in the context
of familiarity with the culture of a destination, the more
familiar are customers; the lower their evaluation will
be. However, while there have been a number of studies
that link the concept of product familiarity to customer
satisfaction, little has been done using the aspect of
familiarity with the culture of a destination. Therefore,
this study answered whether or not cultural familiarity
is able to explain the variations in customer satisfaction
levels. Thus, the following hypothesis was proposed:

Hypothesis 2
Customer’s satisfaction differs based on the
level of cultural familiarity.
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Whilst the severity of failure and cultural familiarity
have been proposed to influence customer satisfaction,
it is essential to understand whether customer satisfac-
tion toward high failure severity is the same whether
or not the customer is familiar or unfamiliar with the
culture of the location of the service failure. Thus, it
is arguable that there is an interaction effect between
these two independent variables.Therefore, in addition
to the previous hypotheses, the following hypothesis
was proposed:

Hypothesis 3
An interaction effect exists between the sever-
ity of failure and cultural familiarity leading to
customer satisfaction.

3 RESEARCH METHODS

This study employed a sequential mixed-methods
approach. First, an exploratory study using focus
groups was undertaken to elicit insights into the poten-
tial influences of the proposed variables on customer
satisfaction (Trianasari, Sparks, & Butcher, 2011).
Twenty nine Australians were recruited in six sepa-
rate group discussions. The findings from the focus
group were used to develop the stimulus material for
the present study.A 3 (cultural familiarity: low/Russia,
medium/Indonesia, high/Australia) × 3 (severity of
failure: low, medium, high) experimental design was
employed. Data were collected from 740 Australians
via an online based survey method. The respondents
were randomly assigned to various scenario condi-
tions and were asked to rate their level of satisfaction
(measured using a multi-item scale). Prior to the
main data analysis, realism and manipulation checks
were performed in order to ensure that the manipula-
tions worked as intended (Perdue & Summer, 1986).
Next, a series of ANOVA were conducted to test the
hypotheses.

4 RESULTS

This section presents the results of the two preliminary
tests of the credibility and manipulation effectiveness
of the stimulus material and the hypotheses testing.

4.1 Credibility and manipulation checks

A number of measures were included to test the cred-
ibility of the treatments and the manipulations of the
independent variables. The results of these tests which
used a 7-point scale were satisfactory. For the credibil-
ity checks, four items were used to represent realism of
the scenario (eg., 1 = very unrealistic, 7 = very realis-
tic) and the ease of the participants to imagine the
scenario (eg., 1= very easy, 7 = very difficult). The
respondents found the service conditions were real-
istic and were able to play the role as a hotel guest
(the lowest M = 5.5). For the manipulation tests, it can

be explained briefly that the respondents viewed the
description of severity of failure and cultural familiar-
ity to be different in the predicted directions. Hence,
the manipulations of the factors in each of the inde-
pendent variable were deemed valid (Mlow = 3.40,
SD = 1.56; Mmedium = 4.13, SD = 1.41; Mhigh = 4.48,
SD = 1.41 for severity of failure and Mlow =
2.55, SD = 1.30; Mmedium = 3.61, SD = 1.43; Mhigh =
6.34, SD = .81 for cultural familiarity). The next step
was to test the hypotheses which are discussed in the
next sub-section.

4.2 Hypotheses testing

The results show significant main effects for sever-
ity of failure and cultural familiarity on customer
satisfaction F(2,730) = 15.44, p = .000, ŋ2 = .04 and
F(2,730) = 3.49, p < .05, ŋ2 = .01 respectively. These
findings suggest statistical support for hypotheses
1 and 2. The respondents reported different levels
of satisfaction in different conditions of severity of
failure and cultural familiarity. Further analysis was
conducted to understand which groups differ by per-
forming a post hoc test using Tukey’s technique. This
test revealed that dissatisfaction was greater for those
in the medium/high failure severity conditions com-
pared to the low severity conditions. Furthermore, a
similar test was performed to understand which of the
cultural familiarity groups differed. However, no dif-
ference in the dissatisfaction levels of low, medium
and high familiarity was found.

More importantly, these main effects were quailfied
by an interaction effect between cultural familiar-
ity and severity of failure, F (4,730) = 3.24, p < .05,
ŋ2 = .02, which suggests that hypothesis 3 is sup-
ported. The mean scores of the simple effect of failure
severity within cultural familiarity on satisfaction
are shown in Table 1. The univariate F tests of the
simple effect of the severity of failure within each
level of cultural familiarity were found significant
(Flow (2,730) = 6.55, p < .01; Fmedium (2,730) = 4.20,
p < .05; Fhigh (2,730) = 10.30, p < .05). However, the
simple effect of cultural familiarity within each level of
severity of failure was only significant for high level
of severity (F(2,730) = 5.63, p < .01). Furthermore,
the simple effects analyses show that the main source

Table 1. Mean scores of failure severity and cultural famil-
iarity on satisfaction.

Cultural Severity of
familiarity failure

Low Med High Average

Severity of failure
Low 3.12 2.89 2.69 2.90
Medium 2.54 2.32 2.66 2.51
High 2.46 2.45 1.86 2.66

Cultural familiarity
Average 2.71 2.55 2.40
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Figure 1. The effects of severity of failure and cultural
familiarity on customer satisfaction.

of the interaction effect occurs in the highest level of
cultural familiarity. That is, the level of dissatisfac-
tion is substantially greater when cultural familiarity is
high for the high severity of failure condition, suggest-
ing greater levels of satisfaction when the customer
is unfamiliar with the culture. In other words, within
the high familiarity condition, respondents displayed
lower satisfaction when the severity of failure was high
versus low or medium; whereas within the medium
or low familiarity condition, respondents expressed a
lower level of satisfaction for medium or high severity
of failure compared to low severity. Whereas, within
the low level of severity, respondents showed lower sat-
isfaction for the medium/high familiarity compared to
the low level of familiarity. This interaction effect is
demonstrated in Figure 1.

5 DISCUSSION

The finding of this study confirmed the results of the
existing literature that failure severity is an impor-
tant determinant of customer satisfaction (eg., Smith
et al., 1999). That is, the more severe the service prob-
lem, the less satisfied the customer will be. This study
also supported its key hypothesis that cultural famil-
iarity affects customer satisfaction significantly. That
is, differences in customer satisfaction.

5.1 Practical contributions

For business practices, whilst it is hard to perform a
100% failure free service performance at all times,
it is important to consistently make a considerable
effort to minimize service failures in terms of num-
ber and severity. Keeping failures at minimum levels
could be achieved through continued training pro-
grams, particularly for employees who have direct
contact with hotel guests. Moreover, attention should
be paid to the cultural interaction skills and the knowl-
edge of customers’ levels of cultural familiarity with

the destination. This program would help employees
to anticipate customers’responses when failures occur.
However, this does not imply that customers who have
a low level of cultural familiarity and who tend to have
higher satisfaction should be neglected and the service
failures should be left unsolved. Employees should
treat customers equally and at the same time should be
able to anticipate and respond when customers, who
have either a low or high cultural familiarity, experi-
ence service failure. In addition, segmentation can also
be made in term of levels of cultural familiarity, thus,
service performance can be tailor-made, based on this
segmentation. With this strategy, service failure can be
minimized.

5.2 Limitation and future study

Whilst the use of experimental design which includes
a realistic scenario enhances the internal validity, it
reduces the external validity. Therefore, the results of
this study are not readily generalizable. In other words,
caution should be taken to view the results of this study.
To improve the generalizability, future study might
want to duplicate this study and extend it to other ser-
vice contexts, such as airlines or banks or using other
methods.

6 CONCLUSION

This study was undertaken to examine the effect of
cultural familiarity and severity of service failure
on customer satisfaction. A sequential mixed method
approach was adopted to conduct the study. Initially,
the results of six focus groups were used to develop
the quantitative study. Next, data from 740 Australian
respondents were gathered via online survey. Signifi-
cant results of the main and interaction effects of the
severity of service failure and cultural familiarity on
customer satisfaction were found in the hypotheses
tests usingANOVA.These findings offer a new insight
into the literature, particularly into the role of cultural
familiarity on customer satisfaction; as well as provide
considerable business implications.
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ABSTRACT: Despite the numerous benefits of the implementation of service guarantee in service organiza-
tion, there is dearth of studies that explored relationship between service guarantee, empowerment and employee
responsiveness in service recovery. The literature on the impact of service guarantee on empowerment and
employee role is still very limited. Therefore, the objective of this study is to examine the role of service guaran-
tee and its impact on employee empowerment and their responsiveness in service recovery effort. The study will
survey the frontline managers and front line employees in four and five star hotels in Malaysia. The employee’s
role and attitude during service breakdown and the remedial action taken will influence customer evaluation to
the service quality. The paper is expected to provide empirical evidence on the importance of service guarantee,
particularly in four and five star hotels in Malaysia which largely offers intangible product prior customer con-
sumption. The study is anticipated to contribute to an understanding that service providers need to manage the
service delivery and foster the service quality culture in the organization. The potential results of the proposed
framework are hopefully able to provide some guidelines for both academics and managers of the hotels in
managing the service and meet customer expectation.

Keywords: service guarantee, empowerment, service recovery, service quality

1 BACKGROUND OF THE STUDY

Increasingly, there has been growing body of knowl-
edge that emphasizes on importance of service guar-
antee in service industry. Industries like health care,
airlines, banking and hotels are among the service
organizations that offer service guarantee to its cus-
tomers (Tucci &Talaga, 1997).The presence of service
guarantee is to ensure customer needs and expecta-
tions are met while company superior service quality
is achieved through dedicated and knowledgeable
employees (Hart, 1988). Research on service guaran-
tee previously has mostly focused on the conceptual
models which suggest more empirical evidence to be
done.

Empirical findings on the impact of service guar-
antee to organization performance and consumer per-
ceived quality has been very limited where from
extensive literature search, only very few related stud-
ies can be found. Therefore, this study wishes to fill
the gap and provide clear understanding on the impact
of service guarantee to employee role which contribute
to the service quality delivered by the hotel.

2 LITERATURE REVIEW

2.1 Service guarantee

There are no single definitions of service guarantee
that can be found in the literature. Some researchers
view it as policy and some say that it is a firm promise.
To start with, it is wise to understand the meaning of
guarantee itself. Service guarantee is initially viewed
by Hart (1988) as service promised made by the
organization to provide customer the service at its stan-
dard and compensate customers for its failure. Hart
(1988) contends that a good guarantee constitutes cus-
tomer satisfaction unconditional without any strings
attached. On the other hand, Kashyap (2001, p. 3)
defined service guarantee as ‘(1) a service promise
or pledge that convey the firm’s willingness to engage
in behaviors considered desirable by its customers (2)
compensate them in case of service failure’.

In general, by screening the definition of service
guarantee, it can be said that a service guarantee is
the firm commitment on the service outcome and
customer is insured against service failure during the
service consumption. It also acts as promises to deliver
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reliable services to consumer and reduce their per-
ceived risk in purchasing the service/product. It is
evident that service guarantees are useful tool for
the service organization as a signal to highlight ser-
vice quality and as performance measure (Kashyap,
2001). On the same line of thought, service guarantee
serves as firms internal marketing program to quality
improvement (Hays & Hill, 2006b).

2.2 The relationship of service guarantee and
empowerment

This study will look at one facet of service guarantee,
that is to organizational service performance which has
increasingly gaining attention, theoretically and prac-
tically, from scholars that highlighted the importance
of delivering quality service to customers. Addition-
ally, the study focused on unconditional guarantee
that promises performance on all service processes
rather than specific guarantee that concentrate on one
particular aspect of service delivery.

The link of service guarantee and empowerment
was initially highlighted by Wirtz (1998), where he
theoretically suggested that empowerment is neces-
sary for the organization to run their service guarantee.
Wirtz argues that empowered employees will deliver
more satisfying service rather than non empowered
employees. In service guarantee context, empower-
ment plays a significant role and impacts on customer
perceived service quality. Accordingly, Ray Schultz,
Chief Executive Officer of Hampton Inn states that
service guarantee is a mechanism to improve guest
service and build loyalty, and the key to make it work
is by giving the employee power to execute it (Sowder,
1996)

Examples from past research has showed that
service guarantee has positive effect to employee
motivation and participation and foster positive
service culture in the organization (Hays & Hill,
2006a, 2006b). In relation to this, Kashyap (2001)
argued that employees will be more enthusiastic in
performing their job if they are given chance to deliver
service with some sense of own authority in order to
satisfy customer and enhance the service transaction.
Additionally, Kashyap argues that to implement suc-
cessful service guarantee, the organizations need to
give higher authority of contact staff to perform. Ritz
Calrton Hotel employees, for example, are empowered
to take necessary action to satisfy its customers need.

Lashley (1995) argues that if the organization’s
business strategy is to improved service quality, firm
need to consider the benefits of empowerment. The
literature uses terms like employee commitment,
employee participation, employee’s involvement and
employee empowerment interchangeably. However,
according to Lashley (1995), empowerment is differ-
ent in that it identifies employee need of individual
effectiveness and as main attribute to improve service
performance to the organization.

Recent empirical findings suggest that empow-
ered employees has higher job satisfaction and have

significant impact to customer perception of service
quality (Gazzoli, et al., 2010). Gazzoli et al. (2010)
conducted study and examined the answers from 474
restaurant contact employees and viewed response
from over 1000 of customers to determine the link of
empowerment to service quality. The results showed
that empowered employees has higher job satisfac-
tion and contribute to customer positive perception to
service quality.

Based on the above discussion, it could be argued
that employee empowerment has significant contribu-
tion to organizations in gaining competitive advantage
through service quality. Accordingly, the nature of
unconditional service guarantee that associated chiefly
with organizations aim for delivering superior service
quality has suggest the importance of empowering ser-
vice employees who render the services to customer.
Therefore, based on the above discussion, it could be
argued that empowerment of employees will have pos-
itive relationship with service guarantee and results to
better service quality.

Hypothesis 1: Service guarantee will result in
higher level of empowerment.

2.3 Responsiveness in service recovery effort

In service industry, production and consumption
occurred at the same time where minimum supervision
exists before service delivery. Even though the organi-
zation try to deliver consistent service, to avoid service
failure at all time will not be possible. According to
Maxham (2001), service failures are any dissatisfied
moment experienced by consumers during the service
encounter. Shostack (1985) highlighted that service
encounter is the moment customer physically involved
with the service. Shostack definition does not limit
to customer interaction with service personnel but it
include the interaction between premise physical facil-
ities and other visible elements, for example, the hotel
rooms and its interior. Thus, service failure happen not
only between customer and employee interaction but
also with all the tangible elements around customer.

Service failure could occur during the process
of service delivery or during the later performance
(Lewis & McCann, 2004). Most service suppliers
experience service failure when delivering their ser-
vices to customer during some moments (Metters,
Metters, Pullman, & Walton, 2006). Service failure
happen based on a factor or the integration of techni-
cal and system faulty, service delays, uncontrollable
factors such as weather or disaster and human care-
lessness which will affect service seriously (Metters,
et al., 2006). Service failure can occur within any
dimension of service and as identified by Bitner,
Boom and Tetrault (1990), it has few categories. It
includes employee behavior when dealing with mis-
takes either the core or supplementary services and
unexpected employees response, while Bailey (1994)
focused on problem customers and the act of waiting
(McDougall & Levesque, 1999).
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Service guarantees provide firms opportunities to
identify the fail point in service delivery and assist
service recovery (Tax & Brown, 1998). In addition,
customer complaint during service failure serves as
incentive for firm to identify the root of failure and as
an effective medium for listening to customer feedback
(Kashyap, 2001). In line with this, Hart et al. (1990)
argue that crucial to the service recovery effort are
front line employees. The front line employees must
be empowered in order for them to respond fast to
customer problem. Employees must know that they
are allowed to use their judgment to solve customer
problem such as apologize, giving free night stay, free
meal, send flowers and room discount.

Customers expect the company to be responsible for
the failure and solve it quickly (Andreassen, 2000).
Consequently, quick recovery and employee prompt
respond when things go wrong is crucial (Bell &
Zemke, 1987). By responding quickly, a firm com-
municates a sense of urgency and demonstrates that
customer’s concern is the company’s important matter
(Berry et al., 1994). This implies that service employ-
ees’ especially front line workers must be empowered
to take necessary action that perceive as right or fair
given the situation and customer difficulties.

Employees that deal directly with customers gen-
erally are in the best position to respond and solve
customers’ problems that may occur during service
encounter (Hocutt & Stone, 1998). In particular,
empowering service employees is the best ingredient
in efficient recovery effort (Hart, et al., 1990). Based
upon these ideas, the next formulated hypothesis is:

Hypothesis 2: Higher level of empowerment
will result in higher level of employee respon-
siveness in service recovery effort.

2.4 Service quality

Establishing service quality in manufacturing indus-
try has been far ahead compared to measuring quality
in service industry. Measuring service quality in man-
ufacturing sector is different from quality in service
context (Hays & Hill, 2001; Kathawala & Elmuti,
1991) due to distinct characters of these two industries.
Most manufacturing products are tangible and visible,
capital intensive and require less presence of customer.
Unlike products, services is intangible, more labor
intensive and require the presence of both employees
and customers at the same time to perform service.

Service quality is an important contributor to cus-
tomer satisfaction (Metters, et al., 2006). Customer’s
perception on service excellent has been found to
increase satisfaction which leads to customer reten-
tion and purchase intention (Cronin & Taylor, 1992;
Kandampully & Suhartanto, 2003; Kivelä & Chu,
2001; Söderlund, 1998). Additionally, it has been well
recognized about the significant of customer satisfac-
tion, service quality and their willingness to return
and become loyal (Jones & Sasser, 1995). In relation
to this, review of literature highlights the important

dimensions of service quality. Zeithaml et al. (1988)
found five key dimensions of service quality; reliabil-
ity, assurance, tangibles, empathy and responsiveness.
Service guarantee has positive effect on customer sat-
isfaction by displaying responsiveness; which is one
of critical SERVQUAL dimensions.

According to Hays and Hill (2001), service guaran-
tee is one means for firms to improve service quality.
The promises of service guarantee that will offer ser-
vice at its standard and compensate customer in some
way during service failure communicate to employ-
ees the desired service to deliver to customers. In line
with this, Hart (1988) posits that service guarantee
introduce by firm can foster positive service culture.
Hays and Hill (2001) argue that service guarantee
motivate firm to improve service quality by stressing
the economic benefits which result from the continual
improvements in service quality.

Empowerment is one of the firm key strategies to
achieve competitive advantage through service qual-
ity (Lashley, 1995). A well known service credo,
Ritz Carlton, is a classic example of firm that highly
committed for its service quality. The service credo
“Ladies and Gentlemen Serving Ladies and Gentle-
men” reflects the firm commitment to attain high
standards of guest service in all areas and departments
without exception. Another good example is Hamp-
ton Inn where it improved its quality service after
the service guarantees introduction and empowered
its employees to meet the guarantee standard (Sowder,
1996).

Based on the above discussion, it could be argued
that empowerment of employees will have positive
relationship with service guarantee and results to better
service quality. Therefore, the next hypotheses will be:

Hypothesis 3: Higher level of empowerment
will result in higher level of service quality

3 CONCEPTUAL FRAMEWORK

Based on the reviewed literature, the proposed con-
ceptual framework of the present paper shown below.
The following illustrates the proposed model:

The result will show on the impact of service guar-
antee on empowerment and employee responsiveness
in service recovery which contributes to the perceived
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quality by customers. The proposed model will con-
tributes significantly to an understanding of a theory
in several ways. First, it emphasizes on the impor-
tance of having service guarantee and its relationship
with empowered employees. Next, it emphasizes on
the importance of handling complaint efficiently by
taking appropriate service recovery procedures.

4 PROPOSED RESEARCH METHODOLOGY

Research method refers to tool that will be used to
collect data and analyze it (Nardi, 2003). This study
is will use quantitative method in order to investigate
the proposed hypotheses. In achieving this objective,
survey method will be employed. Questionnaire as
research tool will be distributed to respondents and
this method is considered to be the most appropriate
as it is not easy to categorize the opinions given by
different respondents (Ngai, Heung, Wong, & Chan,
2006). The self-administered questionnaire is consid-
ered to be the most appropriate method as this will
categorize the opinion given by different respondent
in the survey. According to Nardi (2003), this method
is widely used to study human behavior that is difficult
to evaluate.

4.1 Study population

The sampling frame of this study consisted of The
Tourism Malaysia’s Accomodation Directory 2010-
2011, which is used to identify hotel organizations to
be used in the study. The hotels with rating of four and
five star in Wilayah Persekutuan, Putrajaya and Selan-
gor will be solicited for participation. Hotel below four
star will be excluded. Particularly, the study employs
purposive sampling as it has some traits that suit to
the need of study. Purposive or judgmental sampling
involves pointing particular group which the study
believe that it have certain attributes that is anticipated
to provide information to the study (Nardi, 2003). The
decision of selecting four and five star hotels is guided
by Boulding & Kirmani (1993) that argue good repu-
tation and high operating standard organization will
have higher commitment and offer meaningful and
credible service guarantee compared to lower rank
organization. In terms of the regionality of hotel, cen-
tral region is selected as it supplied almost half of the
four star and five star hotels throughout Peninsular
Malaysia.

4.2 Suggestion for future research

This paper is expected to contribute to the existing
body of knowledge on service guarantee, empow-
erment and service recovery, specifically in hotel
industry. This study hopes to share current knowledge
on the importance of delivering quality service among
employees and maximizing customers’ satisfaction
during the service interaction with both practitioner
and researcher in the industry. It is expected that

this study will provide an empirical analysis on these
relationships. The results of the study should pro-
vide empirical evidence on the importance of service
guarantee and its related consequences.
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Emotional intelligence and turnover intention: The case of front office
frontliners in Kuala Lumpur’s 5-star hotels
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ABSTRACT: One of the issues that are prevalent in the hospitality industry is employee turnover. If not handled
it could lead to loss of valuable human capital. This current study was developed with the assumption that the
turnover issue lies at the emotional level of the employees, therefore the objective was to identify the relationship
between the emotional intelligence of front office front liner and their turnover intention in Kuala Lumpur’s
5-star hotels.
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1 INTRODUCTION

The Malaysian services sector accounts for 58% gross
domestic product (GDP) and is expected to produce
growth rates of 7.2% annually until 2015, increasing
its contribution to GDP to 61% by the end of thatvery
same year (Economic Planning Unit, 2010). In addi-
tion, out of approximately 11.6 million employed
workers in 2009, 53.5% were in the services sector
and out of that figure; 1.7 million were employed in
the hospitality and tourism industry.

In the current climate of the hospitality and tourism
industry, especially in the accommodation sector,
employee turnover remains a problem for organiza-
tions due to the fact that the industry has a poor image
of offering long working hours, repetitive work and
low pay (Littlejohn & Watson 2004). Other authors
(O’Leary & Deegan, 2005) also concur, stating the
three main factors that results in high turnover in the
service industry which are namely: 1) long hours, 2)
poor remuneration and 3) demanding nature of the job
or task at hand.

Another reason for the high turnover rates in the
industry is employees are being poached by competi-
tors. According to the article “Staff Shortage Hurts
Asia 2007” the crisis has been further exacerbated by
the huge staffing demands now being fuelled by major
hotel developments across the region. This prompted
stop-gap measures by the government such as relying
on the inflow of foreign talent. This is really counter-
productive to the development of the local talent pool.

2 LITERATURE REVIEW & HYPOTHESES

2.1 Employee turnover

A review of the literature showed that employee
turnover had been covered by many authors (Ongori,

2007; Simon &Kristian, 2007; Abassi & Hollman,
2000; Igbaria, 1991; Argote & Epple 1990; Abelson &
Baysinger 1984; Bluedorn 1982; Mowday, Porter &
Steers, 1982; Nelson & Winter 1982; Staw 1980;
Dalton & Todor 1979; Price, 1977; Polanyi 1966) in
the past. Previous researchers (Ongori, 2007; Abassi
& Hollman, 2000) defined employee turnover as the
rotation of workers around the labour market; between
firms, jobs and occupations; and between the states of
employment and unemployment.

Previous researches have presented different con-
clusions on how employees’ turnover will effect on
the operational performance, based on both theoret-
ical and empirical analysis. Many have argued that
turnover has negative effects on the operational per-
formance due to the disruption of existing routines
(Dalton & Todor 1979; Bluedorn 1982) or the loss
of an employee’s accumulated experience (Argote &
Epple 1990; Nelson & Winter 1982; Polanyi 1966).
According to Flamholtz (1973), employee turnover
also causes fiscal impact which sometimes also refers
to the positional replacement costs. These impacts
include the costs incurred when an individual leaves,
costs of advertising the position and recruiting and
selecting a replacement, costs of new employee ori-
entation and training, costs of equipment underuti-
lization, and costs of lost production and productivity.
Others (Abelson & Baysinger 1984; Mowday, Porter &
Steers, 1982; Staw 1980) suggested that organisations
may benefit from the innovative thinking or increased
motivation that new workers bring to a job.

2.2 Emotional intelligence

Emotional Intelligence is defined as one’s ability to
perceive emotions, manage them and to reflectively
regulate emotions in order to promote both better emo-
tion and thought (Stewart, 2008; Mayer & Salovey,
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1997). The study of emotional intelligence came
to prominence from the works of previous authors
(Bar-On, 1997; Goleman, 1995; Salovey & Mayer,
1990). It stemmed out from the idea that one intel-
ligence i.e. Intelligence Quotient (IQ) does not solely
explain or best represents the potential of individu-
als (Zeidner, Matthews & Roberts, 2009). Goleman
(1995) added that IQ is a factor that is important in
achieving success but it also has the least power in
predicting that very success. This is in line with the
notion made by the previous authors (Stewart, 2008;
Stein & Book, 2006; Goleman, 1995, 1998; Bar-On,
1997) that the emotional intelligence of an individual
is more significant as compared to their IQ in defin-
ing one’s capacity to be professionally and personally
successful.

2.3 Emotional intelligence and turnover intention

A review of the past literatures presents a number of
studies (Jordan & Troth, 2011; Stephens, 2011; Miller,
2011; Ohrberg, 2010; Hall, 2010) on the relationship
between emotional intelligence and turnover. Unfor-
tunately, to date, no study was found pertaining to the
emotional intelligence and turnover intent in the hos-
pitality industry. The studies’ sample varied ranging
from Information Technology (IT) employees, staff of
Aerospace companies to correctional staff.

Jordan and Troth (2011) conducted a study on the
emotional intelligence and leader member exchange
towards employee job satisfaction and turnover intent.
The researcher found that emotional intelligence
showed a positive relationship with all of the variables,
where emotional intelligence relates to employee’s
turnover intention, relates to a higher job satisfac-
tion and is also related to higher quality levels of
leader member exchange.The relationship between
emotional intelligence and turnover intention also was
recorded in the study conducted by Carmeli (2003).
The study concluded that there is a significant and
direct relationship between emotional intelligence and
the employee’s turnover intention.

However, three studies (Miller, 2011; Stephens,
2011; Ohrberg, 2010) produced results that were the
total opposite. All of the studies concluded through
statistical means that the association between the two
variables were not significant. In the study by Ohrberg
(2010) all four hypotheses or assumption pertaining to
the relationship of both variables were rejected.

H: Employee’s emotional intelligence relates nega-
tively to their turnover intent.

3 METHODOLOGY

3.1 Participants and respondents

For the purpose of this study, the targeted respondents
were the front office front liners of the 5-star hotels
in Kuala Lumpur. Based on preliminary study, there
was an average of 15 frontliner front office staff in one

5-star hotel.Therefore, it was estimated that there were
a total number of 315 front office staff in all the hotels.
A response rate of 86% or 181 questionnaires were
gathered from the all the 5-star hotels in Kuala Lumpur.

3.2 Measures

The data collection instrument i.e. the questionnaire
for the study was adapted from the instruments con-
structed by Wong and Law (2002) and Jackofsky and
Slocum (1987) for emotional intelligence and turnover
intention respectively.For the emotional intelligence
instrument, a modified 7 point Likert scale was used
and for the turnover intention, a 5 point Likert scale
was utilized. The 16 items of emotional intelligence
describes four attributes which were namely: 1) self-
emotion appraisal, 2) others’emotion appraisal, 3) use
of emotion and 4) regulation of emotion. While there
were 4 items describing the turnover intention of the
employees.

3.3 Data analyses

The data was analysed by using Statistical Package for
Social Science (SPSS) software. Cronbach’s alpha was
used to test the reliability of the gathered data. In terms
of the demographic analysis, descriptive statistics were
used. The relationship between the two variables was
analysed using linear regression as the method enables
the researcher to answer the questions and hypotheses
of the study.

4 RESULTS

4.1 Profile of sample

Male respondents made up a total of 132, representing
72.9% of the total respondents. The number of female
respondents on the other hand is 49, which translates
to 27.1%.Most of the respondents are those within the
age range of 21–24 years old with a total of 82 which
translates to 45.3%. This is followed by those who are
below the age of 20 with a total of 50 which represents
27.6%. Next are those under the age range of 25–30
years that amounts to a total of 31 respondents, which
translates to 17.1%. Lastly, are those who are within the
age range of 31–34 years of age that represents 9.9% of
the total respondents..” Majority of the respondents are
in the category of less than a year, amounting to a total
of 99 respondents which translates to 54.7%. Followed
by those who are at the organization for 1–2 years, with
58 respondents and represents 32.0%. Next are those
under the category of 2–3 years at the organization
with 21 respondents, which represents 11.6%. Lastly,
only three respondents were with the organization for
3–4 years, which is 1.7% of the total respondents.

4.2 Hypothesis testing

Table 1 shows that 35% of the variance in turnover
intention were collectively explained by the emotional
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Table 1. Results of hierarchical regression for emotional
intelligence and turnover intention.

Predictor Std. β

Emotional Intelligence
Self-emotion appraisal −.379*
Others’ emotion appraisal .067
Use of emotion .121
Regulation of emotion −.408*

R2 .354
Adj. R2 .324
R2 Change .340
F Change 22.658

∗p < .01.

intelligence variable (R2 = .356, F Change = 22.658,
p < .05), with the four demographic variables con-
trolled. Two dimensions of emotional intelligence,
self-emotion appraisal (β = −.379, p < .01) and reg-
ulation of emotion (β = −.408, p < .01) significantly
predicts employee’s turnover intention. While the two
other dimensions does not, others’ emotion appraisal
(β = .067, p = .407) and use of emotion (β = .121,
p = .083) both shows that they do not significantly pre-
dict employee’s turnover intention. Thus indicates that
the hypothesis is partially supported.

5 DISCUSSION

The hypothesis strives to identify the relationship
between the emotional intelligence of front office
staff of 5-star hotels in Kuala Lumpur and their
turnover intention and whether it has a negative asso-
ciation. This assumption has been verified through
the findings of the regression analysis conducted
on the two variables. Based on Table 4.9, two out
of the four dimensions of emotional intelligence,
namely: 1) self-emotion appraisal and 2) regulation
of emotion, recorded negative significant influence on
turnover intention with beta scores of, β = −.379 and
β = −.408 respectively, both having p < .01.

Jordan and Troth (2011) noted similar results to the
findings. Where the awareness or assessment of own
emotion significantly relates negatively to turnover
intention. In relation to regulation of emotion, the
result is consistent with the findings of Borys (2005),
which it was reported that regulation of emotion is
negatively associated to turnover intention.

From the statistical figure it is noted that the two
dimensions, others’ emotion appraisal and use of
emotion (β = .067, p = .407) and (β = .121, p = .083)
respectively,does not significantly predict turnover
intention of employees nor does it show negative rela-
tionship as postulated by the hypothesis. The findings
are rather dissimilar to the findings of Borys (2005)
where both dimensions were significant and were
negatively associated to turnover intention.

After reviewing previous studies it was established
that there were authors who noted similar results.Wong
and Law (2002) in their study of the effects of
leader and follower emotional intelligence on per-
formance and attitude documented that dimensions,
others’ emotion appraisal and use of emotion did not
have a significant negative relationship with turnover
intention. In rationalizing the findings of Wong and
Law (2002), the author Borys (2005) concluded that
the reason of the difference in findings could be due
to the fact that both studies were conducted to dif-
fering cultures therefore bearing results. As a general
note the study conducted by Borys (2005) was done in
America and Wong and Law’s (2002) was set in China.
Thus it could be construed that the findings of this cur-
rent study is different due to factors such as culture,
industry and etc. Thus, by having two sub-hypotheses
accepted and the other two rejected, the hypothesis is
seen to be partially supported.

6 IMPLICATIONS

This study adds to the body of knowledge by improving
or increasing the understanding of emotional intelli-
gence as a whole and the study also deepens the model
proposed by Wong and Law (2002), the WLEIS. The
study also closes the gap in the study of emotional
intelligence somewhat by expanding into a different
scenario or industry, in this case is the hospitality
industry specifically the accommodation sector which
ultimately helps in providing certain credibility to the
study.

Another implication of the study is that the find-
ings basically help the managers in identifying factors
that may lead to the turnover of their employees. In
this case, it deals with the emotional intelligence of
the employees. By having a clear understanding on
how different or unique their employees are and know-
ing how they are emotionally, managers or leaders
would be able to be tactful in managing them. Thus,
this emphasizes the importance of having a good rela-
tionship between leaders and their employees. This
does not mean that the leader’s assertiveness or disci-
plinarian nature should give way, a certain balance is
needed and this knowledge enables them to hopefully
achieve that balance. As stated by Yukl (2006), a suc-
cessful leader needs to possess emotional intelligence
as opposed to just having technical and theoretical
knowledge.

7 LIMITATIONS & RECOMMENDATIONS

The study was conducted by employing a cross-
sectional method, where all the data was gathered
at a specific period or point of time. This limits the
data analysis to that certain point of time, thus pre-
senting the researcher and the readers a depiction
that is constrained specifically only to that moment,
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whereas one might obtain results or data that are com-
pletely different at another point of time. However, the
cross-sectional method is appropriate for this study
due to the fact that it is economical both terms of
time and money. Therefore, in order to acquire a more
“complete” understanding on the association of both
emotional intelligence and turnover, it is suggested that
for future research, a longitudinal approach should be
utilized to address any changes of data through the
shift of time.

Another limitation to the study is the fact that the
issue at hand revolves around the issue of employee’s
turnover intent. The truth might have been held back
due to concerns or fears that their employers might
be made known of the information that they provided
and that there would be repercussions. Thus, providing
answers that would seem neutral or amicable instead
of providing information on what they really feel. It
is worth noting that the study was conducted with the
utmost confidentiality and that the respondents were
notified that their answers were strictly confidential
and were not disclosed to any other party.

Another noteworthy recommendation is that future
research should compare the emotional intelligence of
employees and their employers and whether it would
relate to any work related outcomes because this study
only focuses on the emotional intelligence of the
employees. Perhaps the act of capturing emotional
intelligence of leaders is as vital as the emotional intel-
ligence of their employees and that it could also be a
factor in issues such as employee turnover.

8 CONCLUSSION

This study generally tries to uncover the associa-
tion of emotional intelligence to the dreaded issue of
employee turnover faced by every organization but
in this study’s case, turnover faced in the hospitality
industry. It is hoped that this study would be signif-
icant to both the academicians and industrial leaders
alike in provide more insight the subject at hand thus
facilitating them in expanding into the deeper depths
of emotional intelligence and ultimately developing
it further, such as developing new questions, new
assumptions that would only help to enrich the body
of knowledge.

It is also important to note that the study of emo-
tional intelligence is hoped to be of use in the develop-
ment of new policies in any organizations that values
their human capital. Industrial players, managers and
leaders alike would profit in the expansion of their
knowledge in everything human. Organizations are not
run by machines; therefore it is important to further our
understanding of every facets of the human nature.
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ABSTRACT: One of the major income generators to Malaysia’s economy is the hotel industry. Due to the
offerings of a hotel, which is service, it is significant for hoteliers to emphasize on customer satisfaction towards
service quality and prevention of low customer satisfaction to maintain the hotel’s reputation. The purpose of this
study is to assess the customer satisfaction towards service quality provided by hotels in Melaka as well as pointing
out the issues in service quality that hoteliers need to be aware of to reach and exceed customer expectations.
Services performed in a hotel may not be visible but can bring great threat to the hotel by imprinting negative
perception and bad customer satisfaction on the overall service quality of the hotel. Therefore, this research is
to find out the connections between several important areas of hotel’s operation with the effect it will bring to
service quality and customers’ experience. A total of 200 respondents consisting of Malaysian and foreigners
have been interviewed. SPSS has been employed for data analysis with all the Cronbach alphas above 0.7 and all
the assumptions of multiple regressions have been fulfilled. The results showed that restaurant services and front
desk services are found to have positive influence towards the service quality of hotels in Melaka. In conclusion,
this study provides empirical evidence of restaurant services and front desk services offered by the hotels will
lead to the building of good service quality.

Keywords: service quality, room service, hotel, Melaka

1 INTRODUCTION

Melaka is a famous historical state in Malaysia and
which eventually shapes into service markets to pro-
mote the growth of the tourism industry. The numbers
of tourists entering Melaka increase every year. Inns
and hotels have been built due to several conditions
and they are trying to improve their service quality in
order to satisfy their customers.

Developing this sector is a significant issue because
UNESCO has included Melaka as a World Heritage. It
is predictable that the tourism and hotel industry will
be having rapid growth. This will likely to be accurate
because Melaka is being maintained and preserved as
a unique cultural heritage, art and historical places.

Figure 1 shows the arrivals of tourists in the
Melaka’s hotel as at March 2012. Melaka hotel indus-
try has reached an impressive chance in amount of

2010 2011

Malaysians Foreigners Malaysians Foreigners

1,799,832 2,089,161 1,811,799 2,091,249

[Source: Tourism Malaysia 2011].

Figure 1. Hotel guests by state for 2010/2011.

tourists. This shows that every year, the hotel guests
that visits to Melaka is increasing and this prove that
has hotel industry in Melaka will have a Melaka great
potential to enhance the country’s economy.

2 DETERMINANTS OF SERVICE QUALITY

The concept of service quality is wide and var-
ied. Many investigations and development have been
done in past studies. For example, service quality
is viewed as meeting customers’ expectations (Para-
suraman et al., 1985), value (Feizenbaum, 1951),
conformance to requirements (Crosby, 1979) and fit-
ness for use (Juran et al., 1974) as cited in the research
of Vijayadurai J. (2008). In the citation of Asyura N.
(2010), Oliver (1980) has also stated that customers
perceive the service quality level by judging whether
the service performed is good or bad based on their
expectations. Hence, if a bad event takes place in the
experience of the customer, it will influence the over-
all customers’ perception towards the service quality
offered by the particular firm (Ford & Heaton, 2000).
In addition, Carlos et al. (2007) believe that the level
of service quality is determined and evaluated through
customers’ opinions.
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The major profit contribution is the guestrooms.
Hence, there is a need for hotel management to con-
tinuously evaluate the purpose and functions of their
main product, the hotel rooms. Nobles (1999) stated
that the five senses of human which is sight, audi-
tory, taste, olfactory and tactile as well as ambience
which refers to the room’s architecture, decorations
and furnishings should be the guide for improving
and upgrading of guestrooms. Walker (2002) has also
added another sense, the ‘sixth sense’ which refers
to intangibles such as emotion, atmosphere and fan-
tasy, influencing the perception of guests towards the
hotel rooms. Therefore, this leads to the establish-
ment of the first proposed hypothesis for this study
to assist hotels in Melaka in deciding whether to
or not to focus on room service to enhance service
quality:

H1: Room services is positively related to service
quality.

According to Kattara et al., (2008), employee atti-
tudes and behaviours varies in a workplace. It is stated
as various sequences of actions performed by employ-
ees within a company. Particularly for hotel industry,
which is a service sector and involves mainly interac-
tion of employees and customers need to take note
on this element. According to King (2004), nega-
tive employee attitudes has destroyed many businesses
and cost the employers millions of dollars daily. It
also results in driving customers away, low customer
satisfaction and low employees morale. Employees’
attitudes are thus significant to hotel organizations as
they play the role of a ‘string’ between the compa-
nies with their customers. Hence, the level of customer
satisfaction and service quality lies heavily on the
attitudes and behaviours of employees (Saad & Amy,
2007). Therefore, this leads to the establishment of the
second proposed hypothesis:

H2: Employees’ attitude is positively related to ser-
vice quality.

Restaurant is referred to the foods and beverages
offered in the hotel operations. It is also one of the
significant factors to a hotel’s success. According to
the Restaurant & Foodservice Market Research Hand-
book (2006), the main role of hotel restaurant is to
fulfil the customers’ needs of food and providing a
positive dining experience for hotel guests. Hoteliers
that are aware of the importance of the hotel restau-
rant and exceeding the expectation of customers in
this department will be able to differentiate itself in
the tough and competitive hotel industry. Ashton et al.
(2010) also agrees to this theory and adds in that restau-
rant is hotel’s one of the two main income sources,
with the other one is guestrooms. Weiss et al (2004)
conducted the research about attributes in hotel restau-
rant experience mainly on food quality, service quality,
atmosphere and novelty and how they influence the
visitors’ intention to buy. It is important for hotels in

Melaka to examine the influence of restaurant on the
service quality:

H3: Restaurant is positively related to service quality.

In a hotel, front desk personnel play a very impor-
tant role as they are the first person where the cus-
tomers will meet the moment they step into a hotel.
According to Vallen and Vallen(2004) as cited by
Sriyam (2010), from budget hotel to luxury hotel, front
office remains the centre of contact for hotel cus-
tomers. Not only that, the front desk also resembles
the first image of the hotel to the customers. There-
fore, being the centre of contact, this mean that the
front office contact most with the customers and it
is important for them to satisfy the customer’s needs
and expectations as it will be the first perception of
customers towards the hotel (Kunakitkumjorn, 2003
in the citation of Sriyam, 2010). Besides, there are
many research conducted on skills needed and human
resources in a hotel’s front office. Competency is one
of the key determinants of a success front office. Front
desk personnel needs to be clear of knowledge about
the hotel’s offering, product and services, promotion
and packages, types of rooms and facilities provided.
Therefore the fourth hypothesis is developed to help
Melaka hotel industry to examine the influence of front
desk on service quality:

H4: Front desk is positively related to service quality.

3 RESEARCH METHODOLOGY

A group of tourists were selected with appropriate
guidance of relevant literature to identify the four
main independent variables of this study: room ser-
vice, employees’ attitude, restaurant, and front desk.
These independent variables were then being further
discussed to identify its influence on service quality to
the hotels industry in Melaka. A descriptive research
was conducted to obtain data for further analysis and
to explain the relationships of the four independent
variables on service quality. Data collection for this
study was through a survey using questionnaires as
the tool. 5-point Likert scare was used for each item in
the questionnaires. A total of 200 respondents partic-
ipated in this study as all of them fulfil the condition
of staying in hotels in Melaka. As for data analysis,
Cronbach’s alpha and multiple linear regressions were
used to examine the relationships between the four
independent variables and service quality.

4 DEMOGRAPHIC PROFILING

The target respondents for this study were tourists
who have stayed in hotels in various parts of Melaka.
The respondents included tourists from oversea and
other states in Malaysia. Thus, there were a total of
168 respondents found qualified and included in this
study. Among these 200 respondents, only 8 of them
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Table 1. Reliability values for variables.

Variables Cronbach’s Alpha No of items

Room services 0.785 6
Employee attitude 0.859 6
Restaurant 0.739 6
Front desk 0.717 6

are non-Malaysian and 192 are Malaysians. 95 respon-
dents (47.5%) are males and 105 respondents (52.5%)
are females. Majority of the respondents fall in the
age group of 20 to 25 years old (66.5%), followed
by 26–30 years old (13.0%) and below 20 years old
(11.5%). There are only 9.0% or 18 respondents fall in
the age group of above 30 years old. 168 of the respon-
dents are single, followed by 30 of them are married
and both divorced and widower have one respondent.
As for the highest level of education, majority of the
respondents are Degree holders (71.5%), 26.0% are
Diploma holders or lower and only 2.5% are Master
Degree or higher qualification. Majority of them are
students (78.0%), followed by businessman (10.0%)
and the balance of 15.0% is those in other category
of occupations. The results also show that majority
of the respondents’ household income is in below
RM2000 (74.0%), followed by those in the range of
RM2001 to RM 3000 (13.5%), RM3001-4000 (9.0%)
and RM4001 and above (3.5%).

5 DESCRIPTIVE STATISTICS

The variables were measured based on multi-item
scales where each variable consists of more than 6
items. All the items then combined to measure the 4
independent variables in a consistent manner. The 5-
point Likert ranging from strong disagree (point-1) to
strongly agree (point-5) was applied to avoid neutral
opinion given by respondents. Table 1 shows the relia-
bility values for all the 4 independent variables in this
study. As table show, the coefficient alpha of room
services (0.785), employee attitude (0.859), restau-
rant (0.739) and front desk (0.717) is more than 0.7.
Among the independent variables, employee attitude
with 0.859 is the highest value.

6 HYPOTHESES TESTING

The dependent variable service quality was regressed
on all the independent variables. The four indepen-
dent variables fulfil the independence assumption
which these variables were statistically independent
and uncorrelated with one another. The probability
level was set at p (0.05) indicating 95% confidence
in explaining the dependent variable.

Hypothesis H1 and H2 were found not supported
by the result and it concluded that there is no relation-
ship between room service, employees’ attitude and

Table 2. Model summary.

Adjusted Std. Error of
R R Square R Square the Estimate

.589(a) .347 .333 .42626

Table 3. ANOVA.

Sum of Mean
Squares df square F Sig.

Regression 18.815 4 4.704 25.888 .000(a)
Residual 35.430 195 .182
Total 54.245 199

service quality of hotels in Melaka among the tourists.
According toTable 3, the F value is 25.89 with a signif-
icant value of 0.000. The R square reveals how well the
straight model fits the scatter of points, and the higher
the R square value the better is the straight line fits to
the elliptical scatter points. Thus, the 0.347 R square
values is considered moderate, and it shows that 34.7%
of the overall factors that might impact service qual-
ity explained by the room service, employees’attitude,
restaurant and front desk.

Hypotheses H3 and H4 were found supported with
the result in Table 4. It shows that significant values
for restaurant (p=0.001) and front desk (p = 0.000) are
all lower than the probability level which was set at p
(0.05). Hence this explains that there are relationships
between the independent variables (perceived value,
prior experience, and promotion) with the depen-
dent variable- intention to revisit to Melaka among
Melaka’s university students. Front Desk (β = 0.455,
p < 0.05) emerged as the most important determinant
on the service quality with the largest absolute value
of standardized beta coefficient. Besides that, cor-
relations for all variables are found to be positively
correlated with the dependent variable. A concise pre-
dictive model is found with the values for constant
(dependent variable) is 1.621, restaurant’s beta 0.302,
and front desk’s beta 0.317. Therefore, the regression
equation is created:

Intention to revisit = 1.621 + 0.302 (restaurant) +
0.488 (front desk)

7 DISCUSSION AND RECOMMENDATION

Room service is the major product of a hotel and has
the purpose to accommodate. Ogle (2009) has stated
that room service plays the role of fulfilling the needs
of every guest. The first aim of this research is to
identify the significance of room services in affecting
service quality provided by hotels. From the analy-
sis in Chapter 4, it is found out that room services
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Table 4. Coefficents.

Unstandardized coefficients Standardized
coefficients t

B Std. Error Beta B Sig. Correlation

(Constant) 1.621 0.280 5.785 0.629 0.000
Mean for room services −0.105 0.094 −0.104 −1.115 0.633 0.320
Mean for employee attitude −0.008 0.074 −0.010 −0.110 0.674 0.313
Mean for restaurant 0.302 0.091 0.276 3.322 0.001 0.471
Mean for front desk 0.488 0.080 0.455 6.069 0.000 0.555

are not significant to service quality. It means that
room services do not influence service quality. The
customers feel that room services is not an important
element affecting their satisfaction towards hotel’s ser-
vices. Although as stated in the literature that room
services is the utmost important factor, the guests who
have stayed in Malacca hotels do not think the same
way. This is due to the purpose of customers travelling
to Malacca is for vacation as Malacca is a well-know
city for its heritage and as stated in the descriptive anal-
ysis of Chapter 4, vacation/honeymoon has the most
respondents. The visitors are likely to be having out-
door activities rather than relaxing in the hotel room.
Thus, their expectation towards room services is at the
most basic level, which is, a place to stay for the night.
This is the main reason of their thoughts on room ser-
vices. Thus, it is suggested that hoteliers in Malacca
should focus on other factors rather than room ser-
vices. However, this factor should not be neglected
totally but kept up to the basic requirement to maintain
customer satisfaction in this aspect of service.

Employee attitude refers to behaviours and
sequence of actions performed by the employees.
According Saad & Amy (2007), employees is an
important factor in service quality as they are the
ones to represent the hotel in delivering services
to customers. Based the findings of Chapter 4, the
hypothesis testing is concluded that there is no sig-
nificant relationship between employee attitude and
service quality. Due to these different views, the rea-
sons are investigated. It is found out that the visitors do
not have high expectations in employee attitude due to
the time spared in the hotel is less. As stated above, the
visitors prefer outdoor activities and spend less time in
the hotel. This causes less interaction of the employee
and customers. Thus, it is recommended that manage-
ment can put more focus on other factors but maintain
the employee attitude at the basic level such as hav-
ing manners, tidy, ability to explain products, cheerful
and much more. There is also less need on building
employee-customer relationship.

According to Ashton et al. (2010), restaurant is
referred to the second most important product offer-
ings of a hotel after room services. It includes the
management of the hotel’s food and beverages related
matters such as food quality, food delivery to rooms,
food complaints and much more. Based on the find-
ings of Chapter 4, the relationship of restaurant and

service quality is significant. This means that restau-
rant is an important factor influencing service quality.
This shows that the guests put have certain demand
on foods and beverages and hence, have higher expec-
tations towards the food and beverages provided by
the hotels. As recommendation, it is suggested that
hotels continuously improve their food quality and ser-
vices of the restaurant to meet the requirements of the
customers.

Front desk refers to the reception of the hotel. It
has the features of most visible, active and interaction
with guests (Sriyam, 2010). In Chapter 4, the result
of analysis shows that there are significant relation-
ship between front desk and service quality.The reason
for this finding is due to the role played by the front
desk. The customers expect to have correct, conve-
nient, easy and quick services in solving their problems
such as check in/ out, booking rooms and much more.
This reflects to the efficiency of front desk in attend-
ing to the customers’ needs. Therefore, it is suggested
that hotel management should focus on the front desk
operations to maintain or increase service quality.
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ABSTRACT: The main purpose of the study is to review the venues of MICE (Meeting, Incentive, Convention
and Exhibition) industry in East Coast Region, Peninsula Malaysia focusing Hotel. Responding to the importance
of sustainable tourism practices, Malaysia is continuously great effort to apply that practices in all tourism
products. Malaysia offers a range of MICE venues that are either purposely built or integrated with hotel
facilities. As one of the fast emerging MICE tourism destination, the sustainable tourism development practices
by MICE venue providers cannot overlook. The implementation of sustainable practices will bring benefits to
the industry. However, it requires participation from all the stakeholders. Research shows that, the various types
of MICE venues available in the East Coast Region, Peninsula Malaysia. Most of the venues has the potential
to apply sustainable tourism development practices in their day to day operation. The result of this study will be
used to propose guidelines for sustainable tourism development practices in MICE tourism.

Keywords: East Coast Region, MICE, sustainable tourism development practices, tourism

1 INTRODUCTION

MICE (Meeting, Incentive, Convention and Exhibi-
tion) sector consists of related diverse meetings, incen-
tives, conventions and exhibitions activities including
conferences, congresses and trade shows. This sector
has been regarded as one of the most dynamic and
important sector of the tourism industry that focuses on
business activities rather than leisure (McCabe, 2000).

Malaysia is among the fastest emerging country for
MICE activities. Ranked in the top forty MICE des-
tinations in the world by International Congress and
ConventionAssociation (ICCA), the sector is expected
to attract more than 100 million business travelers and
MICE visitors by 2015.

Responding to this expectation, various MICE
stakeholders should play their role to achieve the
desirable recognition as MICE sector providers. Many
countries that emphasize greatly on tourism indus-
try as a mean of development and economic growth
tend to focus on the concept of sustainable tourism
development although the present eras are now mov-
ing towards a more innovative and challenging concept
in providing tourism experience.

According to WCED (1987), sustainable tourism is
about a process of change that aims to secure a har-
monious relationship between development and the
environment (ecological, economics and socio cul-
tural). In this paper, the focus will be on sustainable

development practices from the context of MICE
tourism stressing on the venue providers’ side.

2 OBJECTIVES

This research aims to achieve two objectives which
one to review the venues of MICE industry in East
Coast Region, Peninsula Malaysia and to study the
sustainable tourism development practices for MICE
tourism.

3 REVIEW OF RELATED LITERATURE

3.1 MICE tourism in Malaysia

Overview of MICE in Malaysia (2009) showed that
30% of the total revenue from tourism was generated
from MICE sector. Their contribution to the tourism
revenues occurs when they are visiting the coun-
try either as part of a large conference group or a
group travelling on incentive trips. According to the
industry sources, the MICE travelers spending margin
are generally 3 to 5 times more than average leisure
travelers, therefore MICE travelers are regarded as
a high revenue-generating market. In terms of the
length of stay, MICE delegates usually stay longer
whereby the minimum are three days. Hence, they
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also give “overflow benefits” in the long term for local
tourism business once they become repeat tourists of a
country.

Year 2003 is the beginning year of MICE industry
in Malaysia. According to the International Congress
and Convention Association (ICCA) (2009), Malaysia
and Ireland shared the same ranking at 32. Our country
holds a total of 87 association meetings with a total of
59,880 numbers of participants in 2008. Kuala Lumpur
as one of the city in Malaysia is ranked at 21st in 2008
with the total of 29,102 participants after hosting 61
Association International meetings.

3.2 Venues of MICE tourism

Destination refers to the represented areas that can
draw peoples’ attention to visit. Whereas, venue refers
to individual units within these areas whereby it
can be almost any type of building where MICE
events take place (Swarbrooke and Horner, 2001),
being residential or non-residential (Rogers, 2003).
All these infrastructures such as a convention cen-
tre, meeting rooms play a vital role in holding MICE
activities (Davidson and Rogers, 2006). They pro-
vide one or more services to the business tourists
while destinations are supposed to deliver all the ser-
vices that the business tourists need (Swarbrooke and
Horner, 2001).

3.3 Sustainable tourism development
practices for MICE tourism

Business tourism is a significant element in many
tourist destinations. From this perspective the “attrac-
tiveness” of a place includes intrinsic qualities
that draw leisure tourists, and also other elements,
specifically, including conference facilities, offices
or corporate headquarters, corporate entertainment
opportunities and specific hotel or other accom-
modation for delegates or business travelers (per-
haps incorporating the latest information technology
facilities).

Where conference centers are required, adaptations
of existing buildings may be possible; otherwise new-
builds will be necessary, requiring site clearance pos-
sibly resulting in controversy over the threatened loss
of “heritage” buildings and/or disturbance to residents
(Howie, 2003).

4 DISCUSSIONS

4.1 Tourism in East Coast Region

The East Coast Region of Peninsula Malaysia, geo-
graphically, consists of the states of Pahang, Kelantan
and Terengganu. However, for the development of the
country, the East Coast Economic Region Corridor
has been introduced which covers the states of
Kelantan,Terengganu and Pahang as well as the district
of Mersing in the state of Johor.

ECER statistics showed that in 2005, over 1.9 mil-
lion foreign tourists and 8.3 million domestic tourists
visited the ECER states. It is forecasted to grow to 7.4
million foreign tourists while domestic tourism will be
a significant contributor to the sector with 21.4 million
by year 2020. With the growth of tourist arrival, it will
naturally increase demand for room accommodation,
better transport, and other tour – related services. In
year 2020, the established hotels and rooms in ECER
region is estimated to contribute to 15% or 24.5 million
of total hotel guest in Malaysia.

4.2 MICE venues in East Coast Region

Malaysia offers a range of convention venues. Some
of it is integrated with hotel facilities and some of it is
stand alone. This country offers an impassive choice
of convention venues whether in the city, mountain
or island locations, which are all backed up by expe-
rienced staff and professional services. In addition to
purposely built centres, many hotels are also the choice
for MICE venues in this country. Hotels that range
from 3 stars to 5 stars offered world class conven-
tion facilities and services. The Ministry of Tourism
of Malaysia has ranked the hotels in Malaysia into
star, orchid and apartment ratings differentiated by
the facilities and services offered. These places can
accommodate hundreds if not thousands number of
delegates or provide small and medium sized meeting
rooms for smaller scale functions.

According to the statistics from the Ministry of
Tourism Malaysia (2011), the total number of the reg-
istered hotels in Pahang (215), Kelantan (117) and
Terengganu (88) accumulated to 420. Statistics showed
there are 73 hotels with star ratings and 78 hotels with
the orchid ratings in Pahang. While in Terengganu,
statistics showed that this state has 34 hotels with star
ratings and 47 hotels with orchid ratings. Finally in
Kelantan, there are 23 hotels with star ratings and 39
hotels with orchid ratings.

Based on the registered number, this research is
conducted to identify the number of hotels that offer
MICE facilities in their hotels. The result showed that
in Pahang, 32 hotels with star ratings and 5 hotels with
orchid ratings offered MICE facilities. From that num-
ber, only 4 are aware and applying the environmentally
friendly and green hotel concept. While inTerengganu,
there are 19 hotels with the star ratings and 3 hotels
with orchid ratings that have MICE facilities with 2
hotels are applying environmental concept and green
hotel in their places. Finally in Kelantan, 4 hotels found
to have an awareness and apply the concept out of 17
hotels with star ratings and 4 hotels with orchid ratings.

There are about 80 hotels that offer MICE facilities
in the East Coast Region. This is about 20% from the
total registered hotel in the East Coast Region. Further-
more, the number of hotels that are aware and practice
the environment friendly and green hotel are very lim-
ited, which are only 10 hotels. It showed that only
12.5% are practicing green hotel from the total hotel
that have MICE facilities in the East Coast Region.
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4.3 Guidelines for sustainable tourism development
practices for MICE tourism

In Malaysia, there are limited researches being con-
ducted on MICE tourism. However, as this research
is focusing on the hotels, a few guidelines can be
used and some improvements can be done from MICE
tourism context. As discuss earlier on the importance
of sustainablity, the concept of sustainable tourism
development has been divided into three namely as
economy, social and environment.

4.3.1 Economy
A guideline that can be used to look at the economic
sustainability is the Sustainable Tourism Practices
Checklist for the Conference and Events Industry from
North Carolina that produced by the Centre of Sus-
tainable Tourism at the East Carolina University for
the industry professionals. There are 13 elements that
have been identified namely:

• Provide information on local attractions and cultural
activities for the participants

• To encourage participants to purchase local products
and services

• Provide employment opportunities for local com-
munity members

• Allow local artists to display and sell their handi-
crafts at the property

• Form partnerships with locally owned businesses
(e.g., transportation and guide services)

• Use local goods and services whenever possible
• Involve the organization in local philanthropic

projects and develop a public relations plan that
ensures participants, community, interest groups
and others to be aware of the community involve-
ment

• Provide volunteer opportunities for participants and
staff

• Exceed minimum local standards for employee’s
wages, salaries and benefits

• Ensure that operational demands for basic services
(water, electricity, roads, food, and other resources)
do not compete with local needs

• Provide education and training opportunities in the
place of business for local community members

• Support training for community members for non-
competitive tourism-related activities that compli-
ment the business

• Provide promotional information on local services
and businesses to participant.

These elements showed the economic sustainability
and it required by the MICE venue in order for them to
practice the sustainable tourism development. All the
elements ensure that the local people will also get the
benefit from the tourism industry.

4.3.2 Social
According to Sutter (2003), there are four indicators
under these criteria consist of stakeholder participa-
tion, improved service availability, equal distribution
and capacity development.

The Asean Tourism standard (n.d) has used the col-
laboration with the community and local as their indi-
cators. They put three elements under this dimension
namely:

• Existence of plans/activities to help improve quality
of life of the community.

• Existence of awareness raising programs for local
community on environmental protection.

• Creation of activities in promoting culture and
traditional performance and local ways of life.

In addition, the Sustainable Tourism Development
Practice Checklist for the Conference and Event Indus-
try North Carolina (2008) highlights two dimensions
under these criteria. The first dimension is preserving
the social norms and culture of local and indige-
nous communities. There are 7 elements under this
dimension;

• Develop methods of establishing dialogue with
local representatives to determine socio-cultural
and economic impacts of the organization and to
ensure their concerns are recognized in operational
decisions

• Train staff to ensure they are well-informed on local
customs

• Develop informative educational materials for par-
ticipants about the local community and local
history

• Use appropriate and authentic cultural elements
from the local region

• Make the property available for community events
• Establish policies that restrict commercialization of

endangered or protected flora and fauna
• Incorporate traditional local arts and crafts and

make information available to participants

The second dimension is training and education for
employees and clients that suggests 10 elements;

• Ensure that a formal environment program is in
place that includes all staff participation

• Place informational signing about organization’s
sustainable practices around the property.

• Provide an incentive program for staff and partici-
pants to participate in current sustainable practices

• Claims of environmental practices are transpar-
ent and verifiable by participants and third party
entities.

• Notification about sustainable is provided in publi-
cations, advertising, and web site

• Offer feedback or comment cards to get participants
and staff input on further sustainable practices

• Educate other businesses about sustainability by
speaking at events and conferences and providing
tours of facility’s sustainable practices

• Provide continuing sustainability training for staff
• Include sustainability as part of staff evaluation
• Participate in an environmental or sustainable

tourism certification program Acknowledgment

The elements showed that the sustainable tourism
development should involved all including local
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communities, staff and customers due to the impor-
tance of their involvement for the social sustainability

4.3.3 Environment
Sutter (2003) proposed four items under this elements
namely as fossil energy resources, air quality, water
quality and land resource.

Taking the consideration that most venues is resi-
dential, the Asean Tourism Standard (n.d) was used to
look at the environment impact. Accordingly, there are
eight elements that used to practice sustainable;

• Use of Green products
• Solid waste management
• Energy efficiency
• Water efficiency
• Air quality management ( indoor and outdoor)
• Noise pollution control
• Wastewater treatment
• Toxic and chemical substance disposal management

The elements showed that there are many items in
the environment that need to be considered in order to
practice the sustainable tourism development. All of
the elements should be parallel to each other so that
it will create the good environment and to create the
sustainable conference.

5 CONCLUSION

Attempts to introduce sustainable development in
MICE Tourism require a continuous and undivided
attention from various stakeholders such as the govern-
mental bodies, the NGOs, the suppliers as well as the
local residence. It also requires an in depth investiga-
tion from various perspectives including economical,
political, technological, environmental, cultural and
sociological.

In Malaysia, the East Coast Region itself was iden-
tified to regard sustainable development as an alien,
strange and new concept especially in the hotel indus-
try. Hence, this proves that a lot of efforts are required
in order to implement this sustainable development
concept at this location. Besides that, proper guidelines

by government and other related bodies should be pre-
pared and make into existence. This is to ensure that
East Coast Region will be able to put sustainable devel-
opment concept into practice especially in the tourism
products to achieve satisfaction and enhance the qual-
ity of life of both locals and visitors. This in the end
will resulted to the preservation of its key natural eco-
nomic, social and cultural assets for the present and
future generation to experience.

In order to attract more tourists to come to Malaysia
especially for MICE purposes, this sustainable tourism
development concept is seen as a good platform
to attract environmentally and sustainability concern
people.
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Rail services perceptions and satisfaction of foreigners and its impact
on their stay in Malaysia
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ABSTRACT: Rail-based transit is a necessity for modern cities like Kuala Lumpur. Since the Draft Structure
Plan Kuala Lumpur 2020 envisions turning KL into world class city and emphasizes the role of rail in its plan,
the study is very timely. Since there has been no specific study on the impact of rail services in Kuala Lumpur
(Mohamad, 2003), the researchers delve into assessing the foreigners’ level of satisfaction on the rail services
in Malaysia and to examine the impact in terms of their stay in the country. The respondents of the study consist
of 130 randomly selected foreigners. Results of the study showed that the present status of the rail services
influenced the level of satisfaction of the foreigners on the rail transport. Likewise, foreigners’ satisfaction on
the rail services has a positive impact to them in terms of their stay in Malaysia.

Keywords: rail services perceptions, level of satisfaction, foreigners, impact

1 INTRODUCTION

Kuala Lumpur is the capital of Malaysia with an area
of 243 km2 and a population of 1.4 million. Kuala
Lumpur is the center of economic activity in the coun-
try with approximately 838,000 employed people and
12.4% contribution to Malaysia’s total GDP. With the
rapid growth of vehicle approximately 8% per annum,
the government embarked on major developments in
transportation ( Mohamad, 2003). For the last 10 years,
developments of new rail-based transport systems like
Keretapi Tanah Melayu (KTM Komuter), Light Rail
Transit (LRT) and the Express Rail Link (ERL) for the
new International Airport were tangible.

To date, the rail transport in Malaysia comprises
heavy rail, light rail transit, monorail and funicular
railway line. Heavy rail (including high-speed rail) is
mostly used for intercity passenger and freight trans-
port. Light rail transit is used for urban public transport
while the High-speed railway line links Kuala Lumpur
with the Kuala Lumpur International Airport. The
monorail line in the country is used for public trans-
port in Kuala Lumpur only. The Funicular railway line
is operational in Penang.

The rail network in Malaysia covers most of its
states. In Kuala Lumpur, an extensive rail transport
system links the major parts of the city. The rail ser-
vices available are the Putra and Star Light RailTransit,
KL Monorail, ERL and KTM Komuter. Five transit
lines are available in Malaysia that link major cities and
places of interest within Kuala Lumpur and Selangor.
The LRT is provided by MY Rapid Company while
Monorail by KL Monorail Sdn Bhd. On the other
hand, the KTM Komuter is a city train under KTM

Company, a corporation owned by the Malaysian gov-
ernment. Lastly, the ERL is operated by Express Rail
Link Sdn Bhd. Feeder bus services are available from
the train stations to designated tourist destinations. All
lines converge at the Kuala Lumpur Sentral Station
except the LRT.

The best to get around Kuala Lumpur very fast and
avoid traffic is to take Malaysia’s rail transport. It is
fast, inexpensive and mostly elevated metro system.

Rail-based transit is a necessity for modern cities
like Kuala Lumpur. Since the Draft Structure Plan
Kuala Lumpur 2020 envisions turning KL into world
class city and emphasizes the role of rail in its plan, the
study is very timely.The government examines the fea-
sibility of expanding its route by covering Damansara,
Cheras, Kepong, Sri Petaling, Bukit Jalil and many
more areas.

Since there has been no specific study on the impact
of rail services in Kuala Lumpur (Mohamad, 2003), the
researchers delved into assessing the perceived sta-
tus and level of satisfaction of the foreigners on the
rail services in Malaysia after which determined the
impact of rail services to them in terms of their stay in
Malaysia.

1.1 Research questions

This research paper assessed the perceived status and
level of satisfaction of the foreigners on the rail
services of Malaysia. Specifically, it answered the
following research questions:

1. What is the status of the rail services in Malaysia
as perceived by the foreigners?
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2. What is the level of satisfaction of the foreigners
on the rail services of Malaysia?

3. What is the impact of the rail services in Malaysia
to the foreigners measured in terms of their stay in
the country?

4. Is there a relationship between the status of rail
services (KTM, LRT, ERL, and Monorail) and level
of foreigners’ satisfaction?

5. Is there s relationship between the level of foreign-
ers’ satisfaction on the rail services and its impact
in terms of their stay in Malaysia?

2 RELATED LITERATURE

The researchers, in the process of their quest for the
related literature, jumped across national boundaries
after finding limited studies in Malaysia using books
and internet. The literature review conducted provides
a sound foundation to this research.

Feifer (1985) describes what some people thought
about the advent of rail travel as “the railway burst
upon the 19th century which revolutionized ideas
about where and how humanity can travel. Thun-
dering, massive, belching smoke and hurtling along
at unprecedented speeds, the train was a monstrous
apparition across the gentle hills of England”.

The railways grew so fast in Britain. In 1835,
the first express route was developed “Great West-
ern Railway (GWR) linking London with the Seaport
of Bristel. In 1841, the first rail tour was introduced
by Thomas Cook who chartered train that run from
Loughborough to Leicester in England. Because of the
long distance involved, US and Russia used train sleep-
ing car in 1859 “The Delmonico” in US. In Europe,
the Orient Express was introduced and ran from Paris
to Istanbul. It was a sumptuous train with silk-walled
carriages, mosaic-tiled bathrooms etc. Likewise, a
popular low-cost method of rail travel in Europe is the
Eurailpass which provides the holder with unlimited
first class rail travel without any fast train surcharges
in sixteen European countries. In Japan, super trains
known as “bullet trains” travel at speed of 300 kilo-
meter per hour. On the other hand, Britain is using a
unique form of transportation known as the rail bus, a
highway bus body on a railway frame and is powered
by a turbo-charged bus engine (Coltman, 1989).

In the early 1970s, the US Government established
a private corporation known as Amtrak and the Cana-
dian Government a similar one known as Via Rail,
to rent the tracks from the railway owners and run
passenger trains on them. According to Mclntosh and
Goeldner (1984) Amtrak not only strive for profit but
aims to provide modern efficient intercity rail pas-
senger service within the nation’s basic rail system
and employ innovative operating and marketing con-
cepts to develop the potential of modern rail service
in meeting intercity needs.

Amtrak offers services to practically every major
city in the United States. What is so special in their ser-
vices are the names of the some of their special routes

like that of: Twilight Shore Liner, Lake Shore Limited,
Sunset Limited and California Zephyr, which evoke
romantic rail adventures coast to coast to every cor-
ner of the land. Amtrak has the following routes: The
Northeast Corridor between Boston and Washington
DC is served by ACELA, Amtrak’s latest technology,
a High Speed Train that has a speed of 150 mph which
run on overhead electric cables. Many business trav-
elers prefer to take the trip by high-speed rail because
of the high-speed service, spacious work tables and
business amenities on board such as phones and lap-
top outlets at each seat. The Sunset Limited follows
Amtrak’s southern and sunny route, from sea to shining
sea in which the terminal points are in balmy south-
ern California and palm-lined beaches in Florida. The
Coast Starlight is Amtrak’s exploration of some of the
best West coast destinations in which the scenic trip
combines gorgeous beaches and coastline panoramas
and mountainous terrains. The California Zephyr on
the other hand, takes the passengers to Chicago and
Oakland to see the canyons and western mountains. In
1998, Amtrak and Via Rail Canada joined forces and
developed a rail pass (North America Rail Pass) for
domestic and international visitors in USA and Canada
(Purzycki, 2000).

In Korea, the Korean Train Express, a high speed
rail system, started its commercial service in April 1,
2004, with 300 kilometers per hour speed. Its goal is
to provide additional rail capacity in Seoul and Busan
corridor and acquire technology for high speed rail
system. With the commission of the KTX, both project
goals were satisfied, they solved the problem of con-
gestion due to lack of transport capacity between Seoul
and Busan corridor which is said to be the backbone
of the Korean economy (Suh et.al., 2005).

Several studies were undertaken to determine the
impact of rail services. One is the paper of Mohamad
(2003) which shows a positive impact of rail services
in Malaysia. Road congestion has not worsened sig-
nificantly, suggesting that the introduction of KTM,
LRT and ERL have contributed towards encouraging
more people to use public transport. The urban rail
services also created a new image for public trans-
port.The increasing number of commuters is attributed
to punctuality, comfort and cleanliness of rail
transport.

In this regard, Kuala Lumpur is undertaking feasi-
bility studies on a high-speed rail connecting Kuala
Lumpur and Singapore. Public Land Transport Com-
mission (SPAD) chief development officer Azmi
Abdul Aziz said that the feasibility studies would take
about eight weeks to complete and they have done
some comparisons with other similar high-speed rail
links around the world such as the Paris-Brussels
link and it is feasible to connect Kuala Lumpur and
Singapore, spanning around 400 km. Likewise, the
high-speed rail is expected to have a positive impact on
the country’s tourism industry, have a time-saving fac-
tor and further unlock the property values in Kuala
Lumpur. But, although it is feasible, still there are
other considerations to look at such as the impact on
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other parallel transportation as well as the demand and
supply. (Ali, 2011).

Moreover, the Malaysian government has approved
a project to build a direct railway connection between
KL Sentral and Subang Airport/Subang Skypark
within 2 years (Transitmy, 2011).

In an analysis of the operation of Orient-Express,
one of the world’s premier travel brands, owned by
the American Company Sea Containers, and operating
four exclusive tourist train services in Europe andAsia,
it shows that its operation has a positive to the tourists
translated in the significant increase in the earnings of
the company from US$40.9 million in 2001 to US$
45.3 million in 2002 and US$48.7 million in 2003.
(Page, 2005).

Similarly, in an investigation of the performance of
Great North Eastern Railways (GNER), a company
owned by Sea Containers Ltd, and operating a high-
speed train services over London-Scotland routes, it
shows that the company has been consistently ranked
as one of the UK’s best long-distance train operating
companies. Futhermore in 2003, results of survey indi-
cate that about 82% of the GNER passengers were
either satisfied (45%) or very satisfied (36%) with
their journey. The satisfaction of the passengers is
attributed on the facilities provided by the operator
which include better wheelchair access, new toilet
compartments, improved luggage storage, ground cof-
fee machines and bar areas. Likewise, punctuality
on its services about 84% compared to domestic air
services can be observed. (Page, 2005).

Prideaux (1997) as cited in Page (2005), identified
areas that are appealing to the tourists when travel-
ing by train such as speed, comfort, amenities and
sociability. He pointed out that infrequent service, lack
of reliability in keeping to the published schedules,
slow nature of train travel led to a downward trend in
the number of passengers taking trains in Australia.
In an investigation of the success of Queensland Rail
by Prideaux (1997) it shows that the development of
promotional themes to sell individual services, where
a number of segments were carefully nurtured, con-
tributed to the customers satisfaction, which made the
company received high customer satisfaction scores.
He pointed out also that due to the desire of the
Queensland Rail to reposition itself in the tourism
sector through pricing structure, problems did occur.
Services often fail to reach 60% cost recovery on
operations.

In a study conducted by Edge Tourism Solutions
(2008), the following factors have contributed to the
success of rail tourism services operation in the world:
high facility and service standards; importance of
advertising media; innovation in the use of marketing
channels; the appeal and market position of rail trans-
port and the different price points in order to attract
both the economy and premium passengers.

Another study conducted byTennyson (1989) shows
that rail transit attracts higher ridership than bus when
other factors are about equal. Likewise, the expanded
use of public transit can sharply reduce the use of

automobiles and resulting pollution. Case studies on
the impact of new high-speed rail lines confirm that
new travelers are attracted to it. Moreso, EU Com-
missioner has sketched vision for 2050 in which rail is
the dominant mode for long-distance transport and has
also a strong position in regional passenger transport
(Boer, et.al., 2011).

Given the related literature, this research paper aims
to answer the following hypotheses:

H1 No relationship exists between the status of rail
services (KTM, LRT, ERL, and Monorail) and
level of foreigners’ satisfaction.

H2 No relationship exists between the level of foreign-
ers’ satisfaction on the rail services and its impact
in terms of their stay in Malaysia.

3 METHODOLOGY

The main objective of the study is to determine the
status of the rail services in Malaysia as perceived by
the foreigners. Thereafter, correlate the perceived sta-
tus with the level of satisfaction of foreign travelers on
the rail services of Malaysia. Likewise, the impact of
rail services to the foreigners in terms of their stay in
Malaysia is also determined.

The study make used of the descriptive-correlational
research design since the researchers believe that this
method will yield data sufficient enough to give a
clear picture of the level of satisfaction on rail ser-
vices and its impact to foreigners. The descriptive
method was used to answer research problems 1, 2
and 3 while the correlational research was utilized to
explain the relationship among variables. Descriptive –
correlational according to Ariola (2006), is used to
determine whether or not there is a relationship that
exists between two or more quantifiable variables, and
if there is, to what extent is the degree of relationship.

The researchers made use of 130 randomly selected
foreigners in Subang Jaya, Petaling Jaya, ShaAlam and
Kuala Lumpur as their respondents. According to Gay
(1976), for a correlational research a minimum of 30
subjects is an acceptable sample size. The researchers
prepared a two-page survey questionnaire to gather
the information needed to achieve the desired objec-
tives of the study. The questionnaire was structured
into four parts. Part 1 focused on the profile of the
respondents. Part 2 dealt with the status of the rail
services as perceived by the foreigners. Part 3 was
designed to determine the level of satisfaction on the
rail services of Malaysia. Lastly, Part 4 centered on
the impact of rail services to the foreigners in terms of
their stay in Malaysia.

The five-point Likert numerical scale (Burns &
Burns, 2008) with 5 as the highest and 1 as lowest
was used. Each numerical scale had its corresponding
statistical limits and verbal descriptions as shown in
table 1.Test-re-test was conducted over a week interval
to determine the reliability of the questionnaire.
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Table 1. Numerical scale, statistical limits and verbal
description.

Numerical scale Statistical limits Verbal description

5 4.50–5.00 Very high extent
4 3.50–4.49 High extent
3 2.50–3.49 Moderate extent
2 1.50–2.49 Low extent
1 1.00–1.49 Very low extent

4 FINDINGS

4.1 Respondents’ profile

To address the issue, the researchers made use of 130
randomly selected respondents. From the 150 survey
questionnaires distributed, only 130 were considered
valid. Results of survey showed that majority of the
respondents (87%) are in Malaysia for study purposes;
five percent (5%) of them are employed; four percent
(4%) are in Malaysia to visit their family and another
four percent (4%) come to Malaysia for business and
leisure purposes.

Since most of the respondents are in Malaysia to
study, results of survey indicate that 87% of them
stay in Malaysia for more than six months; five per-
cent (5%) ranged from 4 to 6 months, they are the
employed foreigners and the remaining eight (8%) are
in Malaysia for not more than three months. Basically,
those who stay in Malaysia for not more than three
months are the tourists.

In terms of nationality, forty percent (40%) of the
respondents are Chinese; seventeen percent (17%)
Indonesian; ten percent (10%) Koreans; seven percent
(7%) Europeans; five percent (5%) are Africans; four
percent (4%) Pakistani; four percent (4%) Maldivians;
while the remaining respondents about thirteen percent
(13%) are from the rest of Asia and Middle East.

When respondents were grouped according to their
frequency of taking the rail transport, on the average,
the respondents often take the KTM; seldom have they
taken LRT, ERL and Monorail.

4.2 Status of rail services in Malaysia

Table 2 shows the perception of the foreigners on the
rail services of Malaysia. Based on the data presented,
the four rail transport stations were perceived to be
moderately accessible by the respondents as revealed
by the mean scores of KTM (3.15); LRT (3.14); ERL
(3.20) and Monorail (3.11). In terms of schedule, KTM
and ERL both got mean scores of 2.71 while mono-
rail was rated the lowest (2.56). It only shows that the
schedule of trips is not that regular. Facility wise, all
rail transport were rated to a “moderate extent” which
means that facilities in terms of cleanliness and safety
are not that excellent yet. Among the four rail trans-
port, ERL was given the highest rating (3.01) by the
foreigners. Lastly, in terms of price structure, all rail
transport got a moderate rating.

Table 2. Mean perception profile of the respondents on the
status of rail services in Malaysia.

Level of satisfaction

KTM LRT ERL Monorail
Status of rail services Mean Mean Mean Mean

Accessibility of 3.00 3.23 3.32 3.47
stations

Schedule 2.74 3.29 3.25 3.48
Facilities 2.60 3.31 3.22 3.45
Price Structure 3.12 3.25 3.32 3.26
Overall Mean 2.87 3.27 3.28 3.42

Table 3. Level of satisfaction of foreigners on the rail
services of Malaysia.

Status of rail services

KTM LRT ERL Monorail
Mean Mean Mean Mean

Accessibility of 3.15 3.14 3.20 3.11
stations

Schedule 2.71 2.70 2.71 2.56
Facilities 2.91 2.92 3.01 2.86
Price Structure 3.46 3.45 3.38 3.36
Overall Mean 3.06 3.05 3.08 2.97

4.3 Level of satisfaction of foreigners on the rail
services of Malaysia

Table 3 presents the level of satisfaction of the for-
eigners on the rail services of Malaysia. In terms
of accessibility, though the four rail transports got
a moderately satisfying rating, the respondents gave
monorail the highest mean score (3.47) and KTM with
the lowest mean (3.00). Further, the respondents are
also moderately satisfied with the schedule of trips.
However, the foreigners are more satisfied with mono-
rail’s schedule as evidenced by a mean score of 3.48.
Figures also indicate that, facility wise, the respon-
dents are more satisfied with monorail (3.45) though
it is to a moderate degree only. The table reveals also
that among the four rail transports, the respondents
are more satisfied with the price structure of ERL
as manifested in the mean score of 3.32. The overall
mean suggests that foreigners are moderately satisfied
with the rail services of Malaysia. It clearly shows that
monorail garnered the highest mean score (3.42) while
KTM got the lowest mean (2.87).

4.4 Rail services impact to foreigners in terms of
stay in Malaysia

Table 4 describes the impact of rail services to for-
eigners’ stay in Malaysia. It is evident that it is only
to a moderate extent that the rail services have influ-
enced the foreigners’stay in Malaysia as manifested in
the overall mean score of 3.16. To a moderate extent,
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Table 4. Rail services impact to foreigners in terms of stay
in Malaysia.

Impact in
terms of stay
in Malaysia

1. It is convenient to travel in Malaysia
because of the rail transport

3.07

2. It is safe and fast to travel in Malaysia
because of the availability of rail transport

2.85

3. Rail transport is an effective means of
promoting tourism in Malaysia

3.29

4. It is cheaper to travel in Malaysia because
of the availability of rail transport

3.35

5. Overall, I am satisfied with my stay in
Malaysia

3.23

Overall Mean 3.16

Table 5. Table of r and r2.

DV: Level of satisfaction

IV KTM LRT ERL Monorail

r r2 r r2 r r2 r r2

status of .46 .21 .17 .03 −0.0373 1.39−03 .20 .04
rail svc

Level of significance = .05
df = 128 78 63 86
Critical p-values .195 .232 .250 .217.

the respondents find it cheaper (3.35) and convenient
(3.07) to travel in Malaysia because of the availability
of rail transport. Likewise, it is also to a moderate
extent (3.29) that they find rail transport an effec-
tive means of promoting tourism in Malaysia. Overall
assessment shows that foreigners are satisfied with
their stay in Malaysia as revealed by the mean score
of 3.23.

4.5 Relationship between status of rail services and
level of satisfaction of foreigners

Table 5 shows the r and r2 values. As reflected in
the table, there is a moderate degree of relationship
between status of rail services and level of satisfaction
in KTM. This is indicated by the computed r-value of
.46 which exceeded the critical p-value of .195 using
the .05 level of significance with 128 degree of free-
dom. It only implies that the level of satisfaction with
KTM is influenced by the status of rail services. On
the other hand, no relationship can be observed for
LRT, ERL and Monorail as indicated by the computed
r-values of .17, −0.0379 and .20 respectively which
are below the critical p-values of .232, .250 and .217
using the .05 level of significance. With this, the null
hypotheses are accepted.

Table 6. Table of r and r2.

DV: Impact in terms of stay

IV: Level of satisfaction r r2

KTM .39 .152
LRT .0894 7.99−3

ERL −0.05042 2.54−3

Monorail .30 .09

4.6 Level of satisfaction of foreigners on rail
services and its impact on their stay in Malaysia

Table 6 shows the table of r and r2 for level of sat-
isfaction of foreigners on rail services and its impact
on their stay in Malaysia. It can be noted that there
is a low to moderate degree of relationship between
level of satisfaction on KTM and Monorail services
and its impact on their stay in Malaysia. This is indi-
cated by the computed r-values of KTM (.39) and
Monorail (.30) which exceeded the critical p-values
of .195 and .217 respectively. Figures imply that the
foreigners’ stay in Malaysia is moderately affected by
their level of satisfaction with the rail services. The
results of the study partially support the observations
of Mohamad (2003). On the other hand, no relation-
ship can be observed between level of satisfaction in
LRT and ERL and its impact on their stay in Malaysia
as manifested in the computed r-values of .0894 and
−0.05042 respectively.

5 CONCLUSIONS AND RECOMMENDATIONS

The results of the current study clearly showed that the
foreigners are moderately satisfied with the rail ser-
vices in Malaysia in terms of accessibility of stations,
schedule, facilities and price structure. Likewise, it is
also evident that foreigners’ stay in Malaysia is mod-
erately influenced by the rail services. The correlation
analysis indicates that there is a moderate degree of
relationship between the status of rail services and the
level of satisfaction of foreigners in KTM. No relation-
ship can be observed with LRT, ERL and Monorail. It
can be noted also that there is low to moderate degree
of relationship between level of satisfaction on KTM
and Monorail and its impact on their stay in Malaysia.
On the other hand, no relationship between the two
variables can be noted in the case of LRT and ERL.

Though a moderate degree of relationship can be
seen, there is still a need to improve the present condi-
tion of the rail transport services particularly in terms
of regularity and punctuality in schedules. It is also
suggested to have frequent trips during peak hours.
Policies should be enhanced in terms of security like
providing more space or a separate coach for the dis-
abled and elders or having an on-board security for
every trip. To maintain the cleanliness, cooperation
of the general public should be encouraged. Likewise,
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there is also a need to review the price structure to make
it more attractive and affordable not only to the foreign-
ers but to all commuters. The government should also
consider pursuing their development plan in extending
their lines.
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ABSTRACT: For any organization to have competitive advantage, it needs a highly committed, dedicated,
focused and well-engaged workforce. Manpower is very instrumental in the success of any service industry.
However, with today’s baby boomer generation beginning to retire from the labor market, many companies are
finding it increasingly difficult to retain employees. Turnover can be a serious problem in today’s corporate
environment as it is now relatively common to change jobs every few years It is in this context that this research
was conducted to determine job satisfaction dimensions among rank and file employees in selected budget
hotels in Oriental Mindoro, Philippines, thereafter correlate it with organizational commitment and turnover
intentions. The study made use of descriptive-correlational research design with fifty rank and file randomly
selected respondents from five budget hotels in Oriental Mindoro. A four-page survey questionnaire was used
to gather the relevant information. The results of the study showed that the five job satisfaction dimensions
are all very important to the respondents. As regards the level of commitment, normative commitment got the
highest mean score while continuous commitment got the lowest rating. Results of the study also indicate that
compensation is negatively related to continuous commitment while career development is positively related
to affective commitment. On the other hand, only two job satisfaction dimensions such as career development
and job nature are negatively related to turnover intentions. Lastly, the study revealed that no relationship exists
between organizational commitment and turnover intentions.

Keywords: job satisfaction dimensions, organizational commitment, turnover intentions, budget hotels, rank
and file employees

1 INTRODUCTION

For any organization to have competitive advantage, it
needs a highly committed, dedicated, focused and well-
engaged workforce. Manpower is very instrumental in
the success of any service industry. Higher produc-
tivity and excellent performance cannot be realized
without the support of the employees. Hence, develop-
ing and retaining them in the organization will now be
the biggest challenge particularly in the hotel industry
where labor turnover is very high. Employers today are
finding that employees remain for approximately 23 to
24 months only in a company according to the 2006
US Bureau of Labor Statistics. High labor turnover
causes problems for business. Employees’ turnover
is very costly especially if it is among the highly
skilled employees (Niederman and Summer, 2003)
and tends to get worse if not dealt with. Likewise,
Andrews (2010) stressed that “staff turnover blew for

Gulf firms” which resulted to millions of dollars loss
due to volatile turnover.

Recently, many firms outperform competition by
attracting, developing and retaining people with
business-required talent (Joo & McLean, 2006).
Turnover has been a critical issue because it affects the
financial performance (Lambert et.al. 2001). Turnover
may result in the shortage of staff for a project or
leave the remaining staff unprepared to absorb the job
left (Philips, 2003). Turnover rate varies significantly
by industry. The private sector average turnover for
twelve months ending August 2004 was 25.1% with
leisure and hospitality, 46.4% and retail trade, 33.2%
(EPF Newsletter, 2004).Though, many researchers
have conducted studies using job satisfaction, com-
mitment and turnover intention as variables, much of
these used only affective as a single measure of organi-
zational commitment (Lee and Bruvold, 2003; Feather
and Rauter, 2004; Joo and Park, 2010). Hence, the
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purpose of the study is to investigate the relationship
of job satisfaction and organizational commitment to
turnover intentions among the rank and file employees
in the hotel industry in Oriental Mindoro, Philippines.

2 LITERATURE REVIEW

2.1 Job satisfaction

Job Satisfaction is a collection of numerous attitudes
of individuals toward various aspects of jobs which
represent the general attitude (Gibson et al.,1994; Hell-
riegel and Slocum, 2004; Robins, 2005; Boles, et al.,
2007; Sangroengrob and Techachaicherdchoo, 2010).
For Demir (2002), job satisfaction of employees refers
to the “feel of contentment and discontentment for
a job”. It is a pleasurable or positive emotional state
resulting from the appraisal of one’s job (Locke (1976)
cited in Brief & Weiss (2002) and an affective reaction
to one’s job or job experiences (Cranny, et al. (1992)
cited in Weiss (2002).

2.2 Organizational commitment

With the current trend in the hotel industry, there is a
necessity then to look into the context of employees’
job satisfaction and levels of commitment so as to com-
bat the challenges posed by turnover intentions. Since
the development of the three-component model, com-
mitment is now a well-recognized multidimensional
construct (Meyer et al., 2002) and a leading model
in various organizational commitment researches
like that of Cohen, (2003); Bentein, Vandenberg,
Vandenberghe & Stinglhamber, (2005) & Bergman,
(2006). Meyer & Herscovitch (2002), broadly defined
commitment as a force that guides a course of action
towards one or more targets. It has been theorized that
commitment is multidimensional construct and that
the antecedents, correlates and consequences of com-
mitment vary across dimension. The three component
model focuses on normative commitment (employee’s
perception of their obligation to the organization;
continuous (employee’s perception of the cost asso-
ciated with leaving the organization); and affective
(emotional attachment to or identification with their
organization) (Meyer et al., 2002).

Other researchers defined organizational commit-
ment as “an attitude that reflects the strength of the
linkage between an employee and an organization”
(Johns & Saks, 2001). On the other hand, Boles
et al., (2007) defined organizational commitment as
the feeling towards organization and its values. It is
the individual’s feelings about the organization as a
whole, the psychological bond that an employee has
with an organization (Mowday et.al. (1982) cited in
Joo & Park (2010).

2.3 Turnover intentions

The cost of turnover to an organization can be very
high especially to service-intensive business like that

of hotel industry. Cost of learning, reduced morale,
pressure on the existing employees and loss of social
capital are the indirect cost of an organization due to
high turnover (Des and Shaw, 2001; Ali, 2008). Tett
and Meyer (1993) as cited in Samad (2006) defined
turnover intentions as conscious willfulness to seek for
other alternatives in other organization. Price (2001)
suggested turnover intentions construct as an alterna-
tive in measuring actual turnover.This is because study
shows that there is a significant relationship between
these variables (Lambert et al., 2001).

2.4 Job satisfaction and organizational
commitment

A study on the relationship between job satisfaction
and organizational commitment of employees at a
national restaurant chain in Southern Nevada was con-
ducted by Feinstein and Harrah (2000). Results of the
study indicate that tenure had a significant (α = .05)
effect on several of the component scores for satisfac-
tion. Further, satisfaction with policies, compensation,
work conditions, and advancement were found to have
a significant relationship to organizational commit-
ment.The study of Klaus et al., (2003) cited in Sangro-
engrob andTechachaicherdchoo (2010), found out that
a challenging work has an impact on affective com-
mitment but employees with continuance commitment
partially stay with the organization. Job satisfaction
has been found out to be associated with organiza-
tional commitment (Pool and Pool, 2007; Boles et al.,
2007).

2.5 Job satisfaction and turnover intention

Studies showed that job satisfaction is one of the
reasons for employees’ intentions to leave the organi-
zation (Price 2001). Many studies were conducted in
different settings to support the claim of Price. Meland
et al., (2005) pointed out that there is a relation-
ship between employees’ job satisfaction and turnover.
Khatri and Fern (2001) concluded that a modest rela-
tionship existed between job satisfaction and turnover
intentions. Likewise, Samad (2006) cited in Ali (2008)
found a moderate relationship between job satisfaction
and turnover intentions. Korunka et al., (2005) and
Rahman et al., (2008) cited in Ali (2008) found a neg-
ative association between job satisfaction and turnover
intentions.

2.6 Organizational commitment and turnover
intention

A study on the effects of job satisfaction and orga-
nizational commitment to turnover intentions among
the flight attendants of a Taiwanese Airline Company
was conducted by Ching-Fu Chen (2006). Results of
analysis showed that two aspects of organizational
commitment, the normative and continuance, as well
as the job-itself satisfaction were found to have sig-
nificantly negative impact on the flight attendants’
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turnover intentions. On the other hand, Lacity et al.,
(2008) concluded that organization commitment is
one of the significant factors which has an impact on
turnover intentions.

3 STATEMENT OF HYPOTHESIS

Keeping in view the above discussion of variables, the
following hypotheses are generated.

H1: There is a relationship between job satisfaction
dimension and organizational commitment.

In a study conducted by Nielsen & Smyth (2006)
from 10,000 Chinese urban workforces, the three top
ranked incentives that employees considered when
choosing a job were stability, high income and pro-
fessional development. Over 40% of the sample con-
sidered job stability to be in the top. Workplace
and immediate professional status were the least
important.

Other researchers identified job satisfaction dimen-
sions and emerged on similar findings. Souza-Poza
(2000) identified pay as a predictor of job satisfac-
tion, that monetary compensation is positively associ-
ated with job satisfaction. Tutuncu and Kozak (2006)
research study of Turkish Hotels identified that fac-
tors contributing to job satisfaction were: work itself,
supervision and recognition through promotion. Onu,
Madukwe &Agwu (2005) identified job content, work
environment as key factors that affect job satisfac-
tion. Lastly, De Vaney & Chen (2003) found that
co-workers’ relation was a strong determinant of job
satisfaction.

On the other hand, of the five major job satisfaction
facets (work itself, pay, advancement opportunities,
supervision, and co-workers) enjoying the work is
almost always the most strongly correlated with high
levels of overall job satisfaction. Interesting jobs that
provide training, variety, independence and control
satisfy most employees (Barling, Kelloway & Iverson
(2003). In an exploratory study made by Selvarajan
(2005) among temporary employees, results revealed
that there was a positive association between job
satisfaction and organization commitment.

H2: There is a significant negative relationship
between job satisfaction and labor turnover
intentions.

A negative association exists between job satis-
faction and turnover intentions. (Selvarajan (2005).
Another study on job satisfaction and intent to turnover
was conducted by Choi & Sneed (2006) among part-
time student employees in University Dining Ser-
vices. Results indicate that job satisfaction is inversely
related to intent to turnover.

The researcher is interested to know if the results
of the previous studies also apply to the rank and
file employees of selected budget hotels in Oriental
Mindoro.

H3: There is a significant negative relationship
between organizational commitment and labor
turnover intentions.

In a study steered by Joo & Park (2010) among
Korean employees, results indicate that career/job sat-
isfaction and organizational commitment turn out to
be the predictors of turnover intention. The study of
Sangroengrob andTechachaicherdchoo (2010) showed
that job satisfaction and organizational commitment
has no direct effect on turnover intention. Meanwhile,
work commitment was found to have significant effect
on the turnover intentions of IT professional.The study
of Baotham, Hongkhuntod & Rattanajun (2010) inves-
tigated the relationships between job satisfaction and
organizational commitments on voluntary turnover
intentions of theThai employees in the New University.
The results showed that job satisfaction and organiza-
tional commitment have a direct negative influence on
voluntary turnover intentions.

The present study is an attempt to find out the
correlation between organizational commitment and
turnover intentions among budget hotels’ rank and file
employees in Oriental Mindoro.

4 METHODOLOGY

The main objective of the study is to determine the
job satisfaction dimensions and level of organizational
commitment of the rank and file employees in five
selected budget hotels in Oriental Mindoro.Thereafter,
correlate the variables to turnover intentions to find out
if job satisfaction and organizational commitment are
predictors of turnover intentions.

The study made use of the descriptive-correlational
research design. The researcher made use of fifty
rank and file employees who are already permanent
and full time in the hotels to be able to get a more
plausible response and minimize biases for the com-
pany. Random sampling was used in the selection of
samples. The researcher made use of a four-page sur-
vey questionnaire to gather the information needed
to achieve the desired objectives of the study. To
determine the level of organizational commitment, the
researcher adapted the Organizational Commitment
Questionnaire developed by Meyer & Allens (1997)
cited in Brown (2003). The questionnaire was struc-
tured into four parts. The five-point Likert numerical
scale (Burns & Burns, 2008) with 5 as the highest and
1 as lowest was used. The reliability of the scale was
assessed using the Cronbach’s Alpha method.

5 FINDINGS

5.1 Respondents’ profile

To address the issue, the researchers made use of 50
randomly selected respondents. From the 60 survey
questionnaires distributed, only 50 were considered
valid. Results of survey showed that majority of the
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Table 1. Mean perception profile of the respondents on job
satisfaction dimensions.

Job satisfaction dimensions Mean

Compensation 4.94
Recognition 3.52
Career Development 3.66
Job Nature 3.66
Job Relationship 3.60
Overall Mean 3.88

respondents are from 25–35 years of age. As regards
length of service, about 53% of them are in the orga-
nization for 1–5 years; 35% for 6–10 years and only
12% employed for 11–15 years. About 57% of the
respondents are females.

5.2 Job satisfaction dimensions

It can be noted that compensation seems to be of
utmost importance to them as evidenced by mean score
of 4.94; it was followed by career development and
job nature obtaining the same mean scores of 3.66.
Recognition got the lowest mean rating (3.52). Given
a very young group of respondents, about 25-35 years
of age, basically, they will be rating compensation with
utmost importance. In an interview with some respon-
dents, they emphasized that they are willing to stay in
their present work even if the compensation does not
meet their expectations as long as there is an opportu-
nity for career development and the nature of their job
will give them enough experience to grow.

5.3 Level of commitment of the respondents

Of the three types of commitment, normative got the
highest mean score of 4.37 which indicates that the
respondents are moderately committed. They believe
that a person must be loyal to the organization and must
stay in one organization for most of their career. For
them, moving from one organization to another orga-
nization very often is unethical. On the other hand,
affective commitment obtained a mean score of 3.88.
This is a reflection that respondents also care about
the fate of the organization. Moreover, they feel that
they are also “part of the family” in the organization.
Lastly, continuous commitment obtained the lowest
mean score of 3.31 which only proves that the respon-
dents stay in the organization because it is very hard
for them to leave even if they want and staying for them
in the organization is a matter of necessity rather than
a desire.

5.4 Job satisfaction dimensions influenced on
organizational commitment

It can be gleaned from the table that compensation
is negatively related to continuous commitment as
indicated by the computed r-value of −0.344 which
exceeded the critical p-value of .273 at 48 degree of

Table 2. Level of commitment of the respondents.

Mean

Affective commitment 3.88
Continuous commitment 3.31
Normative commitment 4.37
Overall mean 3.85

freedom and at .05 level of significance. It only implies
that even if the compensation is low, the respondents
are still committed primarily because of the difficulty
in finding jobs in the province, fear of losing jobs
and simplicity in style of living. Seemingly, results
revealed that career development is positively related
to affective commitment as indicated by the computed
r-value of 0.316 which exceeded the critical p-value
of .273 at .05 level of significance. This means that
career development can influence organizational com-
mitment. Respondents really care about the fate of
the organization because they can feel that they are
part of it. However, no relationship can be found for
other dimensions as their computed r-values were all
below the critical p-value of .273. Therefore, it can
be said that the level of commitment of the respon-
dents are not dependent on recognition, job nature and
relationship.

5.5 Job satisfaction dimensions’ influence on
turnover intentions

It can be noted that only two dimensions are nega-
tively related to turnover intentions. These are career
development and job nature with computed r-values
of −0.278 and −0.394 respectively. Figures imply that
the respondents’ commitments are predicted by career
development and job nature. Further, respondents will
only be committed if they can see that they will grow
career wise in the organization or the nature of their
jobs will give them enough skills and experience. The
findings were supported by that of Choi and Sneed
(2006).

5.6 Organizational commitment’s influences on
turnover intentions

It can be observed that no relationship exists between
organizational commitment and turnover intentions.
This is indicated by the computed r-values of affective
(−0.059); continuous (−0.016) and normative (.0477)
which are all below the computed p-value of .273 using
.05 level of significance with 48 degree of freedom.
Results imply that organizational commitment is not
a predictor of turnover intentions, that employees will
leave the organization if they find better opportunities.
Likewise, commitment will not keep employees in the
company. The result of the study supports the findings
of Sangroengrob and Techachaicherdchoo (2010).

100



Table 3. Job satisfaction dimensions influence on organizational commitment.

DV: Organizational commitment

Affective Continuous Normative

IV: Job satisfaction dimensions r r r

Compensation −.09 8.1−03 −0.344 .118 0.132 .017
Recognition 3.7998E-17 14.43 −0.178 .032 0.023 5.29−04

Career development 0.316 .100 0.069 4.76−03 −0.176 .031
Job nature −0.196 .038 0.029 8.41−04 0.007 4.9−05

Job relationship .165 .027 .174 .030 .0501 2.51−03

Level of Significance = .05
df = 48
critical p-value = .273

Table 4. Job satisfaction dimensions influence on turnover
intentions.

DV: Turnover intentions

IV: Job satisfaction dimensions r r2

Compensation 0.093 8.649−03

Recognition 0.077 5.929−03

Career development −0.278 .077
Job nature −0.394 .155
Job relationship 0.198 .039

Table 5. Organizational commitment’ influences on
turnover intentions.

DV: Turnover intentions

IV: Organizational commitment r r2

Affective −0.059 3.481−03

Continuous −0.016 2.56−04

Normative .0477 2.28−03

6 CONCLUSIONS AND RECOMMENDATIONS

The results of the study showed that the five job sat-
isfaction dimensions are all very important to the
respondents. However, of the five dimensions com-
pensation was considered to be of utmost importance.
As regards the level of commitment, normative com-
mitment got the highest mean score while continuous
commitment got the lowest rating which only proves
that respondents stay in the organization because of
the difficulty in finding a job considering they are
in the province. Results of the study also indicate
that compensation is negatively related to continuous
commitment while career development is positively
related to affective commitment. On the other hand,
only two job satisfaction dimensions such as career
development and job nature are negatively related to

turnover intentions. Lastly, the study revealed that
no relationship exists between organizational com-
mitment and turnover intentions. This only proves
that commitment will not keep employees in the
organization.

Based on the conclusions drawn, it is recommended
that the organizations should review their current
human resource practices for the purpose of enhanc-
ing the organizational commitment of the employees
and minimizing turnover among them. The employ-
ers should create an environment in which employees
are truly committed and they will stay in the organiza-
tion because of desire and not of necessity. Employees
who are satisfied with their jobs are most likely to be
committed and will stay longer in the organization.
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ABSTRACT: Hospitality and tourism industry is expanding and become one of the major revenue contributors
to other nations and Malaysia. It is also one of the largest sectors that employ and provide huge job opportunities
for many countries. In fact, influx of workforce is produced by hospitality and tourism schools. Despite the
tremendous job opportunities and vacancies in this sector, students from hotel and tourism school rather opt for
other job alternatives. This never ending issue could be contributed by many factors including low entry minimal
wages. Therefore, this study examines direct financial compensation influencing career choice in hotel industry
among the students. Through self reported questionnaire, 265 respondents were approached using proportionate
stratified random sampling method. The study shows a direct relationship on factor in research which is direct
financial compensation and career choice intention in the hotel industry. Main focus on graduate is the satisfactory
introductory level salary as the pull factor to join the industry beside interest and career advancement.

Keywords: direct financial compensation, hotel management and culinary arts graduate, graduate career choice
intention, hotel industry

1 INTRODUCTION

The hospitality and tourism industry is one of the
largest economic contributors for Malaysia.Tourism is
identified and recognised as one the source of devel-
opment in developing a particular country for many
developing countries (Awang & Abd Aziz, 2011). At
this moment, Malaysia is one of the top tourism spot
and place to visit in the world (Ab. Karim, Bee &
Salleh, 2009). Furthermore, Malaysia has been ranked
as the World’s Top Fifteen Destinations that also has
becoming the prime contributor to its overall economic
(WTO, 2002).

Malaysia had managed to generate US$6.8 billion
of income (WTO, 2003). Facing with great expan-
sion and rapid growth of the hospitality and tourism
industry the country need to have dependable human
capital. In general, by 2020, there will be a total of 1.6
billion million jobs in the tourism industry (WTTC,
2007). Thus, there is a significant need in having a
more qualified, motivated and skilled manpower avail-
able to meet the challenges of this ever changing and
demanding industry. These people also the one to head
and manage the industry by continually contributing
to the growths and development of the hospitality and
tourism industry.

The workforce force is an integral part and they
ought to be the spine and the decisive factor in
all industries regardless the nature of the business

(Gravish, 2009). The human play a pivotal role in
delivering a product that will influence the overall
experience of tourists as to the tourism is a service
oriented industry (Chellen & Nunkoo, 2010). In other
words, this leads to the sources of labor in which
majority of them are graduates from universities and
colleges.

Even though there are increments in students’enrol-
ment in hospitality and tourism program, yet, there
is an issue whereby these students will not enter
or join the industry after completion of their study.
Jenkins, (2001) highlighted that, while the undergrad-
uate hospitality students’ degree course progresses, at
the meantime, their perceptions towards the industry
deteriorate as well. It is particularly true and it can
be considered as a big time loss to the industry in
terms of having the potential of hiring the suitable and
competent personnel for them.

This scenario is really becoming a famous issue
that is being tried to be understood by hospitality
researchers. Yet, there is an indicator that there is a
need for such studies to be carried out due to there are
still lack of studies on understanding about perceptions
and intentions of the labour market towards tourism as
a career (Aksu & Köksal, 2005; Ross, 1992).

Subsequently, those who not decided on a career
choice tend to have more concern about extrinsic val-
ues for future job. In that case, there is a need for better
reward and recognition system to help the employers
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attract high potential employees to a firm (Jauhari &
Manaktola, 2009). Practices such as developing equi-
table reward systems for staff and by incorporating a
wide range of benefits are an innovative recruitment
and retention techniques (O’Leary & Deegan, 2005).

2 LITERATURE REVIEW

2.1 The hospitality and hotel industry

The terms travel and tourism industry and hospital-
ity industry mean the same thing for some people
(Nenemeier & Perdue, 2005). They added that, it is
basically hard to define in a correct way because of
the nature of the works are the same in which pro-
viding services to people; service-oriented business.
Hence, all organizations that primarily provide lodg-
ing or accommodations and foodservices for travelling
public or people when they are away from their homes
refer the hospitality industry (Nenemeier & Perdue,
2005).

2.2 Compensation

Compensation is defined as ‘the amount of money and
other items of value (e.g.: benefits, bonuses, perks)
given in exchange for work performed’ (Hayes &
Ninemeier, 2009). In other word, all forms of financial
returns and tangible services and benefits employees
receive as part of an employment relationship can be
referred as “compensation”.

Developing a compensation program that recog-
nizes the lifestyle and standard of living of all employ-
ees is crucial these days’ (Milkovich, Newman &
Milkovich, 2001). Other authors also asserted that
compensation that every employee in the hospitality
receives for doing their jobs is critically important and
related to their job satisfaction (Hayes & Ninemeier,
2009). With this kind of program also it would be able
to promote effective delivery of essential goods and
services (Milkovich, Newman and Milkovich, 2001).

Moreover, an effective compensation package or
program can improve job satisfaction as well as
it will assist the organization to attract and retain
skilled employees (Patricia, 2002). Dessler, (2011)
stated that two main components of compensation are
direct financial payments (wages, salaries, incentives,
commissions, and bonuses) and indirect financial pay-
ments (financial benefits like employer-paid insurance
and vacations). In which this study will only focused
on direct compensation criterion.

2.2.1 Salary
All types of pay going to employees and arising from
their employment are referred to ‘employee compen-
sation’ (Dessler, 2011). Price, (2004) stressed that pay
is the main reason why people work and it is an impor-
tant feature of human resource management. It is a
sensitive and controversial area that has been exten-
sively debated at both practical and theoretical levels.
Employees’ job satisfaction also interrelated to the

pay practice of an organization or firm (Mudor &
Tooksoon, 2011).

As a vital component in employee work motivation
salary is income paid to an individual on the basis
of performance, not on the basis of time (Griffin &
DeNisi, 2005). The salaried status implied a long-term
employment relationship and the potential for career
development compared to wage workers (White &
Druker, 2001) that are paid according to number of
hours worked or pieces of job completed.

2.2.2 Wage
On the contrary, interestingly researchers found out
that the definition of wage can vary greatly, on the
way of the word is used and the term is used in
a variety of contexts. ‘Wages’ is the basic monthly
wages plus fixed allowances (fixed amounts received
monthly) paid to employees as defined in Section 2 of
the Human Resources Development Act, 1992 (Min-
istry of Human Resources of Malaysia, 2009). In the
hospitality industry context, ‘wages paid to workers
typically take the form of hourly wages or piecework
wages’ (Hayes & Ninemeier, 2009).

2.2.3 Incentives and bonuses
Researchers believed that the both incentives and
bonus program are essential and becoming increas-
ingly common in hospitality industry (Hayes &
Ninemeier, 2009). In general, compensation manage-
ment provides a step-by-step approach for designing
a remuneration system that recognizes job require-
ments; employee-related knowledge and skills; and
performance-related incentives that link individual,
team, and work unit and organization performance.
Bonuses and incentives also include a host of ben-
efit that protect and expand the lifestyle and help
all workers and their family (Milkovich, Newman &
Milkovich, 2001). In other words, they have something
that could ‘spark’ their performances. Subsequently,
there are various advantages that lead to bonuses and
incentives (Dessler, 2011).

2.3 Career choice

The exact meaning for the word ‘career’ is hard to
justify. Definitions such as: ‘a career is a sequence
of positions held by a person during his or her life-
time’ (Robbins, Bergman, Stagg, & Coulter, 2000) or
‘a career is the evolving sequence of a person’s work-
ing experience over time’ (Arthur, Hall, & Lawrence,
1989). Also, ‘a career is the pattern of work-related
experiences that span the course of a person’s life’
(Greenhaus, 1987).

It is clear that the word ‘career’ offers a mix of
interpretations and views by various people which can
be found, but all these do not account for the external
influences affecting career progress, such as social and
family responsibilities. Thereafter, researchers might
think that it is more useful to define a career as a
dynamic process in which individuals gather informa-
tion on their own likes, dislikes, strengths, weaknesses,
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and on the world of work; develop realistic career
goals; develop and implement strategies to achieve
these goals; and obtain feedback to promote career
decision making (Greenhaus & Callanan, 1994).

3 METHODOLOGY

In accessing the direct compensation influence
toward graduate career choice, a quantitative research
approach was employed using self administered ques-
tionnaire. The samples of the study were chosen
according to proportionate stratified random sampling
technique in which 265 respondents from the Fac-
ulty of Hotel and Tourism Management, University
Teknologi Mara (UiTM). The data were later analyzed
using descriptive analysis approach to test several
hypotheses formulated to for the study.

4 FINDINGS

4.1 Demographic profile of the respondents

Before commencing into analysis, it is essential to
understand the characteristics of the respondents. Fre-
quency test was used against all demographic and
other related variables (gender, program/department,
semester, career choice, internship, previous work
experience and position.The results obtained from 265
respondents showed that 41.1 percent (n = 109) male
and 58.9 percent (n = 156) female respondents. Next,
it is clear that, 50.2 percent (n = 133) are hotel manage-
ment students and the other 49.8 percent (n = 132) are
culinary arts students. 77.4 percent (n = 205) choosing
it willingly. Meanwhile, the balance of the respondents
22.6 percent (n = 60) did not choose their course. The
data indicates that 88.7 percent (n = 235) had intern-
ship experience. And the rest 11.3 percent (n = 30)
had no internship experience. The respondents are
from the STPM and Matriculation leavers. Majority
of the respondents had experienced and worked in
hotel industry before 65.7 percent (n = 174) followed
by 34.3 percent (n = 91) no working experience. This
show that they are aware of the work nature and pay rate
of the hotel industry Moreover, most of respondents;
54.7 percent (n = 145) had worked as a part time staff,
before. Meanwhile, 35.5 percent (n = 94) had never
worked and hold any position in a hotel, previously.
The final data shows that the remaining; 9.8 percent
(n = 26) had worked as a full-time or permanent staff.

4.2 Assessing the internal reliability of the
instruments

It is vital to analyse the internal reliability of the
instruments before any further analysis is conducted.
Cronbach’s Alpha test done showed that all the inde-
pendent and dependent variables recorded the reli-
ability values of .829 (salary), .856 (wage), .877
(incentives and bonus), and .790 (career choice).Thus,
all these are ranging from an acceptable to good the
instrument.

4.3 Measuring the influence between direct
compensation benefit and career choice
intentions

In measuring the influence of direct compensation
benefit towards graduate career choice. A standard
multiple regressions were used to explore the relation-
ship between the direct financial compensation factors
(independent variables: salary, wage, and incentives
and bonus) and career choice (dependent variable)
(Pallant, 2005). A set of hypotheses was formulated
and tested. The analysis was to identify how the
dimensions in the independent variable influence the
dependent variable. Thus research hypotheses were
constructed to assessed variable presented for the
study.

H1: Salary influence graduate career choice in the
hotel industry

Result of multiple regression reveals that salary and
career choice are positively related (p = .000 < α =
0.10). It is the most or strongest influential dimensions
of direct financial compensation according to the Beta
value projected of .790. This somehow had shown how
important is salary to all the respondents in order for
them to join the industry. Salary level offered is the
prime thing that they look at before deciding to work
in the hotel. Hence H1 is supported

H2: Wages influence graduate career choice in the
hotel industry

Second analysis reveals that wage and career choice
are positively related (p = .001 < α = 0.10). However
the Beta value is −.193, highlight it is the least impor-
tant elements of direct financial compensation. Thus,
H2 is also supported.

H3: Incentives and bonus influence graduate career
choice in the hotel industry

It exposed that incentives and bonus, and career
choice are also positively related (p = .000 < α = 0.10).
It shows that incentives and bonus is the second impor-
tant dimensions of direct financial compensation as to
the Beta value is .311. The respondents pay a lot of
attention on incentives and bonus level being offered
by the hotel industry as it involves long-term com-
mitment to be achieved, due to bonus are offered on
yearly basis and based on the individual performance.
Therefore, H3 is also supported.

5 CONCLUSION

5.1 Summary of the findings

The direct financial compensation factors were opera-
tionalized by three dimensions namely salary, wage,
and incentives and bonus. The multiple regression
analysis done highlighted that all three dimensions
are significantly related to career choice. In general,
direct financial compensation factors level offered by
the industry greatly influence graduate career choice
in hotel industry.
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5.2 Limitations of the study and possible future
research

Thereafter, this study only provides a glance on what
really matters for the potential candidates of the hotel
industry, and mainly the hospitality school graduates
of UiTM. In addition, this research only focuses on
direct financial compensation factors (the pay factor)
as an element that influences career choice in the hotel
industry.

5.3 Implications and conclusion

Although hospitality schools have prepared students
with adequate skills and knowledge to develop a career
in the industry, there still exists a gap between these
graduates’ career expectations and the reality. Con-
sequently, they opt to not to pursue to work in the
industry. This will lead to a big loss to the industry of
having highly skilled labor.

Thereafter, based on this research finding, it is hope
that the industry players would take a step forward to
improvise the image of the hotel industry that is always
associated with factors such as low pay, low job status,
long working hours, antisocial working hours, unstable
and seasonal employment and making the employment
within the hotel industry is unpleasant (Malaysian
Association of Hotels, 2000) that contribute also to the
high turnover rate in Malaysia’s hotel industry, despite
the tremendous development of hotels in Malaysia
(Hemdi, 2006; Hemdi, Nasurdin & Ramayah, 2003;
Zahari, 2004).

Notably, salary levels, interaction with managers,
and career paths are the universal remedies to solve this
problematic scenario of attracting graduates of hospi-
tality and tourism schools (Richardson, 2008).It is sug-
gested to reconsider or revise back the pay level offered
by the hotel operators in an effort to create improved
recruitment efforts and ultimately enhance the recruit-
ment results in the industry. Industry recruiters also
should actively reach out the hospitality schools’ stu-
dents and provide current and realistic information
about rewards (including salary, wage, incentives and
bonus, and others), work conditions, career advance-
ment opportunities, and in the industry. It is hoped that
they may reconsider their expectations and be more
realistic when deciding which segment to enter and
plan their career accordingly.
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Influential factors effecting fast food consumers’ intention to use menu
labels in fast food restaurants: A conceptual framework
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ABSTRACT: Urban living and busy lifestyles have somehow encouraged fast food consumption amongst
Malaysian during last few decades. Some health critics blame fast food as one of the cause of obesity because
the diet consists of high level of calorie, fat, sodium and sugar. It is believed that obesity poses many health
related problems such as cardio-vascular diseases which were the leading cause of death in Malaysia. In support
of healthy dietary plan, menu labeling has been implemented by some of the popular fast food chain restaurants.
Menu labeling is an attempt to provide consumers with information on the nutritional component of foods, to
enable them to choose nutritionally appropriate menu items. Hence scrutiny of fast food consumers’ behavior
and the identification of factors that influence their intention to use menu labeling are of vital important. This
study aims to identify the factors which may influence fast food consumer’s intention to utilize menu labeling
and the relationship of these factors with the socio-demographic determinants. The conceptual framework of this
research is based on Theory of Planned Behavior byAzjen which has been widely applied in various researches in
consumer behavior and healthcare studies. Furthermore the result of this study will also help the health promoters
to embark on customer friendly menu labeling formats which will further maximize their utilization.

Keywords: fast food, intention to use, menu labeling, theory of planned behavior, Malaysia.

1 INTRODUCTION

Menu labeling is a listing of nutritional information
on menus and menu boards which typically reports
calories, saturated fat, sodium and carbohydrates. A
health education tool, menu labeling helps consumers
achieve healthier diets and better overall health. Urban
lifestyle has increased the rate of restaurants and
habit of eating out among Malaysians (Kassem et al.,
2003). Consumers in general underestimate the calo-
ries in menu items (Wansink & Chandon, 2006). Food
away from home and specially fast food is dense in
calorie and consuming such foods cause overweight
and obesity, which can lead to heart disease, can-
cers, diabetes and stroke (Satia et al., 2007). Presently
cardiovascular diseases are one of the main reasons
of mortality in Malaysia and health organizations
invest a considerable of effort in minimizing the prob-
lem (MOH Malaysia, 2009). Medical expenditures
for treating overweight and obesity, and other related
health problems, may cost a lot and may affect the
economy.

Menu labeling is provided mainly in fast food chain
restaurant in order to inform the consumers about
the content of the foods and help them to choose
their meal wisely. Despite menu labeling could be an
effective way in guiding consumers to select healthier
food; heart diseases and obesity are still on the rise in
Malaysia. Therefore scrutiny of fast food consumers’

behavior and the identification of factors that influ-
ence their intention to use menu labeling are of vital
important.

Many studies show that menu labeling encour-
ages consumers to much healthier eating behavior,
lower calorie intake and decrease obesity rate. (Burton
et al., 2006). In this paper, by employing the theory of
planned behavior, the factors that influence intention
to use menu labeling have been scrutinized. Basically
by investigating these factors the final result hope to
rectify consumers’ eating behavior.

2 LITERATURE REVIEW

2.1 Consumer attitude towards menu labeling

Many studies demonstrate that consumers are inter-
ested in having menu labeling while they are eating
out (Bleich & Pollack, 2010; O’Dougherthy et al.,
2006); which means they have a positive attitude
towards menu labeling. Sixty-three percent of respon-
dents in a UK survey of 2,101 people wanted to
know what was in their foods when they ate out.
(Food Standard Agency, 2008). Previous studies have
shown how attitudes can positively change, whether
directly or indirectly, as customers became more aware
of proper nutrition. It is interesting that even though
some customers viewed the provision of nutritional
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content information on restaurant menus as a mere
showpiece, they still considered the availability of
such information important (Almanza & Hsieh, 1995;
Nelson et al., 1996).

2.2 Consumer behavior after the
provision of menu labeling

The researches which investigate the consumer behav-
ior while the menu labeling was provided show a
mixture of result regarding consumer food choice and
calorie intake. Most of the studies focused mainly on
consumers’ behavior regarding calorie intake as it has
a direct relationship with weight gain and obesity. A
study in New York City, measured pre- and post intro-
duction of calorie information on menus and it shows
no evidence that labeling influenced total calories pur-
chased (Elbel et al., 2009), in another research by
Roberto and colleagues in 2010 menu labeling had
a favorable effect which lead consumers to have foods
with lower calorie. In a study on adolescents’ ordering
behavior, some participants ordered food with higher
calorie after being provided with menu with calorie
information (Yamamoto et al., 2005). In general the
number of studies which support the benefit and effec-
tiveness of menu labeling are far more than those with
neutral or negative results.

2.3 Role of nutritional knowledge
and use of menu labeling

Consumers appear to have limited knowledge of nutri-
tion as measured by a number of different nutritional
tests. Jacoby, Chestnut, and Silberman (1977), for
instance, found that respondents scored poorly on a test
of knowledge about nutrients and their functions and
they hypothesized that the lack of nutritional knowl-
edge was the reason why consumers did not search for
more nutritional information; however, this hypoth-
esis was not directly tested. Behavioral factors such
as desire and motivation to search can also influence
information search (Spreng and Olshavsky, 1989).

Some studies indicate that consumers have diffi-
culty in understanding and utilizing the menu labeling
(Wansink & Cheney, 2005). In this case even if the con-
sumer has the intention to use the menu labeling, but
due to the obstacles (such as complication in the format
of menu labeling, lack of information in point of pur-
chase or time consuming process to use the data, etc)
practically the menu labeling is unused. Guthrie et al.,
(1995) found a positive relationship between label use
and nutrition knowledge, indicating the importance
of nutrition knowledge as a determinant of label use.
Nayga (2000) on the other hand, found that nutrition
knowledge does not affect label use. These differences
in results could be due to differences in methods, sam-
ples, timing of the study, etc. Although it is reasonable
to expect that nutrition knowledge can affect nutri-
tional food label use, it is also possible that label use
can affect nutrition knowledge.

3 PREVIOUS AND PROPOSED MODELS

3.1 Common models in usage of label

Guthrie et al. (1995) and Nayga (1996) employed the
economic model of information search, first intro-
duced by Stigler (1961), to model nutrition label
use. Consumers’ use of product information such as
nutrition labeling is an active process that involves
searching out information, evaluating its meaning, and
making a decision based on that evaluation (Senauer
et al., 1991). In this context, the use of nutritional
labels or nutrient content is considered an act of
information search. Within the economics of informa-
tion approach, the consumer is assumed to continue
acquiring and processing information as long as the
additional costs do not outweigh the additional bene-
fits. The main cost of label used is reflected in the time
spent reading labels; the benefits can be healthier food
choices, yielding a more nutritious diet, which in turn
can be perceived as the reduced risk of chronic diseases
because of the diet–health relationship that continues
to gain scientific support (Pomerleau et al., 2003). The
more a consumer feels that his health is likely to suf-
fer in the future, the greater the perceived health risk.
Therefore, the consumer decides the optimal level of
label use by comparing the marginal benefits with the
marginal costs.

3.2 Models of intention to use information and
behavioral intentions

The Theory of Planned Behavior (TPB) has been used
vastly in exploring consumers’ intention and behavior.
It has been applied in many health related topics. TPB
is rooted in the theory of reasoned action. The latter
assumes “that human beings are usually quite rational
and make systematic use of the information available
to them“, i.e. “that people consider the implications
of their actions before they decide to engage or not
engage in a given behavior”. Thus, the theory of rea-
soned action “views a person’s intention to perform (or
not to perform) a behavior as the immediate determi-
nant of the action” (Ajzen, Fishbein, 1980, p. 5). The
intention is a function of a person’s attitude toward the
behavior, i.e. his or her positive or negative evaluation
of performing the behavior, and the person’s percep-
tion of social pressures to perform or not to perform
a behavior. This second determinant is termed sub-
jective norm. Besides attitudes and social norm, the
theory of planned behavior takes into account a third
determinant of behavior, i.e. perceived behavioral con-
trol. The latter factor represents the non-motivational
factors which determine the ability to perform a behav-
ior such as requisite opportunities and resources (for
instance, time, money, cooperation of others, skills;
Ajzen, 1991). The most consistent finding from these
studies was that attitude was a better predictor of
behavioral intention and actual behavior than sub-
jective norms (Conner et al., 2001). Furthermore, a
number of studies demonstrated that self-efficacy (or
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perceived behavioral control) was an important predic-
tor of eating behavior (Shannon, 1990). On the other
hand, a study concerning intention to eat whole-meal
bread indicated that the addition of perceived con-
trol did not contribute to a significant improvement
of behavioral intention (Sparks, 1991).

The technology acceptance model is an extension of
the theory of planned behavior and was mainly devel-
oped as a theoretical background for understanding
intention and decision to use or not to use new infor-
mation technologies such as graphics systems, email
and editors (Davis, 1989). The model assumes that
the decision how and when to use a technology is
determined by the behavioral intentions of individuals
to adopt this technology. The intention is determined
by people’s attitudes toward this technology. The atti-
tudes are a determinant of “the degree to which a
person believes that using a particular system would
enhance . . . performance” (perceived usefulness) and
“the degree to which a person believes that using a
particular system would be free of effort” (perceived
ease of use) (Davis, 1989, p. 320). Both perceived use-
fulness and perceived ease of use are influenced by
external factors. (Heyder et al., 2010)

3.3 Proposed model and propositions

The focus of the conceptual framework (Figure 1) is
a behavioral research model. The model presented is
based on both the theory of planned behavior (Ajzen,
1991) which is a widely used model of social cognition
and has recently been applied to the health behav-
ior and also the model of information search (Nayga,
1996).The intention of using menu labeling preceded
the process before actual purchase. Intention reflects
future behavior. Attitude is postulated to have a direct
relationship with intention behavior. The relationship
between subjective norms and behavioral control is
also posited as a direct relationship here. Besides three
main independent factors in TPB, nutritional knowl-
edge and socio demographic factors are added to this
conceptual model which is partly borrowed from the
model of information search.

P1-Nutritional knowledge will directly affect the
intention to utilize menu labeling.

According to previous studies nutrition knowledge
may facilitate label use by increasing its perceived
benefits and by increasing the efficiency of their use,
thereby decreasing the cost of using them. Levy and
Fein (1998) revealed the effect of knowledge on con-
sumers’ ability to perform nutrition label use tasks. In
addition, Guthrie et al., (1995) found a positive rela-
tionship between label use and nutrition knowledge,
indicating the importance of nutrition knowledge as a
determinant of label use. Nayga (2000) on the other
hand, found that nutrition knowledge does not affect
label use. These differences in results could be due
to differences in methods, samples, timing of the
study, etc.

P2-Socio-demographic characteristics influence
consumer’s attitude and intention to use menu labeling.

Figure 1. Conceptual framework based on theory of planned
behavior (Ajzen 1985.

It is well known that individual characteristics
affect information search behavior. For example, past
researchers have found that information search is
affected by various demographic factors such as age,
gender and education (Schultz, 1975). Time pressure
has been also found to affect nutrition information
search (Park et al., 1989). More specifically, working
status (Nayga, 2000) and income (Kim et al., 2001)
have been found to affect nutritional label use. In
this model it is expected that socio demographics will
affect intention to use menu labeling and consumers’
attitude in fast food restaurants.

P3-Attitude is a significant predictor of intention to
use menu labeling.

Previous studies show intention as a function of
three component in theory of planned behavior (Atti-
tude, subjective norms and perceived behavioral con-
trol) but the strongest predictor in most of the studies
were attitude followed by perceived behavior and sub-
jective norms (Kassem et al., 2003). Attitude toward
the behavior is defined as the individual’s positive
or negative feelings about performing a behavior. It
is determined through an assessment of one’s beliefs
regarding the consequences arising from a behav-
ior and an evaluation of the desirability of these
consequences.

4 METHODS FOR COLLECTING AND
ANALYZING DATA

This conceptual paper is based solely on a review and
analysis of previous researchs and data from the litera-
ture. Several methods were used to collect and analyze
the literature.

First, research was conducted using the Google
search engine. Terms such as ‘intention to use’ and
‘menu labeling’ were used, and a limited amount of
information was found. The most helpful piece of
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literature was Drichoutis and colleagues’work, “Nutri-
tion knowledge and consumer use of nutritional food
labels” that contained results of surveys that collected
data on the consumer’s opinion toward label use and
influential factors.

For future research a quantitative study will be con-
ducted to obtain data on the consumer’s intention to use
menu labelling in Klang Valley. A quantitative method
would be used to address the research questions by dis-
tributing questionnaires. The sample population to be
studied would be 400 adults, 18 years old and above.
A population of that age range would be used because
they are more likely to be established in society as an
individual person who is in control of his/ her deci-
sion and consumption behaviour. The survey will use
a likert scale to facilitate the analysing of the data.
The questionnaires will be analysed using SPSS (Sta-
tistical Package for Social Science) from the analysis,
findings will determine whether the five mentioned
independent variables affects a person’s intention to
use menu labelling in fast food restaurants as well
as identifying the positive and negative influential
factors.

5 IMPLICATIONS

This conceptual paper will add to the limited amount
of literature which considers the influence of attitude,
subjective norms and perceived behavioral control on
consumers’ behavioral intention in menu labeling. In
particular, current studies mainly have investigated
the effect of nutritional information disclosure in a
restaurant and have mainly focused on the effects of
nutritional menu context depending on the presence
of nutritional information. Thus, the results of this
study will extend the literature about menu labeling
utilization.

This study is expected to provide information
on how to better educate consumers such that they
increase their intention to use of nutritional informa-
tion on menus and control their food consumptions
for health. It also aids health policy makers in under-
standing how fast food consumers approach to menu
labeling and healthiness of food in the decision pro-
cess, and allows them to use better marketing strategies
to promote healthy foods.
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ABSTRACT: Restaurant industry is an extremely risky business with a highly unpredictable demand nature
with many new entrants ended with failures. In a very competitive market, maximizing revenues are restaurant
managers’top priorities and main concerns. One of the tools that can help restaurateurs to improve their restaurant
performances is by using revenue management. This study is conducted to examine the relationship between
revenue management practices and restaurant performance. Sample of 104 restaurant managers in Klang Valley
area were selected. There were four revenue management dimensions will be measured which are capacity
management, perishable inventory, pricing strategy and market segmentation. The results showed that there were
positive relationships between each revenue management dimensions and restaurant performance. The study
concluded that revenue management did help managers to improve their restaurant performance and revenue
maximization with capacity management as the most important dimension. Practically, this study has revealed
the importance of revenue management practices in maximizing restaurant performance and revenue.

Keywords: theme restaurant, revenue management, performance

1 INTRODUCTION

The uses of revenue management strategy has been
widely applied in the service industry with the prove
of many previous researchers. Examples can be seen
in Airlines industry with James (1987) and Smith et al
(1992), in hotel industry with Brotherton and Mooney
(1992), Donaghy (1996), in restaurant industry Kimes
(1989, 1997b, 1999, 2000 & 2004), and in transporta-
tion industry with Wang and Regan (2005). Although
there were wide spread and extensive researches per-
taining to the revenue management in which related
to other business and service-related industry, there is
limited research done, which encompasses on relation-
ship between revenue management strategies focuses
on theme restaurant operation in Malaysia particularly
in Klang Valley. This research intends to answer the
question:

Q1. Is there a relationship between revenue manage-
ment practices and restaurant performance?

2 LITERATURE REVIEW

2.1 Revenue management

There are many thoughts pertaining to the actual
meaning of revenue or yield management definition
which vary according to different degree and type
of service sector that apply this strategy (Sieburgh,

1988; Kimes, 1989; Brotherton and Mooney, 1992;
and Lieberman, 1993). According to Donaghy (1996),
revenue management which also known as yield man-
agement originated from theAmerican airline industry
following its deregulation in 1978.

In the earlier meaning of this term, James (1987)
suggested that revenue management is a form of tech-
nique that one can apply to improve productivity
and revenue. This also have been added by Smith,
Leimkuhler, and Darrow (1992) who stated that rev-
enue management is the application of information
systems and pricing strategies to allocate the right
resources to the right customer at the right place at
the right time.

In addition, a widely accepted definition of revenue
management came from Kimes(1997) who stated that
“revenue or yield management is the process of allo-
cating the right capacity or inventory unit to the right
customer at the right price and at the right time so as
to maximize revenue or yield”. Furthermore, Coulter
(2001) described revenue management as the emer-
gence of optimized capacity in service activities to
be applied to various service-based activities such as
airlines, hotels, cruises, and Internet activities.

2.2 Theme restaurant

Hsu and Powers (2002), defined Theme restaurant as
a concept of restaurant designed at a particular spot
or area with a distinctive building, style of music and
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personality. The Hard Rock Cafe is a good example
of a theme restaurant whereby the overall concept
of the restaurant is about music, music instruments
such as guitars, and live entertainments with not much
attention give to the food menu.

2.3 History of theme restaurant

The first theme restaurant is believed to have opened in
the 1910s and 1920s, where the theme restaurant was
perceived as remote and on secluded area with limited
service offers.

Over time, theme restaurant attributes were changed
dramatically in the late 1960’s (MacLaurin &
MacLaurin, 2000). In addition, Lewis (1997) sug-
gested that, the theme restaurant services has changed
in early 1970’s after the opening of Hard Rock café
at that time. The changes can be seen in the over-
all restaurant concept, food and service quality, menu
engineering, convenient atmosphere, value and pricing
strategy (Kim et. al., 2011).

In the recent scenarios, theme restaurant can be
seen as a restaurant establishment that provides a
wide range of services to the customers without los-
ing the restaurant originality and authenticity. This
has been stated in Tsai and Lu (2012) which men-
tioned that, although there have been many changes
and developments of theme restaurants over the years,
the authenticity nature of these restaurants remain as
they were used to be.

2.4 Dimension of revenue management in
restaurant operation

According to the model developed by Wirtz et. al.
(2003), revenue management consists of five differ-
ent subsets or dimensions. They are variable demand,
capacity restriction, inventory control, overbooking,
and pricing strategy. However, there are some dif-
ferences in airlines and hotel sectors with restaurant
service industry.

The dimensions will not be exactly the same with
above statement, but there are similarities between
them. This has been supported by Kimes (2004) in
which she stated that the application of revenue man-
agement has been most effective in the restaurant
industry because of its attributes. They are capac-
ity management, perishable inventory, pricing strategy
and market segmentation.

2.5 Revenue management practices and restaurant
performance relationship

In relation between revenue management and restau-
rant performance, Burgess and Bryant (2001) sug-
gested that revenue management has changed the
financial aspect of the organization. With a good prac-
tice of demand and capacity management, restaurant
can increase its productivity and generate better rev-
enue (Klassen and Rohleder, 2002). Besides, these

two factors are able to promote maximum profitabil-
ity if chose appropriately in a sense that they will
cover for the lack of one another in appropriate sit-
uation (Docters et. al. 2010). Apart from that, revenue
management will improve restaurant performance by
tackling the average check patterns, revenue per avail-
able seat-hour and help to increase sales volume and
seat’s turnover, which can generate higher revenue and
improve restaurant performance (Kimes, 1999, 2004).

3 RESEARCH METHODOLOGY

This research adopts the cross-sectional study design.
The reason why this design is selected is due to the
fact that this research is aimed to identify the current
practices of revenue management by restaurant man-
agers as well as to measure the relationship between the
practices and restaurant performances. In collecting
the data, it was distributed in a form of questionnaire
to the number of determined sample.

The population of the research consists of all man-
agers of theme restaurants in Klang Valley area. As for
the sample size, a total of 104 restaurants were selected
in which restaurant managers have been selected as the
questionnaires’ respondents.

3.1 Finding results

3.1.1 Response rate
In the researcher’s case, a total of 104 questionnaires
were successfully distributed to the 104 restaurant
managers during the data collection process and the
researcher managed to get 100 percent response rate.

3.1.2 Main findings
The findings in this research suggested that there
are positive relationship between revenue manage-
ment and restaurant performance. This indicator can
be seen in the test result within each dimension in the
hypotheses testing.

In order to measure each relationship of the vari-
ables, the correlation table by Cohen (1988) was used.
This is to determine the direction and strength of these
relationships and to answer the purposes of the study.

In the findings, it showed that the independent vari-
ables of revenue management and practices were pos-
itively related to the restaurant performance. Finally,
hypotheses analysis can be further determined after an
analytical test of Pearson’s correlation process.

3.1.3 Hypotheses testing analysis and summary
From the information at hand, it can be concluded that
all hypotheses proposed by the researcher in the pre-
vious section, were carefully and successfully tested
by using the Pearson’s Correlation test. In addition,
all of the hypotheses which consist of independent
and dependent variable were then supported with the
showcase of result presented earlier. For that reason,
a summary of hypotheses and Pearson’s correlation
results was formed in Table 3 respectively.
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Table 1. Pearson’s correlation analysis on each variable with
restaurant performance.

Restaurant
Revenue management performance
dimensions (sales)

Revenue Pearson correlation .327*
management Sig. (2-tailed) .021

N 104

Capacity Pearson correlation .387∗∗
management Sig. (2-tailed) .003

N 104

Perishable Pearson correlation .171*
inventory Sig. (2-tailed) .032

N 104

Pricing Pearson correlation .419∗∗
strategy Sig. (2-tailed) .006

N 104

Market Pearson correlation .306*
segmentation Sig. (2-tailed) .23

N 104

*Correlation is significant at the 0.05 level (2-tailed).
**Correlation is significant at the 0.01 level (2-tailed).

Table 2. Correlation strength measurement (from Cohen
1988).

Pearson’s correlation (r) Measurements

r = .10 to .29 or −.10 to −.29 Small
r = .30 to .49 or −.30 to −.49 Medium
r = .50 to 1 or −.50 to 1 Large

4 IMPLICATIONS

There were two main implications in this section.
The first implication was under the theoretical or
academic contribution. This study gives better under-
standing regarding revenue management dimensions
and practices, and restaurant performance. Besides
that, this study initiated theoretical guidance to the
academicians as well as the future researchers.

The second item in the implication section was prac-
tical contribution. Practically, this study has provided
with awareness on how important the revenue man-
agement to the managers in the restaurant is. Findings
from the previous section showed that restaurant indus-
try people still not fully understand about revenue
management in terms of its terminology, applications
and practicality. Some managers still do not under-
stand and know how to use or practice this strategy
effectively in the restaurant operation and settings.

5 LIMITATIONS AND RECOMMENDATIONS
FOR FUTURE RESEARCH

The first limitation was related to the sample of
the study. The researcher was not managed to find

Table 3. Hypotheses results summary – Pearson’s correla-
tion analysis.

Hypotheses Scoring results

H1 There is a relationship
between revenue
management and restaurant
performance.

Confirmed & Supported
r = +0.327, p = >0.05

Ha There is a relationship
between capacity
management and restaurant
performance.

Confirmed & Supported
r = +0.387, p = >0.01

Hb There is a relationship
between perishable
inventory and restaurant
performance.

Confirmed & Supported
r = +0.211, p = >0.05

Hc There is a relationship
between pricing strategy
and restaurant
performance.

Confirmed & Supported
r = +0.419, p > 0.01

Hd There is a relationship
between market
segmentation and
restaurant performance.

Confirmed & Supported
r = +0.306, p < 0.05

the actual number of theme restaurant in Malaysia
especially in the Klang Valley. It is because, not all
restaurant specifically themed type of restaurant regis-
tered under one main organization in Malaysia. Some
are registered to The Malaysian Food and Beverage
Executives Association (MFBEA), Malaysian Fran-
chise Association (MFA) and some can be found
in Restaurant Directory of Malaysia and Malaysia
Retailer-Chain Association (MRCA). This has given
a problem to identify the exact number of theme
restaurants exist in Malaysia particularly in Klang
Valley.

Secondly, there was a limitation in data collection
process. It was related to the generation of restaurant
performance information. Basically, since it was not
possible for the restaurant manager to give out the sales
figure in actual numbers, the researcher was only able
to generate the sales figure in gross ranges by com-
bining information from the restaurants’ number of
seats with the value of average check per person and
average seat’s turnover. This has given the researcher
a limit to the study in finding the actual sales volume
the restaurants have made and to answer the research
objectives.

Finally, in spite of having these limitations, the
researcher still thinks that this study can fill the gap in
understanding the importance of revenue management
strategy to the restaurant performance and provide
necessary support for future prospects of research.

6 CONCLUSION

As a conclusion, further study is feasible in other type
of restaurants based on the limitation of the study
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presented earlier. In addition, this study has made it
clear that restaurant managers do implement revenue
management into their practices and enough evidence
from the findings revealed that it influenced restaurant
performance. Therefore it can be concluded that rev-
enue management through its dimensions has helped
managers to maximize revenue in their restaurants.
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ABSTRACT: Since George Town Penang has been officially recognized as a UNESCO World Heritage Site
on 7th July 2008, boutique hotels have become a new trend of lodging business in the historical area. A target
sample of 258 respondents (who stayed at boutique hotels) aged range from 20 to 55 years old had been randomly
selected in the area. A pre-tested questionnaire were administered and distributed at the selected boutique hotels.
This study will benefit the local industry players i.e. hoteliers to further understand the tourists preference in
selecting a boutique hotel to stay and to certain extends, increase the tourist’s overall travel experience in the
heritage city.

Keywords: boutique hotels, George Town, tourist preference

1 INTRODUCTION

George Town Penang has become one of the popular
travel destinations for both local and foreign tourists
after its official recognition as the UNESCO World
Heritage Site on 7th July 2008 due to its most stun-
ning architectural and cultural townscape in East and
Southeast Asia (Khoo, 2010). In fact, various restora-
tion projects have been developed in the heritage
town area resulting in many development of luxury
boutique hotels such asYeng Keng Hotel, Banana Bou-
tique Hotel, Cheong Fatt Tze Mansion, Muntri Mews,
Hotel Penaga, Clove Hall, 23 Lovelane Penang and
Chulia Heritage Hotel. According to Explorer
Malaysia (www.explorer-malaysia.com), the constant
change of the travel industry i.e. from mega-aircraft to
small boutiques hotels are directly fuelled by customer
demand in the current market which is determined by
the price sensitivity and other socio-demographic fac-
tors. It is not only travel industry alone, but most of the
service industries in the world today are also moving
toward the trend that offers cheaper prices to con-
sumers. Similarity to most hotels in Penang, affordable
room rate is offered to the price-conscious travelers.
However these hotels tend to offer cheap price in a
way of cutting back on the operation cost i.e. no com-
plimentary food, simple room features, cheap room
furniture and limited services offered. Ultimately, this
threatens the emergence of small yet luxury boutique
hotels in Penang that offer inclusivity, unrivalled per-
sonal service, impressive architecture, unique interior
designs and amenities that will not be found else-
where. Keulen et al (2002) stated that boutique hotels
are still new and underdeveloped in the Malaysian
market and these hotels are mostly family-owned or

small-scale owned business. Hence, these boutique
hotels are commonly less competitive in terms of
capital and other resources compared to the branded
upscale lodging property that has long been domi-
nant in the market. Besides, the dynamic preferences
of tourist has increase the uncertainty of actual pref-
erence in decision making while there is plenty of
lodging accommodations are being offered in George
Town. Specifically, this research attempts to answer
the following questions:

1. What are the factors that influence tourist in mak-
ing decision to stay at boutique hotels compared to
other lodging property in Penang UNESCO World
Heritage Site?

2. How does boutique hotels stay survive in the
highly competitive market place and its challenge
in historical site?

This research focuses on the preference of tourist
to stay at selected boutique hotels at George Town, a
UNESCO World Heritage Site as the main issue with
the examination of the socio-demographic factors that
influence the decision making in purchasing a stay
at boutique hotels. This study also aims to find out
the potential niche market for the boutique hotels that
explain tourist travel behavior as well as their interest
towards the heritage boutique hotels.

2 RESEARCH METHOD

A cross-sectional study was undertaken in June 2011
at selected boutique hotels in George Town Penang
UNESCO World Heritage Site to access the tourist
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preference of stay at boutique hotels. A total num-
ber of 258 respondents were selected from boutique
hotels i.e.Yeng Keng hotel and Banana boutique along
Chulia Street; Muntri Mews at Muntri street; 23 love-
lane at Love lane. All the respondents had been given
a pre-tested questionnaire and instructions were given
prior to their answering of the questionnaire. In this
study, a simple random sampling method was applied
for the consideration to be a fair way of selecting a sam-
ple from the population which represents the tourist
that visited historical George Town in Penang. This
type of sample was chosen to help to get the sample
comparable basis for convenience of the analysis. The
research questionnaire mainly focuses on the socio-
demographic factors and the questionnaire developed
aimed to test the knowledge of tourist towards the con-
cept of boutique hotels and the socio-demographic
factors that will influence their decision to stay at
boutique hotels in George Town. The sample ques-
tionnaire is divided into 3 parts. Part A was used to
collect the respondents’ backgrounds such as income
level, age, gender, marital status and educational lev-
els. Part B aimed to collect the data regarding the
purchasing behavior of tourist that may be affected by
socio-demographic factors. A 5 point Likert scale was
applied in the questionnaire to test the level of agree-
ment and the level of importance towards the state-
ments with 5 indicates the highest level of agreement
or importance and 1 indicating the least disagreement
or least importance for the respective purpose. Part C
was formed as open-ended questions to respondents
for additional suggestion and comments towards their
expectation on the boutique hotels at George Town.
The questionnaires were checked for completeness
prior to its collection from the respondents. Data was
processed and analyzed using Statistical Package for
Social Science (SPSS).

3 FINDINGS

Out of 258 both foreign and local tourists sampled, 210
responded to the questionnaire. Socio-demographic
factors influence purchasing decision of the stay at
boutique hotels at GeorgeTown, Penang.Table 1 shows
the influence of socio-demographic factors on pur-
chasing decision of the stay at boutique hotels at
George Town, Penang. Based on the result, income
was the most significant factor (p<0.05) that influ-
ences the purchasing decision of the stay at boutique
hotels at GeorgeTown. Tourists with high income have
a higher probability to be influenced to purchase a stay
at boutique hotels at George Town Penang compared
to tourist with low income. Other socio-demographic
factors such as academic level, age, and gender did
not play a significant role in influencing the purchas-
ing decision on the stay at boutique hotels at George
Town, Penang.

In order to gain a clearer picture on the influ-
ence factors towards the purchasing decision of the
stay at boutique hotels at George Town Penang, the

Table 1. Influence of socio-demographics factors on tourist
purchasing decision of the stay at boutique hotels at George
Town, Penang.

Socio- Tourist purchasing decision
demo-
graphic Most Least Odds Confidence
factors Influenced Influenced ratio interval p-value

Gender
Male 30 (56.6%) 90 (57.3%) 1.28 0.79–2.08 0.3472
Female 23 (43.4%) 67 (42.7%)

Age
20–39 55 (47.3%) 50 (53.5%) 0.7 0.43–1.15 0.1722
40 above 61 (52.7%) 44 (46.5%)

Academic level
Low 96 (70.0%) 38 (51.4%) 1.54 0.94-2.53 0.0863
High 41 (30%) 35 (48.6%)

Income
Low 61 (48.7%) 32 (38.0%) 2.21 1.33–3.67 *0.002
High 65 (51.3%) 52 (62.0%)

*significant (p < 0.05).

Table 2. Importance of elements that influence on decision
to purchase to stay at boutique hotels in GeorgeTown, Penang.

Standard Standard
Importance variables Mean error deviation

Historical value 4.08 0.082 1.184
Facilities 3.89 0.082 1.189
Atmosphere 3.65 0.095 1.383
Staff friendliness 3.64 0.073 1.064
Service 3.60 0.092 1.331
Promotions 3.28 0.074 1.077
Info accessibility of 3.13 0.079 1.141

boutique hotels
Price 2.95 0.092 1.330
Location 1.92 0.083 1.200

mean score of other elements which shown in table 2
(service, staff friendliness, historical value, info acces-
sibility of boutique hotels, atmosphere, promotions,
facilities, price and location) was calculated and pre-
sented in the descending order of importance. Element
of first, second and third greatest importances to
the respondents include historical value (mean score
4.08), facilities (mean score 3.89) and atmosphere
(mean score 3.65) of the boutique hotels at George
Town, Penang. This substantiates the importance of
the historical value of boutique hotels in George Town,
Penang that was transformed from old heritage build-
ings as well as the distinctive atmosphere and good
facilities that make up of the uniqueness of boutique
hotels within the area.

Nevertheless, majority of respondents would con-
sider choosing to stay at boutique hotels within George
Town Penang only when the staffs in boutique hotels
are friendly (mean score 3.64) and the service in bou-
tique hotels are excellent (mean score 3.60). Many
respondents critiqued that not all the boutique hotel
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staff and service in George Town are performed at the
level of their expectation.

In the meantime, some respondents also empha-
sized that the additional values offered by boutique
hotels such as promotions, discounts and vouchers is
one of the very important elements that will make them
consider choosing to stay at s boutique hotel within
the area. Other respondents would consider choosing
to stay at boutique hotels within the area if the infor-
mation of the boutique hotels can be easily accessible
(mean score 3.13). Price is the least important ele-
ments when comes to the decision to purchase a stay
at boutique hotels in George Town for its priceless her-
itage value of the building itself that cannot be found
elsewhere.

4 DISCUSSION & CONCLUSION

As human needs and wants will never be fulfilled,
there are more and more increasing number of tourist
prefers to stay in hotels that are noticeably different in
look and feel from the conventional ones stated Anhar
(2001). Therefore, the concept of boutique hotel that
emphasizes the one of a kind’ of lodging experience
with its own unique personality’ had been developed
in George Town Penang since the area was officially
recognized as a UNESCO World Heritage Site on
7th July 2008 for its heritage architectural and cul-
tural townscape in East and Southeast Asia (Khoo,
2010). However, the development of a concept of
boutique hotel in George Town Penang is still in its
early stage. Several studies had tried to show the rela-
tionship between consumers’ purchase decision and
consumers’ characteristic that influenced by socio-
demographic factors such as age, income and gender
(Exter, 1986; Homburg and Giering, 2001; Uncles
and Ehrenburg, 1990, cited from Kim, Y.J., 2008.).
Similarly to this study, a socio-demographic approach
applied to tourist preference to choose to stay at bou-
tique hotels at George Town mainly addresses the
question of who the tourist is in terms of age, income,
social class and gender. In this study, income seems
to have significant influence on the purchasing deci-
sion of the stay at boutique hotels in George Town.

Consequently, a boutique hotel that is often being
regarded as ‘expensive’ has to target the correct mar-
ket segment that often consist of individuals that have
relatively middle or upper income level within the age
range of 20–55 years old. The result shown in this
study was further supported by Arnold (2008) in the
economist perspective that the demand of particular
goods or services may be rise, fall or remain constant
followed by the increased or decreased of an income.
Other than just socio-demographic factors alone, pur-
chasing decision on the stay at boutique hotels in
George Town was also influenced by other elements
such as historical value, facilities, atmosphere, staff
friendliness, service, promotions, boutique hotel infor-
mation accessibility, price and location. Among these
elements, historical value, facilities and atmosphere
were the elements that would make a tourist to con-
sider choosing to stay at boutique hotels. Therefore,
boutique hotels in the area have to create a warm
and intimate atmosphere, providing up-to-date facil-
ities and emphasize on its priceless historical value to
create a unique experience along the stay of tourist at
boutique hotels in George Town Penang.
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Barrier-free dining environment for the visually impaired: A case study of
restaurant in Taichung, Taiwan
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ABSTRACT: The reason why few people with visual impairment are dining out is that restaurant managers
are not aware of making their dining area a barrier-free environment; and how to appropriately serve people
who are visually impaired in Taiwan. Neither the government nor the management of restaurants are enforcing
and obeying the Protection of the Rights and Interests of Disabled Citizens Act. The purpose of this paper is to
explore the demands of the dining service for people who are visual impaired in Taichung, Taiwan. Ten in-depth
interviews were conducted with the Visually Impaired Students of Taichung Parental Corporate Association
(VISTPCA). According to the analysis, we found that barrier-free dining service refers to the following - social
justice, navigating, setting orientation and hospitality for people with visual impaired. If restaurant managers
are made aware of the information from this study, people with visual impairment can enjoy the experience of
dining out as the general public are able to.

Keywords: blind, non-obstacle, service demand

1 INTRODUCTION

The Americans With Disabilities Act stressed that all
people are born equally, individuals with disabilities
are not allowed to be deprived of basic rights, including
all software and hardware facilities (Smith, Austin &
Kennedy, 2005). In Taiwan, the Welfare Regulations
for the Mentally and Physically Disadvantaged was set
in 1980, and as such the concept of barrier-free envi-
ronment has been of concerned since then. “Accessi-
bility” means that all people can enjoy a safe and com-
fortable living space (Ministry of the Interior, 2011).
A statement in the Charter for Leisure formulated by
World Leisure Association states that government has
to ensure human rights; people have equal rights to
participate in leisure. Although leisure is an impor-
tant part of life, disadvantaged groups still face many
difficulties in the pursuit of leisure. Besides, leisure
is always viewed as optional. The value of disabled
people may not be recognized (Jessup, Cornell, &
Bundy, 2010). Richards, Pritchard & Morgan (2010)
pointed out that tourism research has failed to engage
seriously with disability research. People with disabil-
ities in the tourism market have greater potential but
are ignored more. Detailed research on disabled people
is fairly limited within tourism studies (Mc Kercher,
Packer, Yau, & Lam, 2003). People who are visually
impaired demand for restaurant service which service
providers has not been able to offer yet in Taiwan.
The purpose of this study is to explore the difficulty

of dining out for people with visual impairment at
restaurants in Taichung, Taiwan.

2 LITERATURE REVIEW

2.1 Visually impaired

As there is a rise in accidental injuries affecting the
visual function, the proportions of people with visual
impaired at home and abroad are increasing. Accord-
ing to the statistics from World Health Organization
(WHO), the current global population of people who
are visual impaired is more than 4,500 million. It is
estimated that the population of the visually impaired
people will increase to 7,600 million in 2020 (Qiu,
2007). In 2009, the population for persons with visual
impairment reached 56,928 people in Taiwan (Min-
istry of the Interior, 2010). Thus, the visually impaired
population is gradually increasing. Besides, a survey
for Asia-pacific region indicates that the most favorite
leisure activity for Taiwanese is dining out (Chang,
2011). But structural constraints (environment and
attitudes encountered) are the main reason why peo-
ple who are visual impaired often do not dine out.
Difficulties occurred when service attitude and infor-
mation was not provided tovisual impaired people in
a suitable way (menus with large-print font or braile
formats; knowing the position of the food on the plate)
(Smalla, Darcy, & Packerb, 2012). This can cause
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people with visual impairment usually cannot expe-
rience and enjoy the ambience, the food as the general
public do in restaurants.

2.2 Demands of non-obstacle service
(the accessibility)

In 1981, the UN’s International figure stated that 10%
of the physically impaired in the world’s population
are disabled elder. (Wu, 1987) Today in 2012, due to
frequent accidents, it has caused the increasing number
of obstacles. Therefore, there is a need to improve the
accessibility available.

Accessibility-related acts in Taiwan can be divided
into 2 major parts (Liao, 2009), as described as
follows:

1) The Protection of the Rights and Interests of (Physi
cally and Mentally) Disabled Citizens Act.

In 1980, the government promulgated the Wel-
fare Regulations for the Mentally and Physically
Disadvantaged which stated that the government
should set up and facilitate the actions of the dis-
abled equipment in places for activities and the
public buildings. In 1997, it changed its name to the
Protection Act for Disabled Citizens. Until 2007, it
was revised to be the Protection of the Rights and
Interests of Disabled Citizens Act. Based on these
provisions, accessibility is associated with factors
such as housing, public buildings, public facilities
and living environments.

2) Other legislations.
In 1995, the Standard Specifications for Making

Buildings and Facilities Accessible to and Usable
by the Physically Disabled was constructed in
Taiwan. This included specific facilities and build-
ings. Since then, the accessibility acts has become
more effective.

Thus, not only hardware (public buildings, public
facilities) should be included in barrier-free envi-
ronment, but also software (service, attitude). How-
ever, barrier-free software for people who are visual
impaired was rarely mentioned in the tourism domain.
The existence of the need for visual impaired person’s
accessible dining experience should be explored.

3 RESEARCH METHODS

Ten visually impaired students from the VISTPCA
were surveyed through in-depth interviews. The ages
of these ten participants’ ranged from 20 to 32, three
of them had mild visual impairment; three of them
were moderately visually impaired; three of them were
severely visual impaired and one of them was totally
blind.

Purposive sampling was used in this study. Research
participants who had more dining out experience
were included firstly. Before the interview, the
researcher had made sure of all participants’ agree-
ment. Pseudonyms treatment was used to protect the
participants’ privacy during research process.

4 CONCLUSION

From the results, all participants were not satis-
fied with the accessible services provided by staff
of the restaurant. It was found that the staff’s
unfriendly attitude, facility design, improper navigat-
ing to/in restaurant and unsafe procedure deprived
the participants’ of dining out. People with visual
impairment need more care which are summarized
below:

1) Demands of social justice.
People with visual impairment need to be treated

with dignity, equality, fairness, justice. All partic-
ipants are afraid of being discriminated against,
ignored and misunderstood; and they cannot deny
the fact that they really need more aid. Participants
stated that all of them have had the experience
of being refused to be served, unless they were
accompanied by normal people. If appliances and
aid could be provided by restaurant appropriately,
visual impaired people will get similar dining expe-
rience as the general public has had. Staff of the
restaurant need to subtly serve visual impaired
people in order to retain pleasure as ordinary peo-
ple has. These experiences will allow people with
visual impaired acquire social equity and justice.

2) Demands of navigating.
For people who are visually impaired, they

require the restaurant’s service guide approach the
restaurant’s entrance. Then, staff should provide
the layout of the restaurant orally, after guiding
them to most suitable table. Personal guiding to
the restroom may be necessary for the first time.
Restaurant’s navigating (specific route, the layout
of restaurant) by memory is a skill used by people
with visual impaired. Participants mention that they
can get more environmental information through
navigating.

3) Demands of setting orientation. People with visual
impaired have some difficulties in receiving the
message from the environment. Restaurant’s staff
should help visual impaired person’s setting orien-
tation by other sensory perception (sense of smell,
hearing, taste and touch) and to embodied their
experiences (Smalla, Darcy, & Packerb, 2012).
Besides, all participants state that they need more
aids for knowing the position of the food on the
plate and the position of tableware. Due to safety
concern, foods serve with the burner should not be
provided.

4) Demands of hospitable attitude. It is essential for
the restaurant’s staff to offer good attitude, ini-
tiative and actively service to people with visual
impaired. Due to the different conditions of visual
impaired with participants, staff can help par-
ticipants to meet their service demands. Infor-
mation of menu should provided to people with
visual impaired by staff’s good attitude and suit-
able service. Therefore, participants suggested that
menus with large-print font, braile or voice device
will be better for people with visual impaired.
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In addition, staff can help visual impaired per-
son to order what they need, if staff offer some
suggesting request.

Visual impaired people are faced with a disabling
dining environment. In particular, they are constrained
by safety procedure: navigation to/in restaurant, design
of facilities, service attitude, aids and appliance. In
providing a quality dining experience to people with
visual impaired, improved education and special train-
ing in the staff of the restaurant is the most important
step. If restaurant managers recognize information
from this study, people with visual impaired can enjoy
the dining out as the general people do.
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Important Hong Kong shopping mall characteristics as perceived by tourists
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ABSTRACT: The retail industry has long been one of the economic pillars of Hong Kong. Within the retail
sector, shopping malls play a dominant role in making Hong Kong a “shoppers’ paradise.” Each year, millions of
tourists visit various popular shopping malls. However, little attention has been paid by management to the needs
of tourists in terms of mall design, layout and facilities. This study investigates the attributes of shopping malls
perceived to be important by tourists to Hong Kong. The findings from a survey of 162 international tourists
indicate that “Language ability of customer service staff” is ranked the most important, followed by “Cleanliness
of the mall” and “Accessible by public transport.” Significant differences are found between demographic
variables, such as gender, age and nationality, and shopping mall attributes. The implications of the findings are
discussed and directions for future research are suggested.

Keywords: shopping mall; Hong Kong tourists; perceived important characteristics

1 INTRODUCTION

The retail industry has long been one of the economic
pillars of Hong Kong (Census and Statistics Depart-
ment, 2006). With the increase in mobility and ease of
transport, shopping has become one of the motivations
for travel. According to “A Statistical Review of Hong
KongTourism 2007,” shopping accounts for the largest
share of the spending of overnight (56.7%) and same-
day in-town (86.2%) visitors. In Hong Kong, the retail
sector has benefited from the growth in tourism, which
has resulted in a large influx of Asian shoppers, espe-
cially those from mainland China. Within this sector,
shopping malls not only serve the local community but
also cater for millions of shopping tourists. However,
few studies have examined the characteristics of shop-
ping malls perceived as important by tourists. Previous
research on the relation between facility management
and the physical environment of shopping malls is
limited. Baker (1986) and Bitner (1992) developed
models that includes the physical attributes that are
indispensable for shopping environments, but no study
has investigated the preferences of tourists. Shop-
ping as a tourist activity is relatively under-researched
(Yuksel, 2004). It should be noted that tourists can be
quite different from local consumers and may have
different types of shopping motives and behaviors
(Turner & Reisinger, 2001). In addition, whereas man-
uals on managing hospitality facilities in the lodging
industry are common, few exist for shopping malls.
Therefore, to enhance the understanding of the prefer-
ences of tourists, this study investigates the attributes
of shopping malls perceived as important by tourists.
The aim is to explore tourists’ perceptions of impor-
tant characteristics of shopping malls. The study has

three major objectives: a) to examine tourists’ per-
ceived characteristics of the ideal mall; b) to compare
and rank the importance of different attributes; and c)
to assess whether significant differences exist between
the ranking of important attributes and demographic
variables, including gender, age and nationality.

2 LITERATURE REVIEW

2.1 Previous studies of shopping mall
characteristics

The literature includes two models of consumer moti-
vation to visit malls. Baker (1986) identified envi-
ronmental factors as major cues that affect consumer
perceptions and developed a model that features three
categories of factors, namely, ambient, design and
social factors. Ambient factors induce sensory feel-
ings that are experienced immediately but may not be
seen; design factors are mainly tangible and noticed
easily; and social factors concern the people who get
involved with consumers during their visit to shop-
ping malls. This model can be used as a framework to
design the blueprint of a shopping mall that can sat-
isfy the needs of consumers. Bitner (1992) proposed a
model with three components related to environmen-
tal cues, which are based on those of Baker’s model.
They are ambient conditions, spatial layout and func-
tionality and signs, symbols and artifacts. In Bitner’s
model (1992), time pressure, signage and symbols are
considered significant attributes among tourists who
are traveling to a destination with an unfamiliar lan-
guage. Regarding shopping activities, time efficiency
is a major concern of shoppers. It is believed that
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the time spent on way finding (to the malls) reduces
the excitement attained through shopping. Therefore,
clear and informative signage and service personnel
such as customer service assistants are indispensable.
Babin and Darden (1996) found that in-store mood
influenced consumer spending and satisfaction with
the store. Physical attributes such as sound, smell,
scent and lighting can help to create a favorable
mood, whereas negative ambient stimuli such as loud
noise, extreme temperature, air quality or inadequate
lighting can cause physical discomfort and prompt
avoidance decisions (Bitner, 1992). Studies looking
into the effect of sound and smell have found that
music creates ambience, which can generate positive
consumer and employee responses (Areni and Kim,
1993; Baker, Levy and Grewall, 1992; Kellaris and
Kent, 1991; Mattila and Wirtz, 2001; Milliman, 1982,
1986; Yalch and Spangenberg, 1990, 1993). Research
also shows a positive interactive influence of musical
mode and tempo, with music-induced pleasure hav-
ing the strongest effect on the desire of subjects to
affiliate with the provider, under low or high arousal
conditions (Dubé, Chebat; & Morin, 1995). In Baker’s
model, air quality and ventilation are also regarded as
important ambient factors. As part of the background
condition, poor air quality or ventilation will lower
the level of perceived comfort related to air quality
in shopping malls, negatively affecting not only the
shopping experience but also the health of tourists (Li
et al., 2001).The models developed in previous studies
mainly examine the perceptions of general consumers
rather than those of tourists. The shopping behavior
and motives of tourists may be different from those
of local shoppers. In addition, shopping behavior may
change within the exciting and non-home atmosphere
of travel (Turner and Reisinger, 2001). It is believed
that the need for fulfillment among tourists may dif-
fer from that among local consumers. Therefore, the
characteristics of the ideal shopping mall from the per-
spective of tourists are investigated. Few studies have
focused on shopping center management (Howard,
1997). Hence, this study investigates the character-
istics of shopping malls perceived as important by
tourists to gain a better understanding of the prefer-
ences and expectations of this group of consumers,
based on which mall improvements can be made. In
addition, there is an increasing trend toward green
practices and designs, and whether this trend will
affect the future development of shopping malls can
be predicted by understanding tourist perceptions of
important shopping mall characteristics.

2.2 Perceived shopping mall attributes and
demographic characteristics

Demographic segmentation was used in constructing
the model to assess the importance of different shop-
ping attributes (Frasquet et al., 2001). Consumer wants
have been found to be highly correlated to demo-
graphic profiles (Kolter, 1997; Hooley et al., 1998).
Country of origin affects shopping behavior, as well

as the perceived importance of shopping mall charac-
teristics. Cultural differences can significantly affect
service expectations. For example, Chinese tend to be
more proactive than non-Chinese in helping visitors to
cope with a different culture when they are the hosts
(Reisinger and Turner, 2002). In addition, formal eti-
quette is more highly valued by Asian than non-Asian
tourists (Reisinger and Turner, 2002). This suggests
differences in preference among consumers regarding
customer service provision.

3 METHODOLOGY

A survey was conducted among 200 tourists in Hong
Kong. Face-to face interviews were carried out to col-
lect the primary data. A four-page questionnaire in
two languages (Chinese and English) was developed
through an extensive literature review. The question-
naire comprises four sections: section one includes
screening questions to identify suitable interviewees;
section two gathers general travel information such
as travel mode, traveling companions and main pur-
pose of the visit; and section three examines five
dimensions (which covers 26 attributes) of shopping
malls, including ambience, design, layout and zon-
ing, people and accessibility, following Baker’s and
Bitner’s models (1992). In the third section, the rela-
tionships among different attributes and those that
are most important to tourists are investigated. The
importance of attributes is assessed using a five-point
scale, which ranges from 1 (least important) to 5 (most
important). The final section collects the demographic
information of the tourists. Convenience sampling is
used because of the difficulties of employing random
sampling. The target respondents are all visitors to
Hong Kong. The surveys were conducted in four shop-
ping malls most commonly visited by both individual
tourists and tour groups (both business and leisure
travelers). They were selected based on their loca-
tions in different tourist areas and near hotel clusters.
Respondents were selected using the intercept method.
Two hundred tourists were interviewed and asked to
complete the questionnaire. After excluding unus-
able/incomplete questionnaires, there remained 162
valid and completed ones for use in the final analysis.
Descriptive statistics were used to explore the nature of
the responses. Factor analysis was then performed to
identify the underlying dimensions of important char-
acteristics of shopping malls as perceived by tourists.
Independent t-tests and one-way analysis of variance
(ANOVA) were used to investigate the significant dif-
ferences between the mall dimensions perceived to be
important and demographic variables.

3.1 Results & discussions

3.1.1 Demographic profile of the respondents
The gender distribution was even, with 50.3% male
and 49.7% female respondents. The major age groups
were 16–25 years (30.6%) and 26–35 years (30.2%).
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Mainland Chinese tourists accounted for the major-
ity (65.4%), followed by European (17.3%), American
(9.3%) and Korean (8%). More than 60% of the
respondents had attained university or above educa-
tion. The largest group of respondents was students
(40.7%), followed by professionals (21%) and senior
white collar workers (16.7%). Regarding personal
monthly income, the majority made less than USD
1,000 (65.4%).

3.1.2 Important shopping mall attributes
The mean scores and standard deviations of the 26
attributes of shopping malls are shown in Table 1.
All of the attributes had a mean score greater than 3
except one, which had a mean score of 2.96. Thus, no
attributes were regarded as unimportant by the tourists.
“Language ability of staff” was rated the most impor-
tant among the attributes, followed by “Cleanliness”
and “Accessible by public transport”. The respon-
dents gave relatively low scores to attributes such as
“sound and music,” “various promotional activities”
and “color elements in shopping malls.” This can be
explained by the needs of tourists, which are mainly
hedonic. Shoppers may pay less attention to design
when choosing to shop at a particular mall.

3.1.3 Underlying dimensions of the important
attributes

Factor analysis was used to examine the relationships
among a large set of variables. In this study, a total
of 26 attributes are grouped into eight factors, which
explained 65.19% of the cumulative variance and thus
represent the perceived attributes of shopping malls
reasonably well. Factor 1: Ambience: The first fac-
tor consisted of six attributes, including “ventilation”
(factor loading of 0.71), “comfortable level of air
conditioning” (0.82), “cleanliness” (0.53), “lighting”
(0.43), “layout facilitating shopping and other activi-
ties” (0.42) and “zoning that satisfies the needs of dif-
ferent visitors” (0.49). This factor explained 26.58%
of the total variance. Factor 2: Customer care services
and facilities: Factor 2 included five attributes: “direc-
tory and signage” (factor loading of 0.44), “availability
of customer service staff to help” (0.79), “hospitable
customer service staff” (0.74), “information provided
by customer service staff” (0.67) and “language abil-
ity of staff” (0.65). This factor explained 8.68% of
the total variance. Factor 3: Shop diversity and type:
Factor 3 included four attributes: “clustering of the
same types of shops within a zone,” (factor loading
of 0.59), “clustering of brand name stores” (0.65),
“variety of shops” (0.81) and “provision of sufficient
indoor space” (0.42). Factor 4: Accessibility: Fac-
tor 4 included three attributes: “accessible by public
transport” (factor loading of 0.74), “length of travel
time” (0.83) and “opening hours” (0.77).Factor 5:
Theme and appearance: Factor 5 included “architec-
tural appearance” and “theme,” with factor loadings of
0.66 and 0.73, respectively. Factor 6: Color elements
inside the mall: Factor 6 included “use of color and
materials that match the ambience” and “functions and

Table 1. Tourists’ perceptions of important attributes of
shopping malls (N = 162).

Attribute Mean S.D. Rank

Language ability of staff 4.20 0.795 1
Cleanliness 4.13 0.797 2
Accessible by public transport 4.11 0.796 3
Directory and signage 4.08 0.959 4
Availability of customer service
staff to help

4.01 0.929 5

Hospitable customer service
staff

3.99 0.867 6

Information provided by
customer service staff

3.96 0.851 7

Length of travel time 3.92 0.912 8
Opening hours 3.90 0.969 9
Ventilation 3.86 0.918 10
Variety of shops 3.85 0.930 11
Layout facilitating shopping

and other activities
3.85 0.93 12

Lighting 3.80 0.835 13
Clustering of the same types of

shops within a zone
3.80 0.953 14

Comfortable level of air
conditioning

3.78 0.892 15

Zoning satisfies the needs of
different visitors

3.73 0.897 16

Provision of sufficient indoor
space

3.68 0.896 17

Clustering of brand name stores 3.64 1.019 18
Architectural appearance 3.59 0.930 19
Decor, such as Christmas/

CNY decorations
3.57 0.931 20

Use of color and materials that
match the ambience

3.49 0.921 21

Theme 3.46 0.920 22
Noise level 3.41 0.988 23
Provision of sufficient green

space
3.35 1.000 24

Background music 3.03 0.949 25
Functions and events, such as

lucky draws and performances
2.96 1.111 26

Results are the mean, based on a five-point scale, where 1
indicates “least important” and 5 indicates “most important.”

events, such as lucky draws and performances,” with
factor loadings of 0.51 and 0.73, respectively. Factor
7: Various promotional activities: Factor 7 included
“decor, such as Christmas/Chinese New Year decora-
tions” and “functions and events, such as lucky draws
and performances,” with factor loadings of 0.77 and
0.82, respectively.Factor 8: Sound and music: Factor 8
included “background music” and “noise level,” with
factor loadings of 0.82 and 0.64, respectively.

3.1.4 Perceived important factors and
demographic variables

Significant differences were found in “shop diversity
and type” (0.053) and “various promotional activ-
ities” (0.036).Female tourists generally gave higher
scores for most of the shopping mall attributes com-
pared to their male counterparts. “Shop diversity and
type” may have been more important among females
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as they were more involved in shopping activities and
demanded greater variety in shops than did males. Dif-
ferences in the rating of “accessibility” and “sound
and music” were significant among the age groups.
Those aged 16 to 25 scored “accessibility” the highest
(mean score = 4.06), which includes opening hours,
accessible by public transport and travel time. This
finding may be explained by the greater mobility of
this age group in seeking entertainment and the will-
ingness of youth to spend more time traveling and
shopping. It has been posited that significant cultural
differences exist among international tourist shop-
pers. Thus, it was expected that tourists from different
countries would assign different values to products
and have different demands regarding services. The
findings indicate that significant differences do exist
among tourists of different nationalities, mostly in
their perceptions of “sound and music” and “vari-
ous promotional activities.” The results also show that
among Western tourists, “Customer care services and
facilities” were the top priority. It is crucial to iden-
tify the needs and usual shopping practices of tourists
from different countries. As noted in the literature,
there are cultural differences in the perception of satis-
factory customer services between Asian and Western
tourists. For example, time devoted to offering help and
handling enquiries is important among Asian tourists,
whereas Western ones expect prompt service and task
fulfillment. An informative directory may be much
more helpful than being escorted by customer service
staff to desired shops, or having goods and services
explained in detail by staff.

4 CONCLUSION

This study identified eight broad dimensions of shop-
ping malls that are important among tourists in pro-
viding a satisfactory shopping experience. Such an
experience is important as it leads to increased spend-
ing on shopping by this group and contributes to future
patronage and positive word-of-mouth. By identify-
ing the most valued factor, customer care services
and facilities, more can be done by malls to gain
a competitive edge to minimize the threat posed by
rivals. Significance differences were found among age
groups with regard to sound and music and accessibil-
ity; between genders regarding various promotional
activities; and among those of different nationali-
ties with respect to sound and music and various
promotional activities. By understanding the needs
of different market segments, shopping malls target-
ing tourists can devise better marketing strategies or
choose layouts with different features to cater to the
needs of different groups of tourists. A major con-
tribution of the study to the existing literature is the
identification of the physical attributes of shopping
malls that are most highly valued by tourists. By
taking into consideration such attributes, a destina-
tion can conduct effective marketing campaigns and
enhance its position in the international tourism market

(Calantone et al., 1986).This can boost the flow of cus-
tomers and generate greater revenues. In addition, it
can further enhance the competitive edge of the desti-
nation in the long run, as events such as the Hong Kong
Shopping Festival are not sustainable given economic
turmoil and can easily be duplicated by competitors.
The study contributes to the hospitality industry by
presenting an approach for the managing of the physi-
cal environment of malls in an economically beneficial
way. The findings provide valuable information for
the management of shopping malls in terms of plan-
ning, design and operation. For instance, a study of the
important attributes of malls and management of the
physical environment could be developed into a man-
ual for the planning of shopping malls, which could
serve as a blueprint for development.
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Occupancy improvement in serviced apartments: Customer profiling
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ABSTRACT: Sustaining and improving higher occupancy and generating steady revenue by bringing the
experience of ‘Home away from Home’for the Customers is the business model of ServicedApartments Industry.
Serviced Apartment Industry has to be highly competitive. Its performance is governed by many factors such as
competition, technology, social factors and lastly Customers themselves. This study focuses only on Customer
profile. To achieve results, the Serviced Apartment Owners/Managers will need to study Customers’ profile and
their needs. Customer satisfaction and retention lead to better customer loyalty, occupancy rates, and revenue.
In this paper a methodological framework to analyze and profile Serviced Apartment Customers is discussed,
focusing on the factors and particularly the Customer information which could help in increasing the Occupancy.
There is a trend that would normally go unnoticed if analysis of data is taken at the aggregate level but looking
at them individually, it provides interesting information.

Keywords: serviced apartment; customer; occupancy; customer profile.

1 INTRODUCTION

1.1 Serviced apartment

Serviced Apartment is a type of well-furnished apart-
ments available for short term or long term stays
providing amenities for daily use. Generally, ser-
viced apartments are less expensive than hotel rooms.
(wikipedia.org).

1.2 Profile of serviced apartment customers

Today’s Customers know what they want, and need not
settle for less. As with their favorite accommodation,
their preferences are strong in relation to product, loca-
tion, and value-added services offered. They form the
backbone and are the drivers of any industry demand
and hence it is extremely important to study the com-
position of the same. Out of the many factors responsi-
ble for the growth of this industry, the customer profile
assumes prime importance. Serviced apartment is pri-
marily used for business travel, although it is also
a favorite choice for leisure travelers, entertainment
companies, even those needing interim housing for
personal emergencies. (The Global Serviced Apart-
ment Industry Report 2008/09).We are also witness-
ing a surge of single woman travelers to the Indian
sub-continent traveling for business and this could
form a strong target-market for serviced apartments.
Management and Consulting companies, including
accountancy and legal firms, bring in employees from
other offices on temporary assignments. Embassies
and Foreign Trade Commissions tend to generate
demand for serviced apartment accommodation as the

consular and other senior members of staff may require
medium to long-term accommodation. Training sem-
inars requiring participation from employees from
other parts of the world also generate demand. It is also
an important consideration for companies attempt-
ing to reduce operative overhead costs by bringing
in expatriates for short-term employment or on a
project-to-project basis.

The profile of serviced apartments’ occupants
would typically include executives of foreign banks to
multinational corporations providing accommodation
at different levels in the company hierarchy: from entry
level executives who are typically provided with shared
accommodation, to senior management who are pro-
vided with furnished quality custom-designed housing
to suit their needs. However, due to the lack of quality
supply of serviced apartments in India, the current pro-
file is primarily the upper middle management. Hence,
apart from the rise in demand that is foreseeable in the
near future for this category of accommodation, there
is also a catchment of latent demand that can be tapped
quite effectively. (Zaveri)

2 LITERATURE REVIEW

2.1 Customer profile

The basic component of customer knowledge comes
from a customer profile that is obtained by the use of
a database and data mining technologies used in orga-
nizations (Adomavicius & Tuzhilin). Some character-
istics correlate positively with companies performing
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well in customer relationship management: excellent
products, excellent management, and the informed
use of knowledge about customers. An insufficient
knowledge base of customers limits the value which
a company can offer to those customers (Tiwana,
Wayland & Cole).

Knowing customers better, a corporation can pre-
cisely invest in valuable customers and reduce the
cost spent on poorly performing customers (Swift and
Hwang et al).

2.2 Customer segmentation

An overview of market segmentation in hospitality was
published in 1991 (Crawford and Welch). Most stud-
ies that examine any form of segmentation include a
demographic pro?le of the consumers in each segment.
For instance, one group of researchers found that a seg-
mentation model based on age and life circumstances
was superior to a model based simply on age (Moschis
et al). Serviced apartment clientele can be classified
into six categories:

Large to medium Corporate clients, small corpo-
rate industry, Foreign Tourists, Foreign worker, Health
patients for treatment/convalescence, Individual busi-
nessmen (in search of potential business), Sport and
entertainment (The Global ServicedApartment Indus-
try Report 2008/09).

There are still some categories which are not listed
above as they constitute less than 10 % of the clien-
tele. One such new trend is: the serviced apartments
segment of the hospitality industry in Bangalore has
managed to attract not just business travelers, but also
medical tourists to the city. Serviced apartment brands
are now looking at tying up with hospitals to move
patients – mostly in the post-operative-care stage of
treatment – into their apartments (Chandramouly).

2.3 Customer relationship management

Customer Relationship management is an interactive
process that turns customer information into customer
relationships through actively using and learning from
information. It is a cycle for encompassing major
group of actions: knowledge discovery, market plan-
ning, customer interaction, and analysis refinement
(Buckinx et al).

The new marketing paradigm is based on knowl-
edge and experience (McKenna, and Payne et al).
The knowledge-based marketing paradigm indicates
that corporations need to know more about customers;
and an experience-based marketing paradigm suggests
bringing more interactions into customer related activ-
ities. Since the 90s, there has been arisen numerous
synonymous terms: customer management, customer
information systems, customer value management,
customer care and sometimes customer centricity or
customer-centric management, but now clearly, the
term Customer Relationship Management has become
the most widely used (Brown& Lee & Kim).

Past literature has identified three critical variables
that have been inextricably linked to contributing to

loyalty-quality, value and satisfaction. (Cronin et al.,
Payne et al., Loveman and Heskett, Reichheld, Para-
suraman et al., Cronin and Taylor, Reichheld and
Sasser). Although a number of studies have found
these variables to have significant impact on loyalty,
several researchers have argued that these variables
only provide partial insight into the loyalty build-
ing dynamic (Cronin et al., Dube and Renaghan).
Although attracting little research interest, one crit-
ical variable impacting customer loyalty has been
identified in the Customer Relationship Management
Literature – that of the customer experience. Indeed,
for Donnelly et al, a major criticism of the loyalty
research is that the customer experience variable has
been excluded from consideration.

3 HYPOTHESIS

By obtaining and analyzing customer profiles, Ser-
viced Apartments can develop products and services
as per the customer’s needs and improve occupancy.
To examine this proposition, the null hypothesis of this
research is proposed.

H0: Serviced Apartments that collect and study cus-
tomer profiles could not influence its occupancy.

4 RESEARCH DESIGN

Research design for the kind of population in this
particular study comprise of heterogeneous character-
istics. Apart from these deviations due to geographic
clusterisation, it was decided to clusterise the universe
into two clusters in South Indian Cities Bangalore and
Chennai. For each cluster the individual sample was
drawn randomly taking the help of three digit random
numbers. Hence the sample technique finally adopted
was cluster random sample.

4.1 Sampling frames and data collection methods

The study is based on a sample survey of Serviced
Apartments Customers in Bangalore and Chennai,
India. For the purpose of present study, 61 Serviced
apartments out of 400 in Bangalore and 39 out of
255 in Chennai i.e., 16 % of the total apartment have
been selected to draw valid inferences. The Serviced
apartments were selected based on the location, size,
classification, facilities and services offered.Total 180
Customers from 100 Serviced Apartments were inter-
viewed through Questionnaire having 15 questions.
This includes 100 Customers from 61 Serviced Apart-
ments from Bangalore and 80 Customers from 39
Serviced Apartments from Chennai.

4.2 Questionnaire

The questionnaire is divided into five sections as in
Table 1. A total of forty one questions were considered
for evaluation.

136



Table 1. Questionnaire components.

Total number Customers
City of SA* Selected SA* Interviewed

Bangalore 400 61 100
Chennai 255 39 080

*Serviced apartment.

Table 2. Questionnaire components.

Number of
S.No. Sections components

1. Demography 09
2. Occupation 08
3. Frequency of travel 08
4. Income group 06
5. Number of persons accompanying 10

4.3 Limitations

The Survey had certain limitations a) Study was based
on sample survey b) Some of the Serviced Apartment
were missed out due lack of accessibility and lack
of information c) Survey was limited to Bangalore
and Chennai and therefore excludes other Serviced
Apartments in other Metropolitan cities in India.

5 INTERPRETATION AND ANALYSIS

Principal Component Analysis (PCA) was done for
the Five sections from the Customer Questionnaire.
First part is to find out whether PCA is helpful. For
this Kaiser-Meyer-Olkin (KMO) measure is used. The
KMO Measure of SamplingAdequacy is a statistic that
indicates the proportion of variance in the variables
that might be caused by underlying factors. High val-
ues (close to 1.0) generally indicate that a component
analysis may be useful with your data. If the value is
less than 0.50, the results of the factor analysis prob-
ably won’t be very useful. Following is the result and
analysis of PCA for these Questions.

5.1 Demography profile

Demography with Nine Components shows KMO
Measure of Sampling Adequacy 0.759. This figure is
close to 1. So PCA will be useful.

As noticed from the Table 5, components 4, 6 and
8 have the highest values. That means Customers with
Professional qualification, Arriving by Air and Trav-
elling from more than 1000 km constitute the most
important factors in Customer Demography Profile.
Study of the expectations and Services related to these
factors will improve the chances of selection of the Ser-
vicedApartment and help in improving the Occupancy,
gaining Customer loyalty.

Table 3. Demography components.

S.No. Component

1 Age group 20–45
2 Age group >45
3 Gender
4 Professional qualification
5 Knowledge of local language
6 Arrival by air
7 Arrival by rail, road
8 Travelling from more than 1000 km
9 Services sought concierges

Table 4. Demography: Variance explained.

Initial eigen values

Component Total % of variance Cumulative %

1 5.896 65.511 65.51
2 1.045 11.615 77.126
3 0.791 8.785 85.911
4 0.415 4.610 90.521
5 0.349 3.880 94.401
6 0.237 2.632 97.034
7 0.131 1.450 98.484
8 0.098 1.090 99.574
9 0.038 0.426 100.000

Table 5. Demography: Component matrix.

Component

1 2

Q1_1 0.781 −0.414
Q1_2 0.832 −0.193
Q1_3 0.835 0.360
Q1_4 0.873 −0.263
Q1_5 0.774 0.088
Q1_6 0.906 −0.244
Q1_7 0.781 0.239
Q1_8 0.600 0.715
Q1_9 0.864 -0.057

5.2 Occupation profile

Occupation with Eight Components shows KMO
Measure of Sampling Adequacy 0.89. This figure is
close to 1. So PCA will be useful.

As noticed from the Table 9, components 2, 3
and 6 have the highest values. That means Employ-
ees of Small and Medium Industry; Self employed
Entrepreneur and People working in the ITeS and Ser-
vices Industry constitute the most important factors
in Customer Occupation Profile. A deeper study in
understanding their expectation will directly benefit
the Serviced Apartments in increasing the Occupancy
levels.
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Table 6. Occupation components.

S.No. Question

1 Employed: corporate large
2 Employed: corporate small and medium
3 Self Employed: entrepreneur
4 Student
5 Expatriate
6 Related to ITeS*, services industry
7 Related to other industries
8 Unemployed

*Information technology and enabled services.

Table 7. Occupation: Variance explained.

Initial eigen values

Component Total % of variance Cumulative %

1 6.410 80.128 80.128
2 0.617 7.711 87.839
3 0.299 3.738 91.576
4 0.261 3.262 94.838
5 0.167 2.091 96.930
6 0.135 1.686 98.615
7 0.066 0.819 99.435
8 0.045 0.565 100.000

Table 8. Occupation: Component matrix.

Component
1

Q2_1 0.891
Q2_2 0.959
Q2_3 0.931
Q2_4 0.868
Q2_5 0.793
Q2_6 0.924
Q2_7 0.875
Q2_8 0.909

Table 9. Frequency of travel components.

S.No. Question

1 Maximum Duration of stay < 2 weeks
2 Maximum Duration of stay > 4 weeks
3 Travelling in a month = 1
4 Travelling in a month > 2
5 Travelling in a month > 3
6 Extending duration of stay

5.3 Frequency of travel

Frequency of Travel with Eight Components shows
KMO Measure of Sampling Adequacy 0.803. This
figure is close to 1. So PCA will be useful.

Table 10. Frequency of travel: Variance explained.

Initial eigen values

Component Total % of variance Cumulative %

1 5.639 70.483 70.483
2 0.712 8.895 79.378
3 0.589 7.358 86.736
4 0.378 4.725 91.461
5 0.353 4.417 95.879
6 0.165 2.057 97.936
7 0.090 1.130 99.066
8 0.075 0.934 100.000

Table 11. Frequency of travel: Component matrix.

Component
1

Q3_1 0.876
Q3_2 0.743
Q3_3 0.827
Q3_4 0.846
Q3_5 0.837
Q3_6 0.901
Q3_7 0.796
Q3_8 0.880

Table 12. Income brackets (monthly) components.

S.No. Question

Q4_1 Monthly income > 25,000 INR*
Q4_2 Monthly income > 50,000 INR
Q4_3 Monthly income > 75,000 INR
Q4_4 Monthly income > 125,000 INR
Q4_5 Monthly income > 150,000 INR
Q4_6 Monthly income > 200,000 INR

*Indian rupees.

As noticed from the Table 12, components 1 and 6
have the highest values. That means maximum dura-
tion of stay is less than 2 weeks and there is always a
need of extension of stay. This can be interpreted as
clear information on the stay preferences and need of
flexibility for extension of stay by the Serviced Apart-
ments which will directly benefit in increasing the
Occupancy levels.

5.4 Income brackets (monthly)

Income levels with Six Components show KMO Mea-
sure of Sampling Adequacy 0.813. This figure is close
to 1. So PCA will be useful.

As noticed from the Table 15, components 3 and
4 have the highest values. That means the Customers
are mostly from monthly income group of 75,000 to
125 000 INR.This can be interpreted to understand the
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Table 13. Income brackets (monthly): Variance explained.

Initial eigen values

Component Total % of variance Cumulative %

1 3.606 60.093 60.093
2 0.984 16.400 76.493
3 0.791 13.181 89.674
4 0.369 6.144 95.818
5 0.251 4.182 100.000
6 0.0037 0.00675 100.000

Table 14. Income brackets (monthly): Component matrix.

Component
1

Q4_1 0.766
Q4_2 0.703
Q4_3 0.836
Q4_4 0.824
Q4_5 0.707
Q4_6 0.804

Table 15. Number of persons accompanying.

S.No. Question

1 No. of persons accompanying = 1–3
2 No. of persons accompanying > 4
3 No. of persons accompanying > 6
4 No. of persons accompanying > 8
5 No. of persons accompanying > 10
6 No. of persons accompanying > 15
7 Persons accompanying are colleagues
8 Persons accompanying are camily members
9 Persons accompanying are friends
10 Persons accompanying are business partners

lifestyle of the Customers and expectation during the
stay. Also a pricing strategy can be worked out which
will benefit the increase in the Occupancy levels.

5.5 Number of persons accompanying

Number of Persons accompanying with Ten Compo-
nents show KMO Measure of Sampling Adequacy
0.667. This figure is close to 1. So PCA will be useful.

As noticed from the Table 18, components 1, 7, 8
and 10 have the highest values. That means Persons
accompanying are between 1–3 and are Colleagues,
family members or Business Partners and are the
deciding factors for Selection of the Serviced Apart-
ments. Accordingly the room size and Pricing strategy
can be worked out which will benefit the increase in
the Occupancy levels.

Table 16. Number of persons accompanying: Variance
explained.

Initial eigen values

Component Total % of variance Cumulative %

1 6.654 51.183 51.183
2 2.307 17.743 68.926
3 1.173 9.024 77.950
4 1.035 7.963 85.913
5 0.645 4.964 90.877
6 0.466 3.583 94.460
7 0.254 1.952 96.412
8 0.188 1.449 97.857
9 0.148 1.141 98.998
10 0.130 1.002 100

Table 17. Number of persons accompanying: Component
matrix.

Component

1 2 3 4

Q5_1 .073 .968 −.070 .005
Q5_2 .054 .948 −.083 .007
Q5_3 .047 .022 .899 −.400
Q5_4 .347 −.072 .284 .854
Q5_5 .811 −.037 .049 .165
Q5_6 .680 .506 .335 .040
Q5_7 .906 −.136 −.102 −.131
Q5_8 .918 −.129 −.138 −.061
Q5_9 .847 −.111 .240 .166
Q5_10 .926 −.135 −.177 −.086

6 CONCLUSION

The findings suggest that the serviced apartments
would be wise to apply customer profiles into practical
characteristics of services.

Overall, the research discussed in this paper
explores the various sections of customer profiling
which results in improving occupancy levels and thus
prove that the null hypothesis drawn can be rejected.
These findings can be considered as the elements of
developing a strong customer relationship that ulti-
mately results in improving occupancies in serviced
apartments which is needed in order to survive in
today’s competitive hospitality environment.
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Hypermarket fresh foods’ attributes toward customer satisfaction
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ABSTRACT: Malaysia’s food retailing industry has been experiencing tremendous growth over the years. This
evolving pattern is influenced by the changing behavior and lifestyle of local consumers, thus impacting their
purchase behaviour. Through quantitative research approach, this paper examined customers’ satisfaction toward
fresh food attributes in hypermarkets. Through self reported questionnaire, 387 respondents were approached
using convenience sampling method. It was discovered that majority of them are satisfied with the overall quality
of fresh food products, slightly satisfied with price and availability of fresh foods. Overall, understanding the
importance of fresh food attributes is crucial as it impacts customer’s satisfaction at large.

Keywords: hypermarket, fresh food attribute, customer satisfaction

1 INTRODUCTION

The evolution in food retailing industry has created
a changing scenario in today’s businesses; fresh food
retail stores are being replaced with modern fresh food
retail outlets (Goldman & Hino, 2004).The increase in
population and rising personal disposable income has
led to significant shifts in the demand of the fresh food
retail outlets like supermarket and the hypermarkets.
In Malaysia, the food retailing industry is experienc-
ing incredible growth with modern fresh food retail
hypermarkets dominating local retail trade (Sham-
sudin & Selamat 2005). It was further contended that
hypermarkets started penetrating Malaysia’s market in
the early millennium and are mainly located in the
major urban centers. In conjunction with the develop-
ment of the fresh food retail industry, the behavior of
Malaysian consumers has changed in line with changes
of their lifestyle. Consumers now seek for variety,
quality, availability, freshness and others attributes
when searching for fresh goods (Baker 1990). Con-
sumers formulate their experience through satisfaction
which is affected by several factors including prod-
uct variety, assortment, quality, and pricing policy
(Morschett et al., 2005) hence evaluating the retail-
ers offerings of a combination of all the attributes
in order to decide their degree of satisfaction (Finn
and Louviere, 1996). Several studies have examined
how fresh food attributes (quality, price, and availabil-
ity) affect customer satisfaction (Hackl et al., 2000).
However, most studies were only to specific coun-
tries, like United States, Western Europe and Australia
with scarce empirical evidence from a Malaysian
retail context. Therefore, this study aimed to access
the hypermarkets’ fresh food attributes (quality, price
and availability) toward customer satisfaction in local
context.

2 LITERATURE REVIEW

2.1 Malaysia’s hypermarket industry

Hypermarket evolution in Malaysia is rapidly growing
especially by early millennium (Abu, 2004). Strong
economic conditions with the increase in consumers
demand for niche and value-added products have led
to the increasing number of hypermarkets. Hypermar-
ket chains are rapidly growing to meet the needs of
more affluent consumers due to changes in society
educational levels and consumers’ shopping behav-
ior. Shamsudin & Selamat (2005) expounded that
foreign owned hypermarkets are fast gaining popular-
ity, attracting consumers to “one stop” concept stores
offering various goods including fresh foods.

2.2 Fresh food attributes (freshness, quality, price
and availability)

Kennedy et al. (2004) deduced that product appear-
ance, which comprises of color and physical appear-
ance are used in order to judge freshness. Product
appearance is crucial as consumers rely entirely on
their visual cues to determine the degree of quality
during purchase. The freshness of frozen meat and
fish are important from health perspectives and sev-
eral methods have been established to determine this.
In another vein, Goldman & Hino (2004) added that
in the developed countries many consumers empha-
sized fresh products in their food preparation and
hypermarkets and supermarkets are their options.

Sloan et al. (1984) manifested that consumers are
generally becoming more demanding for food quality
as a result of the increase in individual and family
income and the willingness to pay extra. With the
improvement in today’s education, Farhangmehr et al.
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(2000) contended that consumers gave greater concern
on quality and price when purchasing food products.
Quality and taste were cited as the most important
criteria in selecting fresh meat; a study conducted in
Scotland proved that locals believe that there is a differ-
ence in the quality of fresh meat between both retail
stores and hypermarkets. Quality has different inter-
pretation according to different people (Goldman &
Hino 2004).According to Gomez et al., (2004), quality
is seen as “a satisfaction in maintaining the freshness of
the products” and that improvements in quality have a
positive impact on satisfaction while reduction in qual-
ity of the same magnitude has a significantly greater
chance of reducing satisfaction.

Price is a powerful and convincing tool to attract
consumers to purchase from a particular retail out-
let. According to Pride et al (2005), it is a tool which
informs consumers about the value of the product
and ultimately brings satisfaction. Price competition
was mentioned as a reason for consumers to buy
fresh food from other retail outlets and those offer-
ing good quality products at a lower price will attract
more consumers. Trappey & Lai (1997) stated that
offering lower prices is an important reason for con-
sumers to shop and motivates them buy products
from hypermarkets (Farhangmehr et al. 2000). Pric-
ing was also found to be one of the most important
attributes in grocery-shopping decisions and deter-
minant of different consumer groups (Carpenter &
Moore, 2006).Consumers can be inelastic to price
changes for grocery purchases and price has a great
effect on the value of the store (Sirohi et al., 1998).

Hypermarkets in general are capable of offer-
ing a wide variety of food and non-food items for
consumers. The advantage of shopping at hypermar-
kets is they can buy other items at the same time.
Farhangmehr et al. (2000) confirmed that Portuguese
consumers preferred to shop at modern retail outlets
because of the possibility of buying everything under
one roof. When asked why Malaysians shop at shop-
ping malls, the majority of the respondents cited the
variety of shops and products as the main criteria to
shop at modern retail outlets (Mui et al. 2003). Product
variety influences customer’s perception of a store cre-
ating the perception concerning product variety, later
influencing both satisfaction and store choice (Hoch
et al., 1999).

2.3 Customer satisfaction

Customer satisfaction is a crucial issue for retail
management (Anselmsson, 2006); it is linked to
several important outcomes including sales perfor-
mance, customer retention and loyalty (Darian et al.,
2001; Gomez et al., 2004; Anselmsson, 2006). An
extensive examination of early studies in consumer
satisfaction illustrates that most researchers define
customer satisfaction, as a post choice evaluative
judgment concerning a specific purchase decision
(Oliver, 1980; Oliver & DeSarbo, 1988). Bolton &
Drew (1999) identified two types of satisfaction: the

“transaction-specific” and the “overall” or cumulative
satisfaction. From the transaction-specific perspec-
tive, customer satisfaction is viewed as a post-choice
evaluation of a specific purchase occasion (Oliver,
1980). In contrast, the overall or cumulative perspec-
tive suggests that satisfaction accumulates across a
series of experiences with the product, which results in
an overall evaluation over time (Anderson et al., 1994).
Studies have proven that satisfaction should be viewed
as a judgment based on the cumulative experience
rather than a transaction specific phenomenon (Ander-
son et al., 1994). Cumulative satisfaction in the retail
setting can be interpreted as the result of evaluating
the “shopping trip” and retailer’s offer in correlation
to the consumers’ fulfilled expectations (Sivadas &
Baker-Prewitt, 2000). Thus, consumer satisfaction in
this study is defined as “the customer’s overall evalua-
tion of the store experience” (MacIntosh & Lockshin,
1997). Since satisfaction is the overall evaluation of
stimuli affecting the customer, it is certain that one can
define different subgroups of customers with different
levels of satisfaction (Morschett et al., 2005).

3 METHODOLOGY

In accessing the hypermarkets fresh foods’ attributes
toward customer satisfaction, a quantitative research
approach was employed using self administered ques-
tionnaire. Bahasa Melayu was used in the instrumenta-
tion to ease respondents’ understanding of the subject
matters. Several hypermarkets in Selangor were cho-
sen for data collection using convenience sampling
technique, and data from 387 respondents were suc-
cessfully gathered. The data were later analyzed using
descriptive analysis approach.

4 FINDINGS

4.1 Demographic profile of the respondents

Frequency test was used against all demographic and
other related variables (gender, age together with
average money (RM) spent per visit, frequency of pur-
chasing and general concern of fresh food attributes).
From 387 respondents, 76.0 percent (n = 294) were
females as opposed to 24.0 percent (n = 93) males.
Next, 58.9 percent (n = 228) of the respondents are
between 40–49 years old, followed by 26.6 percent
(n = 103) from 30–39, 10.3 percent (n = 40) from
19=29 as opposed to only 4.1 percent (n = 16) above
50 years old.

On average, 39.8 percent (n = 154) of the respon-
dents earned around RM2500 below per month, fol-
lowed by 48.8 percents (n = 189) with the range
from RM2501- RM4500, 9.0 percent (n = 35) from
RM4501- RM6000 and only 2.3 percent (n = 9) earned
above RM6001.

Looking at the frequency of shopping, 33.1 per-
cent (n = 125) buy fresh food from hypermarket once
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Table 1. Mean scores on quality of fresh goods.

No. Variables n (M) S.D

1. Overall quality of fresh 387 3.51 0.747
food items

2. Freshness of the fresh goods 387 3.53 0.733
3. Physical appearance of 387 3.54 0.728

fresh goods
4. Arrangement of the 387 3.57 0.745

fresh goods
5. Packaging the fresh goods 387 3.59 0.735
6. Cleanliness of fresh goods 387 3.57 0.765
7. Quality of vegetables 387 3.59 0.706
8. Quality of meat items 387 3.57 0.739
9. Quality of seafood items 387 3.52 0.778
10. Quality of frozen foods 387 3.57 0.745
11. Quality of fruit produces 387 3.55 0.781
12. Quality of pastry and 387 3.52 0.778

bakery goods

Scale: 1 = Strongly dissatisfied, 2 = Dissatisfied, 3 =
Slightly satisfied, 4 = Satisfied, 5 =Totally satisfied.

a month, 30.1 percent (n = 119) twice, 20.4 percent
(n = 79) three times and 15.8 percent (n = 61) visiting
more than four times a month.

Moving on to the average spending per visit to
hypermarkets, 41.9 percent (n = 162) spent between
RM 101-RM 200, 32.0 percent (n = 124) between RM
201-RM 300 while 16.8 percent (n = 65) spent RM
100 and 9.3 percent (n = 36) spend more than RM300.

When it came to fresh goods in hypermarkets, 41.9
percent (n = 162) are concern for quality, 40.1 percents
(n = 155) look upon on price, 30.4 percent (n = 52) on
the availability and only 4.7 percent (n = 18) cared for
the reliability.

In terms of fresh goods information at hypermar-
kets, 54.8 percent (n = 212) get the source from media,
20.2 percent (n = 78) from word of mouth, 20.7 per-
cent (n = 80) promotional materials such as brochures,
leaflets’, and flyers while 4.4 percent (n = 17) from the
internet.

4.2 Customer satisfaction of fresh
food attributes

The mean score on items in assessing customer sat-
isfaction toward fresh food attributes in hypermarkets
are quality, price, availability and reliability. The result
is presented in Table 1. From the table, majority of
respondents were satisfied with the overall quality of
fresh products in hypermarkets (M = 3.51). They were
also satisfied with the freshness (M = 3.53), physi-
cal appearance (M = 3.54), arrangement (M = 3.57),
packaging (M = 3.59) and cleanliness of fresh goods
(M=3.57). Degree of satisfaction was further explored
through the attributes of specific items. This result
indicates that quality of the fresh food offered by
hypermarket meets customers’need as most of the cus-
tomers were totally satisfied with specific products.

Table 2. Mean scores on price of fresh goods.

No. Variables n (M) S.D

1. Overall price of fresh 387 3.28 0.796
food items

2. Affordable overall prices 387 3.35 0.776
3. Cheap overall prices 387 3.31 0.731
4. Price of fresh good is 387 3.33 0.784

consistent
7. Price of fruit produce 387 3.32 0.776
8. Price of frozen foods 387 3.30 0.756
9. Price of pastry and bakery 387 3.29 0.703

goods
10. Price of seafood items 387 3.27 0.778
11. Price of vegetables 387 3.23 0.770
12. Price of meat items 387 3.21 0.757

Scale: 1 = Strongly dissatisfied, 2 = Dissatisfied, 3 =
Slightly satisfied, 4 = Satisfied, 5 =Totally satisfied.

Besides the quality of fresh food, price is considered
to be the most sensitive element which determined
the likelihood of customers to shops at hypermarkets.
In relation to this, respondent’s level of satisfaction
towards price of fresh goods at hypermarkets was also
explored. As opposed to quality, the magnitude of
mean score shows that respondents in this study were
minimally satisfied with all items in comparison to the
price offered; they were slightly satisfied with the over-
all price of fresh food items (M = 3.28) and equally
satisfied stating that hypermarkets offer affordable
(M = 3.35) and cheap overall price (M = 3.31). They
also had similar feelings with regard to the consistency
of fresh good price (M = 3.33).

Again, the same level of satisfaction was given to
individual products. As such, the overall respondent
were slightly satisfied with the price of fruit pro-
duce (M = 3.32), frozen foods (M = 3.30), pastry and
bakery goods (M = 3.29), seafood items (M = 3.27),
vegetables (M = 3.23) and meat items (M = 3.21).The
overall result is shown in Table 2.

Availability of fresh good is equally important;
eleven (11) items were used in the instrument to tap
respondents or consumer level of satisfaction related
to this attributes. The results is displayed in Table 3.

Results from the analysis shows that respondents
were slightly satisfied with the overall availability of
local (M = 3.27), imported fresh items (M = 3.26)
and the availability of variety fresh goods (M = 3.28)
in hypermarkets. Similar feelings were expressed
on the availability of local and imported frozen
foods (M = 3.30), local and imported meat items
(3.28), local and imported vegetables (M = 3.27),
local and imported fruit items (M = 3.27) and local
and imported fish and other seafood items (M = 3.24).
Contemplating the patterns of the mean scores, similar
argument as of the preceding one could be used. It has
become a normal practice for any hypermarket to be
concerned about the price, availability of the products
as they are equally important to attracting customers.
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Table 3. Mean scores on availability of fresh goods.

No. Items n M) S.D

1. Overall availability of all
local fresh items

387 3.27 0.765

2. Overall availability of all
imported fresh items

387 3.26 0.738

3. The availability on the variety
of fresh good

387 3.28 0.726

4. The availability of local and
imported frozen foods

387 3.30 0.723

5. The availability of local
and imported meat items

387 3.28 0.716

6. The availability of local and
imported vegetable items

387 3.27 0.765

7. The availability of local
and imported fruit items

387 3.27 0.745

8. The availability of local and
imported fish and seafood
items

387 3.24 0.748

Scale: 1 = Strongly dissatisfied, 2 = Dissatisfied, 3 =
Slightly satisfied, 4 = Satisfied, 5 =Totally satisfied.

5 CONCLUSION

5.1 Summary of the findings

The result revealed that female outweighs male cus-
tomers; this is probably due to the fact women per-
form most of the grocery shopping in a family. The
middle-age group represents the highest number of
consumers as compared to other age groups. Results
also revealed that more than half of the consumers vis-
ited a hypermarket once a month. The average income
of consumers is between RM2500 to RM4500 and
average spending per visit is between RM 100 to RM
300. Moving to fresh goods in hypermarkets, con-
sumers gave a greater concern on the quality and
price compared to the availability and the reliability
of service. Results also revealed that more than half
of the total respondents get the information on fresh
goods at hypermarkets through the media while the
rest via word of mouth and other means like brochures,
leaflets, flyers and the Internet.

Results from the analysis revealed that majority of
respondents were satisfied with the overall quality of
fresh products in hypermarkets. They were also satis-
fied with the freshness, physical appearance, arrange-
ment, packaging and cleanliness of fresh goods. The
levels of satisfaction were further expressed through
specific items such as quality of vegetables, meat
items, frozen foods, fruit, and seafood items including
pastry and bakery goods.

As opposed to quality, respondents were merely
satisfied with the overall price of fresh food items;
equally satisfied with the fact that hypermarkets pro-
vide affordable and cheap overall prices as well as
consistent price for fresh goods. In fact, the same level
of satisfaction was recorded for the individual prod-
ucts such as fruit produce, frozen foods, pastry and

bakery goods, seafood items, vegetables as well as
meat items.

Similar to quality, the analysis revealed that con-
sumers were slightly satisfied with the overall avail-
ability of the local and imported fresh items as well
as the availability of variety fresh goods in the hyper-
markets. Similar feelings were recorded in terms of
availability of local and imported frozen foods, local
and imported meat items, local and imported vegeta-
bles, local and imported fruits and the availability of
local and imported fish as well as seafood items.

5.2 Study limitations and future research

Since this study was only focused on one hypermar-
ket, the findings were not strong to represent the whole
hypermarkets in the country. Future studies should
consider respondents from various hypermarkets.

5.3 Implications and conclusion

This study revealed that price is one of the utmost
sensitive elements which determine the propensity of
customers to purchase at hypermarkets. In fact, satis-
faction with the price of fresh food products influences
customers’ loyalty with hypermarket. Hypermarkets
should be more sensitive with the prices of fresh good
they offer if they intent to stay competitive among other
competitors in gaining big chunk of the market.

As a conclusion, understanding the customers’
needs is vital for hypermarket operators as to ensure
consumers satisfaction especially with regard to price
and other elements like quality and availability. This
will not only improve consumers purchase decision
but encourage repeat purchase behavior and creating
loyalty toward particular hypermarkets.
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Case study: Measuring service quality of homestay in Malacca
using SERVQUAL matrix
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ABSTRACT: The state of Malacca is highly dependent on the tourism sector which is supported by the lodging
service industry in boosting the economy. Home-stay or in the Malay language – Inap-Desa has become a popular
mode of lodging service in Malacca. The number of operators has also, every year, increased tremendously. To
ensure continuous home-stay development and guest satisfaction, quality should be emphasized This preliminary
study uses the popular instruments to measure quality of service i.e SERVQUAL Matrix; which is the combination
of two analytical service quality models – the SERVQUAL model and the GapAnalysis model.These instruments
focuses on comparison matrix or gap scores between perception and expectations of home-stay guests toward five
elements of service quality; reliability, tangibility, assurance, empathy and responsiveness. The findings stated
negative gap scores for all elements which indicated there is a weakness in service offering and delivery. Guest
disappointment clearly showed when the perception means scored less than expectation means. It is hoped that
the findings can provide useful information for quality improvement to industry stakeholders such as industry
researchers and experts, existing home-stay operators and potential entrepreneurs who want to venture into the
business as a home-stay operator in Malacca.

Keywords: service, quality, home-stay, SERVQUAL, gap analysis

1 INTRODUCTION

According to 2010 statistics released by the Ministry of
Tourism Malaysia and the Malacca State Government,
there are more than 40 registered home-stays operating
in various locations throughout Malacca. This num-
ber is expected to increase as the State Government
is committed to develop and promote tourism sectors.
Statistics clearly stated that the home-stay industry has
a big potential in becoming a major income contributor
to the state of Malacca. Therefore, to ensure that this
industry will grow rapidly, home-stay operators have
to intensify efforts to attract more tourists to come and
stay in Malacca. Among the major efforts that should
be taken is to improve the quality of the service offered.

Quality is often an issue and is much debated in
today’s modern business world; more so in the context
of service-based businesses. Quality can be defined as
products or services that can meet customer expecta-
tions. Its definition may be simple to understand, but
“quality” is actually a concept that is difficult to mea-
sure accurately (Lovelock, 2006). Argument is often
raised about the quality gap between expectations and
perception of service (Markovic & Raspor, 2010).

According to Zeithaml, Parasuraman and Berry
(1990), perception of service quality refers to how far
service operators can successfully fulfill the purpose

of customer service. Meanwhile Ghobadian, Speller
and Jones (1994) stated that the expectations of con-
sumers, the process of service delivery and outcomes
have direct impact on user perception. In conclusion
the difference between perceptions and expectations
on service quality will be able to determine the level
of consumer satisfaction.This is true based on the qual-
ity gap model introduced by Parasuraman et.al (1985)
and revised by Curry (1999), Luk and Layton (2002)
and Zithaml and Bitner (2003). Researcher interprets
that customer satisfaction is at a positive level when
the perception of quality of services provided above
as expected. This means that users will feel satisfied
when the perception of the actual performance of the
service experience goes ??beyond initial expectations.

2 RESEARCH PROBLEM

The study measure the service quality based on five (5)
research problem, as follows;

2.1 Reliability

Reliability is a major issue of quality in services. Many
lodging industry players including home-stay opera-
tors cannot provide consistent service offerings and
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delivery. Poor service would leave guest to assume that
home-stay operators are not efficient. As a response
home-stay has to deliver the service that has been
promised in the advertising campaign.

2.2 Assurance

Excellence service highly depends on the service per-
sonnel’s ability in delivering the services. Home-stay
guests will evaluate the quality based on employee
knowledge and attitude which can convince them to
use the service repeatedly. Home-stay operators must
ensure that their employees have the right knowledge
and attitude for the job.

2.3 Tangibility

Good perceptions on physical facilities can add value
to the service delivery process. In order to gain this
good perception, home-stay operators in Malacca need
to provide necessary facilities needed by the guest
during the stay. Long-term investment on facilities
and amenities must be made to ensure home-stay can
sustain the business in future.

2.4 Empathy

Home-stay operators in Malacca need to be more
active and sensitive to each guest’s request. Most of
service provider does not have a personal drive and
initiative to help guests and adapt to the guests needs
and demands. This will surely make guest feel not
appreciated.

2.5 Responsiveness

Guests will evaluate home-stay services based on
the willingness and speed of service workers and
that guests can rely on employees for assistance.
Employee ability to give personal attention during ser-
vice delivery is very crucial for the success of the
service.

3 OBJECTIVE OF STUDY

The main objective of this preliminary study is to
measure the quality of Malacca home-stay services.
Measurement is done by looking at the different (gap)
that exists between guest perception and expectation.
The gap is determinant factor of customer satisfaction.

4 SIGNIFICANCE OF STUDY

The study result and analysis can be used by the author-
ities and industry players to develop and find the
best strategy to improve the quality of the home-stay
experience. Researcher believes this study is the first
initiative in the process to help boost the tourism sector
in Melaka.

Figure 1. Model 1 – SERVQUAL conceptual model.

Source: Parasuraman, A., Zeithaml, V., Berry, L. L., “A Con-
ceptual Model of Service Quality and Its Implication for
Service Quality Research”, Journal of Marketing, 49, Fall,
1985, p. 44 and Zeithaml, V. A., Berry, L. L., Parasuraman,
A., “Communication and Control Processes in the Delivery
of Service Quality”,Journal of Marketing, 52, April, 1998, p.
36., in: Tourism and hospitality management.

Figure 2. Model 2 – Service gap analysis conceptual model.

5 METHODOLOGY

5.1 Research design

The case study approach was used in this research,
with adaptation and modification of two models i.e. the
SERVQUAL Model and Gap Analysis Model simply
known as SERVQUAL Matrix. It is also sometimes
referred to as SERVPERF which was first used by
Cronin and Taylor (1992).

5.2 Research sample

Since this is preliminary study, the sampling tech-
niques used is systematic sampling which focused on
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Figure 3. SERVQUAL matrix conceptual model (model
1 + model 2).

Table 1. Home-stay sample.

Homestay Location (District)

1. Che-Ad Homestay Merlimau, Jasin Melaka
2. Singgah Kampung Stay Alor Gajah, Melaka
3. Kampong Pak Ali Bandar Melaka, Melaka

(The Malay Village &
Farmstay)

the perceptions and expectations of guest at only three
home-stays (Table 1). The criteria for sample selec-
tion was mainly to represent three districts in the state
of Malacca. Fifty (50) responses have been collected
from each selected home-stay.

5.3 Research instrument

Structured questionnaires were used to obtain
responses from a target sample. It consisted of
three parts namely: section A; personal information
of respondents, section B; SERVQUAL items and

Table 2. Reliability test (Cronbach alpha) on SERVQUAL
matrix score (Pµ− Eµ).

Perception Expectation Gap Score
ServQual (P) (E) Cronbach
element Cronbach Cronbach (P-E)

Assurances 0.864 0.913 0.858
Empathy 0.880 0.936 0.818
Reliability 0.809 0.894 0.744
Responsive 0.944 0.947 0.898
Tangible 0.834 0.965 0.763

Table 3. Total Mean SERVQUAL Matrix Score (Pµ – Eµ).

Gap
Perception Expectation score Gap

SERVQUAL mean mean mean score
element Pµ Eµ (Pµ – Eµ) Rank

Assurances 5.810 6.255 −0.445 5th
Empathy 5.704 6.076 −0.372 3rd
Reliability 5.840 6.132 −0.292 2nd
Responsive 5.740 6.165 −0.425 4th
Tangibility 5.800 6.085 −0.285 1st

section C; suggestions and comments. Section B is
the most important part which combined 22 percep-
tion items and 22 expectation items and it was divided
into five sections according to SERVQUAL model:
1. reliability, 2. assurance, 3.tangibility, 4. responsive-
ness and 5.empathy. This section used seven (7) point
Likert-scales.

6 ANALYSIS AND FINDINGS

In order to determine the reliability of data collected
for the study, Cronbach Alpha test was run by the
researcher. Results showed that all the score were
above 0.70 which indicated the data is suitable with
the study as suggested by Nunnally (1978) that the
minimum of 0.70 would be an acceptable level.

Table 3 describes overall findings of the study.
Based on the Gap Score mean, the elements are
arranged (ranked) to determine the quality level and
service gap.

6.1 Tangibility

The element of tangiblity is ranked at the top in the Gap
Score of −0.285 with Pµ:5.8 < Eµ:6.085. It showed
that overall, home-stay service in Malacca is not as
impressive as expected by guests, the ability of homes-
stay operators to provide facilities at the premise is
only at an adequate level. Home-stay operators need
better facilities and amenities to be able to attract more
guests to stay-in.
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6.2 Reliability

Guest at the home-stay put the reliablity elements at
the second rank. With Gap Score of −0.292, indicat-
ing that guests do not believe the home-stay operators
can provide consistent service from time to time.
Most of the guesst perceived that the homestay oper-
ators are not delivering the service as promised in
advertisement.

6.3 Empathy

The element of empathy score −0.372 on the Gap
Score. This portrayed the weakness on the employ-
ees’ ability to show courtesy and adapt to guests’
demands. Most of guest expected (Eµ:6.076) to be
treated well and want every request to be fulfilled, but
in this case, it seemed to have not happened as proven
with Pµ:5.704 < Eµ:6.076. Definitely the guest who
experienced bad service would not come again in the
future.

6.4 Responsiveness

Ranked at the fourth position with Gap Score of
−0.425, the responsiveness of employees at the home-
stay is poor. Guests cannot get an immediate attention
from the employees whenever they faced a problem or
need extra help during the stay. In this situation home-
stay operators need to provide personal attention to the
guests so they will feel more appreciated.

6.5 Assurances

The assurance element is the weakest, with an aver-
age Gap Score of 0.445, which showed that guests
does not believe in the ability of workers at the home-
stay. This element is ranked on the last spot with
Pµ:5.810 < Eµ:6.255. It is most likely that guests per-
ceived that employees do not have enough knowledge
about the area or tourist locations around the state
Malacca as expected by guest. Guest often expect
the employees and management to provide latest
information related to the area of destination.

7 LIMITATION AND FUTURE RESEARCH

Small sample and limited time frame are the main
limitation for this study. The study only focused on
one home-stay selected from each district in Malacca
which might not accurately present guest actual expec-
tation and perception about home-stay service in
Malacca. Plus, total time taken to complete this study is
only three months which if more time was given more
data could be collected; thus provide more accurate
study on total population of home-stays in Malacca.
This study will be used as the pilot test and guidelines
by the researcher for future exploration.

8 DISCUSSION

According to Zeithaml, Bitner and Gremler (2003)
there are seven (7) possible gaps that might occur in
service assessment. The gaps are explained below;

8.1 Gap 1 – Delivery gap

This happens when there is a difference between spec-
ified delivery standards and the home-stay’s actual
performance. For this study, the issue became a bit
complicated since there is no standard procedure
(SOP) for home-stay exists (yet).

8.2 Gap 2 – Perceptions gap

The difference between service actually delivered and
what guests perceived they have received cause this
perception gap. This is due to guests not able to
accurately evaluate service quality. As mentioned in
the analysis, most Malacca home-stay guests made
negative perceptions based on their own personal
experience or empathy which is not always reliable.

8.3 Gap 3 – Internal communications gap

The difference between what the home-stay’s adver-
tising campaign and employees think about product’s
features, performance, and service quality level and
what the company is actually able to deliver. Again,
as mentioned in the analysis, three elements empathy,
assurances and responsiveness related to the employ-
ees ability in delivering services. As shown by the
results, employees cannot perform their task accord-
ingly which may be due to miss-understanding about
the instruction from the home-stay’s management.

8.4 Gap 4 – Service gap

There are differences between what guests expect to
receive and their perceptions of the service that is actu-
ally delivered. Guesst stated on their reponse that they
do not felt assured that home-stays in Malacca can
deliver the service consistently. They also perceived
that the service employees cannot perform their job
accordingly and that home-stay cannot also provide
excellent facilities during their stay.

8.5 Gap 5 – Knowledge gap

This gap can be detected when there is a difference
between what home-stay believe guests expect and
guest’ actual needs and expectations. The main reason
is due to insufficient guest relationship focus done by
the Malacca home-stay operators. Home-stay opera-
tors need to be more responsive and empathic toward
guests’ feelings and emotions.
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8.6 Gap 6 – Standard gap

Considered to be the same as delivery gap, there is
a difference between quality standards established for
service delivery and management perceptions of guest
expectations. Guests may have expected home-stay to
provide complete facilities during the stay but instead
home-stay only provide adequate facilities only to
fulfil minimum standards of the industry.

8.7 Gap 7 – Interpretation gap

This is the difference between what a home-stay’s com-
munication efforts actually promised and what a guest
thinks was promised by these communications. Home-
stay operators has to be responsible and reliable in their
advertising campaign. False information might cause
different interpretation among potential guest.

9 CONCLUSIONS AND IMPLICATION

With reference to the analysis and discussions, the
study concluded that service quality of home-stay
in Malacca is very poor. There is a significant gap
between the customers’ perceptions and expectations.
Each element were tested using the SERVQUAL
Matrix, provided a meaningful average score of neg-
ative level on service performance which is far lower
than anticipated. Generally, guests do not feel satisfied
about the services received and demand more quality
on the value of money paid. There are certainly a lot
more things to be done by the home-stay operators
and the Malacca state government in order to make
Home-stay business more successful. And as men-
tioned through this study, service quality is the key
to make all things possible.

10 RECOMMENDATION

In order to ensure continuous improvement in home-
stay service, some ideas are proposed to close the gap
thus could increase the quality of service offered by
the home-stay operators.

10.1 Continuous research on customer needs and
requirements and latest trend on home-stay

This study can be done through a series of customer
surveys and market analysis based on complaints and
suggestions. Malacca home-stay operators must take
immediate action to address consumer complaints.

10.2 Training employees in the latest techniques
and methods of service delivery

Continuous training is essential to ensure workers
can provide high quality services based on actual
performance. Home-stay employees and management
must continue to increase and enhance their knowledge
on the latest trends of industries. Employees who can

provide the best service should be rewarded accord-
ingly as motivation to continue to provide the best and
achieve quality service standards.

10.3 Developing Special Standard Procedures
(SOP) and recognition for home-stay industry

Ensure continuous commitment of all organizations
member on matters of quality and ensure that all
employees understand the standards and procedures
which have been introduced. Home-stay operators in
Malacca can increase its efforts to achieve the highest
level of performance by obtaining recognition from
accreditation bodies such as Malaysia Hotels Associa-
tion for ’Star Rating’. Standards procedure and recog-
nition of quality can increase customer confidence
toward the service.

10.4 Ensure service performance comparable to
standard lodging establishment

Home-stay operators in Malacca need to understand
the role of each member by matching the skills, abil-
ities and knowledge parallel with the industry. The
operator need to create a clear system of reward and
training for each member and must always emphasize
on teamwork and cooperation parallel to quality goals.

10.5 Co-operation with other tourism industry
players and agencies

Partnership such as strategic alliances or collabora-
tion may be done in various areas such as promotion,
research and development. Home-stay owners should
work together in obtaining the necessary information
from advertising campaign to develop higher quality
services which require the involvement from mem-
bers. Cooperation should also be established with
assistance from federal and states agencies such as
the Department of Tourism Malaysia and the National
Tourism Board. This support should be obtained to
further strengthen the rules of the promotion and
enhancement of quality of service.
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ABSTRACT: Based on the official data from the “Yearly Report on Tourist Hotel Operations in Taiwan”
published by authorized administration, this study aims to cluster and classify all the international tourist hotels
operating from 2005 to 2010 into experiment-determined number of groups to monitor and evaluate the hotels’
operation efficiency by comparing with other competitors within 6 continuous years. The study first collected
18 operational efficiency indexes which have overall monitored the operational efficiency of all international
tourist hotels in Taiwan during 6 years, then series of statistical procedures were processed, the above indexes
are calculated to assign each hotel in every year to a proper cluster to reflect its yearly operational efficiency
level. Finally, conclusions with comparison among all clusters and hotels are drawn to summarize the findings
and suggestions of this study.

Keywords: international tourist hotel, operational efficiency, clustering analysis, MANOVA, MDS

1 INTRODUCTION

According to “Tourism Highlights 2011 edition”, pub-
lished by UNWTO, not only the international tourist
arrivals have reached 940 million in 2010, up from 435
million in 1990, representing a growth of 216.1% in 2
decades, but international tourism receipts have risen
by 350.8% in real terms US$ 262 billion in 1990 to
US$ 919 billion in 2010.

The number of the tourists is one of the crucial fac-
tors influencing the hotel industry operators. On the
other hand, available guestrooms reflect not only the
indicator of the rise and fall of the hotel industry, but
the nation’s as well, an even important resource of the
foreign exchange to many countries. Since 1956, both
the number of international tourist hotels and the avail-
able guestrooms of Taiwan kept growing sustainably.
The number of tourists visiting grew up from 0.47 mil-
lion in 1970 to 5.56 million in 2010, an increase of
11.78times; while the foreign exchange income from
$82 million in 1970 to $5,936 million in 2010 – up
06.69. Meanwhile, the same growing trend has hap-
pened to the number of the international tourist hotels
and the available guestrooms in the same period as
well. Detailed statistics about the hotel industry is
offered in table 1.

This paper is organized in the following struc-
ture: Section 2 reviews the recent literatures subject
to operation of international hotel in Taiwan. Section
3 describes the methodology adopted in this study.
Empirical results are presented in section 4. The final
section concludes this study.

2 LITERATURE REVIEW

Different resources result in totally different com-
petition strategies for international hotels. In order
to draw up an individual competition strategy, the
international tourism hotel has to evaluate its own
operational performance and evaluate the strengths
and limitations.

Yan (1999), Liu (2002), Chen (2003), Wang (2006)
and Lin (2008) studied on operating efficiency of the
domestic international tourist hotels. Zhang (2004)
and Huang (2006) respectively estimated the lodg-
ing needs of domestic international tourist hotels
between the local tourists and the foreign ones. Chen
(2002) explored the recreation hotels tourist consum-
ing behavior. Yang (2002) discussed the relationship
among corporate culture, corporate vision, operating
strategy and performance based on canonical analy-
sis and regression analysis. Chen (2005) analyzed the
location shifts of international tourist hotels in the city
of Taipei. Kuo (2010, 2011) went into the operating
performance of international tourist hotels.Though the
operating efficiency of international hotel in Taiwan
has attracted some researchers devoting their efforts
to explore this subject, yet it seems, except for Kuo
(2010, 2011), there is no study so far that systemati-
cally analyses and extract the main principal factors,
then make use of these profiting indexes to cluster,
yearly track and monitor, even visualize the distance
between hotels of yearly profiting performance.

This research referred to 10 of the 18 indicators
suggested by Chang and Huang (2006), and added
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Table 1. Number of visitors, foreign exchange, hotels and
guestrooms.

Foreign
exchange
(1 million

Year Visitors USD) Hotels Guestrooms

1970 472,452 82 14 2,163
1971 539,755 110 15 2,542
1972 580,033 129 17 3,143
1973 824,393 246 20 4,613
1974 819,821 278 20 4,598
1975 853,140 359 20 4,439
1976 1,008,126 466 21 4,868
1977 1,110,182 527 23 5,174
1978 1,270,977 608 30 7,699
1979 1,340,382 919 34 9,160
1980 1,393,254 988 36 9,673
1981 1,409,465 1,080 42 11,945
1982 1,419,178 953 41 12,335
1983 1,457,404 990 44 12,982
1984 1,516,138 1,066 44 13,503
1985 1,451,659 963 44 13,468
1986 1,610,385 1,333 43 13,268
1987 1,760,948 1,619 43 13,223
1988 1,935,134 2,289 43 13,124
1989 2,004,126 2,698 43 12,965
1990 1,934,084 1,740 46 14,538
1991 1,854,506 2,018 46 14,538
1992 1,873,327 2,449 47 15,018
1993 1,850,214 2,943 50 15,953
1994 2,127,249 3,210 51 16,391
1995 2,331,934 3,286 53 16,714
1996 2,358,221 3,636 53 16,964
1997 2,372,232 3,402 54 16,845
1998 2,298,706 3,372 53 16,558
1999 2,411,248 3,571 56 17,403
2000 2,624,037 3,738 56 17,057
2001 2,831,035 4,335 58 17,815
2002 2,977,692 4,584 62 18,790
2003 2,248,117 2,976 62 18,776
2004 2,950,342 4,053 61 18,705
2005 3,378,118 4,977 60 18,385
2006 3,519,827 5,136 60 17,830
2007 3,716,063 5,214 60 17,733

8 other operating indexes selected by this study, to
widely monitor the practicing efficiency of interna-
tional hotels in Taiwan. Those 18 indexes were used
in the following analysis raging from 2005 to 2010,
and their associated operating definitions were illus-
trated in table 2. Thus the purpose of this study is as
the following.

(1) To explore the crucial components of the gap
levels in international tourist hotels’ operation
performance.

(2) To explore the performance difference among the
international tourist hotels with different years,
areas and the amount of available guestrooms.

(3) To offer all international tourist hotels yearly
evaluation on their own operation performance,
and to do clustering distance interpretation and

classification assessment comparison with the
market competitors.

3 METHODOLOGY

A series of statistical procedures, including variables
normalization, correlation analysis, FA(factor analy-
sis), hierarchical clustering, K-means clustering, and
MANOVA, are adopted in this study. In order to visu-
alize clustering results, the study made use of MDS
(multidimensional scaling) to reduce dimension from
5 to 2 to facilitate observations. This is to explore not
only the main factors of the operating performance in
international tourist hotels, but the gap levels in the
same year as well; and to observe the difference of
performance in different years. In the stage of data
preparation, this study excluded the hotels with data
missing and took 60 international hotels into account.
The entire international tourist hotels analyzed is listed
on table 7.

While calculating the correlation matrix of 18 vari-
ables, it is observed that most of the correlation
coefficients show significantly correlated except V4.
The FA is next performed to extract the PCA under
eigenvalue is set to 1. The process shows the value
of KMO is 0.729 and significant on Bartlett test.
That indicates the following process of factor analy-
sis is proper. Cumulative variance of FA is as listed
on table 3, The 5 new extracted components from
FA1 to FA5 is shown in table 4, reflects the rotated
factor loadings and are renamed practicing efficiency
room, profitability room division, occupied room rate,
cost control, managing, and marketing efficiency, and
utility consumption efficiency respectively.

4 EMPIRICAL RESULT

4.1 Hierarchical clustering

Based on similarity, hierarchical clustering gathers the
most similar objects into one group. By monitoring the
agglomerative schedule, all objects are gradually clus-
tered into one group. Therefore, the proper number of
clusters is determined by aggregation table. Table 5
pointed that, through the between-groups linkage, a
jump increment of coefficients occurred from stage
300 to 301, indicating 6 clusters is an appropriate
selection for K-means clustering.

4.2 K-means clustering

As a nonhierarchical algorithm, K-means clustering
need to determine the cluster number first and can
then be processed. Since hierarchical clustering has
suggested 6 clusters earlier, K-means clustering can
therefore assign all the hotels into 6 groups and
calculate the corresponding means for 5 principal com-
ponents in each cluster. Table 6 identifies the cluster
means cross PCA, and hotels’ cluster belongings are
shown in table 7.
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Table 2. Operating indexes of international hotels in Taiwan.

Initial Index Definition Unit Meanings

V1_OPP Operating Profitability
Pretax

net operating profit
pretax/ operating
revenue

% NP by per operating revenue, the higher
the value, the better the hotel practicing

V2_PPE Productivity Per
Employee

revenue/ employee
number

NTD/
person

revenue made by per employee involved;
the higher the value, the better the hotel
practicing

V3_ASE Average Salary per
Employee

salary cost/ employee
number

NTD/
person

per employee salary payment

V4_MBP Marketing Bill
productivity

operating revenue/
cost advertising and
marketing

% operating revenue by per unit cost of
advertising and marketing, the higher the
value, the better the hotel practicing

V5_PBP Power Bill Productivity operating revenue/
power rate

% revenue by the cost per power, the higher
the value, the better the hotel practicing

V6_WBP Water Bill Productivity operating revenue/
water rate

% revenue by the cost per water, the higher
the value, the better the hotel practicing

V7_RRR Room division Revenue
Rate

room division net
profit/ room practicing
revenue

% profiting capability of the hotel guest
room division, the higher the value, the
better the hotel practicing

V8_PRE Productivity per Room
sector Employee

room practicing
revenue/room
employee number

NTD/
person

revenue by per employee of the hotel guest
room division, the higher the value, the
better the hotel practicing

V9_ARR Average Room Rate average room rate
full-year

NTD the higher the room rate, the higher the
hotel product positioning

V10_PRR Per Room Revenue practicing revenue/
total guestroom
number

NTD/
room

the average revenue by per occupied room,
the higher the value, the better the hotel
practicing

V11_OCR Operating Cost per
Room

practicing cost/ total
guestroom number

NTD/
room

the practicing cost per occupied room

V12_RMC per Room Maintenance
Cost

maintenance cost/
total guestroom
number

NTD/
room

the maintenance cost per room

V13_ENR Employee Number per
Room

employee number/
total guestroom
number

number/
room

the number of the employee hired
per room

V14_ROR Room Occupation Rate total rooms sold/
available rooms

% the capability of marketing and practicing,
the higher room occupied the better the
hotel practicing

V15_FRR Food sector Revenue
Rate

food division net
profit/ food division
revenue

% the capability of revenue for food division,
the higher the value, the better the hotel
practicing

V16_PFE Productivity per Food
sector Employee

food division revenue/
food division
employee number

% revenue by per employee of the hotel food
division, the higher the value, the better
the hotel practicing

V17_CRR Cost Recovery Rate food division revenue/
food division cost

% cost recovery rate of the food division,
the higher the value, the better the hotel
practicing

V18_FEN Food division Employee
Number per square
meter

food division
employee number/
square meter

Number/
square
meter

food division employee number
per square meter

4.3 1-way MANOVA

Testing the homogeneity of group means for
multiple dependent variables, the 1-way MANOVA
hypothesizes that the error variance of the dependent
variable is equal across groups. While the Lambda
� is equal to 0.015 indicating the significant over-
all, the extracted 5 factors present a phenomenon
of heterogeneous-mean significantly exists. Table 8
presents 1-way MANOVA & Post Hoc summary in
different clusters.

4.4 MDS

As a set of data analysis techniques, MDS displays the
structure of distance-like data as a geometrical picture.
MDS transfers subject’s distances in high dimension to
a lower visible dimension for easy interpretation. The
fitness measures of transformation contain S stress,
stress, and RSQ. Experimental results show that the
fitness measures mentioned are reasonably acceptable.
Figure 1 demonstrates one of the derived stimulus
configurations.
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Table 3. Total variance explained on factor analysis.

Extraction SS loading Rotation SS loading

% of cumulative % of cumulative
PCA Total variance % Total variance %

1 5.964 33.134 33.134 4.100 22.779 22.779
2 2.359 13.108 46.242 2.769 15.385 38.164
3 2.011 11.171 57.413 2.437 13.538 51.702
4 1.244 6.909 64.322 1.820 10.110 61.811
5 1.146 6.367 70.690 1.598 8.878 70.690
6 .899 4.993 75.682
∼ ∼ ∼ ∼
17 .019 .104 99.927
18 .013 .073 100.000

Table 4. Rotated component matrix.

Index FA1 FA2 FA3 FA4 FA5

ZV13 .928 −.017 −.012 .005 .091
ZV11 .926 .033 .209 .131 −.057
ZV10 .871 .221 .350 .131 −.030
ZV9 .722 .470 −.025 .201 .007
ZV12 .704 .035 .136 .039 .397
ZV7 .094 .864 .051 .016 .127
ZV15 .118 .780 .078 .050 .050
ZV8 .215 .621 .368 .228 .033
ZV1 −.105 .607 .511 .034 .121
ZV14 .113 .238 .784 −.172 .081
ZV2 .389 .337 .695 .316 −.122
ZV16 .159 .047 .643 .528 −.068
ZV17 .271 .098 .102 .656 −.071
ZV4 .054 −.235 .053 −.626 −.215
ZV3 .371 −.251 .494 .559 −.028
ZV18 .310 .239 .050 −.366 .364
ZV5 .159 −.012 .188 −.025 .838
ZV6 −.056 .176 −.202 .106 .694

Table 5. Agglomeration schedule (Method: Ward).

Stage cluster
Cluster comnined first appears

Stage Cluster 1 Cluster 2 Coefficients Cluster 1 Cluster 2

1 42 43 0.01 0 0
2 9 10 0.03 0 0
3 302 304 0.05 0 0
∼ ∼ ∼ ∼ ∼ ∼
298 23 124 622.73 290 284
299 29 51 669.29 291 292
300 3 14 726.45 285 296
301 3 8 849.50 300 294
302 23 29 984.34 298 299
303 3 23 1,143.79 301 302
304 1 3 1,322.77 297 303
305 1 47 1,525.00 304 280

Table 6. Final coordinates of cluster means.

pca \ cluster 1 2 3 4 5 6

practicing
efficiency
room

0.748 −0.566 0.741 1.280 −0.388 −0.444

profitability
room division

−1.607 −0.032 −0.666 0.868 0.459 0.020

occupied
room rate

−0.194 −0.132 0.801 0.098 −1.231 0.857

cost control,
managing, and
marketing
efficiency

0.367 −1.520 0.125 −0.100 0.582 0.412

utility
consumption
efficiency

−0.113 −0.059 6.946 −0.252 0.120 −0.153

Table 7. Cluster belongings of hotels cross year.

Hotel Name 05 06 07 08 09 10

Ambassador 6 6 6 6 6 6
Ambassador Hsinchu 1 1 4 1 1 1
Ambassador Kaohsiung 6 6 6 6 6 6
Brother Hotel 1 1 1 1 1 1
Caesar Park Hotel Kenting 2 5 4 4 6 2
Caesar Park Hotel Taipei 6 6 6 6 6 6
Chateau de Chine Hualien 6 6 6 6 1 1
City Crown Hotel Taipei 2 2
Emperor Hotel 2 2 2 2 2 2
Evergreen Laurel Hotel Taichung 6 6 6 6 6 6
Evergreen Plaza 6 1 6 6 6 6
Far Eastern Plaza Hotel 5
Far Eastern Plaza Hotel Taipei 4 4 4 4 4 4
Farglory Hotel Hualien 5 5 5 5 5 5
Fleur de Chine 5 4
Formosan Naruwan Hotel &

Resort Taitung
5 5 5 5 5 5

Gloria Prince Hotel Taipei 6 6 6 6 1 6
Golden China Hotel 2 2 2 2 2 2
Grand Hi-Lai Hotel 4 4 4 4 1 4
Grand Hyatt Taipei 4 4 4 6 6
Han-hsien International Hotel 2 2 2 6 5 6
Hotel Holiday Garden 2 2 2 5 5 5
Hotel Kingdom 2 2 2 2
Hotel National 6 6 5 5 5
Hotel Riverview Taipei 6 6 6 6 6 6
Hotel Royal Chiao His 5 5 4
Hotel Royal Chihpen 5 5 5 5 5 5
Hotel Royal Hsinchu 5 5 5 5 5 5
Hotel Royal Taipei 6 4 4 4
Howard Beach Resort Kenting 6 6 6 6 6 6
Howard Kaohsiung 6 6 6 6 6 6
Howard Taichung 6 6 6 5 6 6
Howard Taipei 4 4 4 4 5 6
Imperial Hotel 6 6 6 6 2 2
Landis Resort Yangmingshan 2 2 2 5 5 5
Marshal Hotel 2
Miramar Garden Taipei 6 6 6
Monarch Skyline 5
Nice Prince Hotel 5 5 5
Parkview 5 2 2 2 2 6

(Continued)
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Table 7. Continued.

Hotel Name 05 06 07 08 09 10

Plaza International Hotel 6 2 5 5 2 2
Regent Taipei 6 6 6 6 6 6
San Want Hotel 2 2 2 4 4 2
Sheraton Taipei 4 4 6 4 4 4
Silks Place Taroko 1 1 1
Ta Shee Resort 5 5 5 5
Taipei Fortuna Hotel 2 2
Taipei Grand Hotel 1 1 1 1 1 1
Taoyuan Hotel 6 6 2 2 2 6
The Grand Hotel Kaohsiung 1 1 1 1
The Lalu Sun Moon Lake 4 4 4 4 4
The Landis Tainan 6 6 6 6 1 1
The Landis Taipei Hotel 3 3 3 3 6 6
The Lees Hotel Kaohsiung 5 5 5
The Sherwood Taipei 4 4 4 4 4 4
The Splendor Hotel Kaohsiung 1 5 1 1 1 1
The Splendor Hotel Taichung 1 1 1 1 1 1
The Westin Taipei 4 4 4 4 4
Tsengwen Hibiscus Resort 2 2 5 2 5 5
United Hotel 2 5 2 2 2 2
Total 52 52 48 53 49 52

Table 8. 1-way MANOVA & Post Hoc summary in different
clusters.

Mean
Source Factor SS df square F Post Hoc comparision

Between FA1 151.64 5 30.33 59.33 1>2; 1>5; 1>6; 3>2;
4>2; 3>5; 3>6; 4>5;
4>6

FA2 159.92 5 31.98 66.13 2>1; 3>1; 4>1; 5>1;
6>1; 4>2; 5>2; 4>3;
5>3; 4>5; 4>6; 5>6

FA3 166.40 5 33.28 72.03 1>5; 6>1; 2>5; 6>2;
3>5; 4>5; 6>4 ; 6>5

FA4 172.02 5 34.41 77.62 1>2; 1>4; 3>2; 4>2;
5>2; 6>2; 5>3 ; 5>4;
6>4

FA5 199.93 5 39.99 114.18 3>1; 3>2; 3>4; 3>5;
3>6

Figure 1. Derived stimulus configuration of hotels in Taipei
in 2010.

5 CONCLUSION

Taking 60 hotels ranging from year 2005 to 2010
into account, this study analysed 18 operating indica-
tors to evaluate profiting performance of international
hotels inTaiwan.After normalization of indexes, PCAs
extracted by FA, number of groups determined by
hierarchical clustering, classification by K-means, the
MANOVA verified that there exists heterogeneous
means among the clusters. The MDS lowered the
dimensionality from 5 to 2 for visual interpretation.
The purpose of the study is to explore clustering,
changes and fluctuation of operating performance
during the 6 consecutive years for the total of 60 inter-
national tourist hotels in Taiwan.

The conclusion of this study may be drawn as fol-
lows: Firstly this study enables the international tourist
hotels to view the changes on their yearly operation
performance as the assessment and comparison for 6
years is done in depth. Secondly, the study offers the
international tourist hotels in the same year, in assess-
ing the efficient output of 18 operating indexes, an
objective basis of cross-sectional classification and
comparison.
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ABSTRACT: This study investigates the link between employees’ perceptions of Organizational Justice (OJ)
and Organizational Citizenship Behavior (OCB) intentions at large hotels in Malaysia. It was proposed that
procedural justice and distributive justice will have positive influence on hotel employees’ OCB. 380 operational
hotel employees participated in this study and hierarchical multiple regression was performed to test the posited
hypotheses. Results indicated that distributive justice perceptions were significantly related to OCB intentions.
Implications of the findings, limitations, and suggestions for future directions are discussed.

Keywords: procedural justice, distributive justice, OCB intentions, hotel industry.

1 INTRODUCTION

The tourism industry has been performing extremely
well in the Malaysian economy. Globally, Malaysia
is ranked 16th in terms of global inbound tourism
receipts, capturing approximately 2% of global mar-
ket share in 2008 (Tourism Malaysia, 2009). Between
2006 and 2009, revenue from the tourism industry
increased 67.1% to RM53.4 billion and tourist arrivals
increased 43.6% to 23.6 million. In 2010, a total of 24.6
million tourists arrived in Malaysia and spent RM56.5
billion. In terms of employment, the tourism industry
employs 1.7 million workers or approximately 16% of
total employment in 2008 (Tourism Malaysia, 2010).
During the 10th Malaysian Plan (2011–2015) period,
the target is to improve Malaysia’s position to be within
the top 10 in terms of global tourism receipts and
increase the sector’s contribution by 2.1 times, con-
tributing RM115 billion in receipts and providing 2
million jobs in the industry in 2015 (Economic Plan-
ning Unit – 10th Malaysian Plan, 2011). As a result of
a steady increase in tourism over the years, Malaysia
now has more hotel rooms than ever before. For exam-
ple, the total room supply has increased to 168,497
rooms in 2010 as compared to only 165,739 hotel
rooms in 2008, even though the number of hotels
decreased from 2,373 hotels to 2,367 hotels during
the same period (Economic Planning Unit – 10th
Malaysian Plan, 2011).

In order for Malaysia to be competitive in the global
tourism industry, service-oriented organizations such

as hotels, an important sector in the tourism indus-
try, need to be proactive in their human resources
implementations in order to deliver high quality ser-
vices to their customers. Since the nature of hotel
operations is labor-intensive, the dependence on moti-
vated and committed workforces is of great impor-
tance to the success of hotel businesses (Chang,
Gong, & Shum, 2011). As services are characterized
by their basic defining features namely intangibility,
non-standardized, and simultaneous production and
consumption with the customer observing and partic-
ipating in the production process (Bowen & Greiner,
1986), hence, positive behaviors exhibited by employ-
ees will ultimately benefit the external customers
leading to their satisfaction. For these reasons, elicit-
ing more employees’ customer-oriented behaviors at
the workplace such as organizational citizenship is
warranted.

Several variables such as job satisfaction (Nadiri &
Tanova, 2010), organizational commitment (Zeinabadi
& Salehi, 2011), interpersonal trust (Podsakoff,
MacKenzie, Moorman, & Fetter, 1990), and employee
mood (Guangling, 2011) may be antecedents of OCB.
Another construct related to the occurrence of OCB
and more susceptible to managerial influence is orga-
nizational justice, or employee perceptions of fairness
(Bove, Pervan, Beatty, & Shiu, 2009; Nadiri & Tanova,
2010; Tang & Tang, 2012; Zeinabadi & Salehi, 2011).
Thus, this study intends to investigate the predictors
of hotel employees’ OCB intentions. Specifically, this
study seeks to examine the influence of distributive
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and procedural justice on the intention of employees
to perform OCB.

2 LITERATURE REVIEWED

2.1 Organizational citizenship behavior
intentions

OCB represents individual behavior that is discre-
tionary, not directly or explicitly recognized by the
formal reward system, and that in the aggregate pro-
motes the effective functioning of the organization
(Organ, 1988). The word “discretionary” here refers
to a behavior that is voluntary and not specified in the
employment contract.

Although organizational citizenship behavior can
take several forms, at least five dimensions have been
empirically established or theoretically suggested in
the literature (for example, Allison, Voss, & Dryer,
2001; Organ, 1988; Podsakoff et al., 1990; Niehoff &
Moorman, 1993; Schnake, Dumler, & Cochran, 1993;
Konovsky & Organ, 1996). These dimensions are:
altruism, conscientiousness, sportsmanship, courtesy,
and civic virtue. Altruism is defined as behaviors
that have the effect of helping specific individu-
als. An example of altruism is an employee helping
another employee who has fallen behind his or her
work (Schnake et al., 1993), and willingly helps
a customer to handle a problem (Podsakoff et al.,
1990). Conscientiousness is defined as behavior that
goes beyond the minimum role requirements of the
organization. Specific examples of conscientiousness
include punctuality, not wasting time (Smith, Organ, &
Near, 1983; Organ, 1988), and upholding workplace
rules and procedures regardless of personal inconve-
niences (Borman & Motowidlo, 1993). Sportsmanship
refers to negative activities that employees refrain
from doing; even though he or she has every right
to do so, such as frequently finding fault with other
employees, expressing resentment, complaining about
insignificant matters, and starting arguments with oth-
ers (Organ, 1990). Courtesy includes actions aimed
at preventing work-related problems with others from
occurring. Examples of courtesy include keeping oth-
ers informed before taking action, warning others
of impending actions that might affect them, and
consulting others before making decisions (Organ,
1988). Finally, civic virtue is defined as keeping one-
self informed on matters that affect the organization
and participating responsibly in its decision-making
process. Examples of civic virtue include making
innovative suggestions to improve a department and
keeping abreast of changes in the organization (Organ,
1988).

Recognizing the difficulty of measuring and pre-
dicting specific employee actions, OCB in this study is
operationalized as an employee’s intent to perform spe-
cific organizationally desirable activities. This study
used OCB intentions as a proxy for actual OCB in
line with the theory of reasoned action (Ajzen &

Fishbein, 1977). Individuals must first intend to per-
form a behavior before the activity can actually occur.
Ajzen and Fishbein theorized that the probability of
an actual behavior is determined by the specificity
of the behavioral intention. An intended citizenship
activity is increasingly more likely if the behavior,
the object, the situational context, and the time of
the action are specific. In this sense, the more pre-
cisely formulated an intention is, for instance, helping
(behavior) a coworker (object) in the office (context)
during lunch (time) -the more likely the behavior is.

2.2 Organizational justice and OCB intentions

Employees are concerned with both the fairness of the
outcomes that they receive and the fairness of their
treatment within the organization. The first fairness
perception, distributive justice, addresses the organi-
zational reward system (e.g., equity theory), whereas
the second, procedural justice, involves the organiza-
tion’s decision-making procedures (Greenberg, 1990).
Researchers have suggested that both types of justice
perceptions are important determinants of meaning-
ful organizational outcomes (Nadiri & Tanova, 2010;
Zeinabadi & Salehi, 2011).

Organ (1990) has proposed that distributive jus-
tice concerns may influence citizenship according
to predictions derived from equity theory (Adams,
1965). If employees perceive unfair compensation,
then they may be less likely to perform OCB because
such behaviors are discretionary, falling outside an
employee’s formal role requirements. According to
research involving equity theory, employee job perfor-
mance may either increase or decrease according to an
employee’s perceptions of fair rewards for work per-
formed (Adams, 1965; Greenberg, 1990). On the basis
of that line of reasoning, the likelihood of OCB may
increase as an employee’s perceptions if the fairness
of distributive justice increase.

Organ (1990) also suggested that perceived proce-
dural unfairness alters an employee’s relationship with
the organization from one of social exchange (Blau,
1964).Within this context, Moorman (1991) suggested
that procedural justice involves the fairness of the
procedures to determine the outcomes for employees.
According to Moorman (1991), procedural justice is
concerned with both the organization’s formal proce-
dures and the employees’ interaction with or involve-
ment in the decision-making process. According to
research involving procedural justice, perceptions of
procedural fairness may influence a variety of orga-
nizational outcomes such as OCB, job performance,
and turnover (Nadiri & Tanova, 2010; Zeinabadi &
Salehi, 2011).The current study intends to examine the
extent to which employees’ perceptions of distributive
and formal procedural fairness influenced their inten-
tions to perform OCB. This study tested the following
hypothesis:

H1: Organizational justice is positively and signifi-
cantly related to OCB intentions.
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H1a: Distributive justice is positively and significantly
related to OCB intentions.

H1b: Procedural justice is positively and significantly
related to OCB intentions.

3 METHODOLOGY

3.1 Participants

The unit of analysis for this study was individual oper-
ational employee working in large hotels located in the
states of Selangor, Kuala Lumpur, and Pulau Pinang,
Malaysia. For the purpose of this study, operational
employee is defined as full-time hotel employees,
who have been employed for more than six months,
and attached to the front office, housekeeping, food
production, and food and beverage service depart-
ments. A total of 630 questionnaires were distributed
to operational employees attached to 22 large hotels.
Of the 630 questionnaires distributed, a total of 411
questionnaires were returned. Of these, 31 responses
were found to be non usable. Therefore, only 380
questionnaires (60.3%) were coded and analyzed.

3.2 Measurements

OCB intentions. This study measured the extent to
which hotel employees were likely to exhibit specific
OCB actions by using the OCB intentions instru-
ment developed by Williams and Wong (1999). For
the 11 items, the respondents indicated on a 7-point
Likert-type scale (1 = most unlikely, 7 = most likely)
the extent to which they were likely to perform the
specific behavior described (higher values indicate
greater willingness to perform OCB). In the origi-
nal study (Williams & Wong, 1999), the reliability
coefficient for the 11 items was .62.

Organizational justice. The current study measured
the two dimensions of organizational justice by using
scales from Moorman (1991). The 7 items tapping for-
mal procedures representing procedural justice dimen-
sion, focused on the degree to which there were
procedures in place to promote consistency, accuracy,
representativeness, and bias suppression. Distributive
justice was measured by using the 5-item Distributive
Justice Index (Moorman, 1991). The respondents indi-
cated the extent to which they believed they were fairly
rewarded for their responsibilities, experience, effort,
work, and job stress. Both justice dimensions were
measured on a 7-point Likert-type scale (1 = strongly
disagree to 7 = strongly agree). To reduce the possi-
bility of spurious statistical influence, this study also
measured five demographic control variables: age,
gender, marital status, education, and organizational
tenure.

3.3 Data analysis

Factor analyses were initially conducted to exam-
ine the dimensionality of each construct in this

study. The internal consistency of the newly found
factors was examined by computing the values of
Cronbach Alpha. Descriptive statistics such as mean
scores and standard deviations of the study variables
were computed to screen and get a good feel of
the gathered data. Pearson product-moment correla-
tion coefficient (r) was computed to examine the
nature, directions, and associations among the study
variables.

Hypotheses were tested by using hierarchical mul-
tiple regression analysis with OCB intentions as well
as turnover intentions as the dependent variables (Hair,
Anderson, Tatham & Black, 1998). This study entered
the five control variables in Step 1 and the organi-
zational justice variables in Step 2. By entering the
demographic variables into the regression equation
before the variables of interest, one can partial shared
variance and determine unique contribution for the
justice variables towards OCB intentions or turnover
intentions (Cohen & Cohen, 1983).

4 RESULTS

4.1 Profile of the respondents

The respondents’ profile is illustrated in Table 1.

Table 1.

Demographic
variables Categories Frequencies %

Gender Male
Female

217
163

57.1
42.9

Marital Status Married
Unmarried

232
148

61.1
38.9

Educational
Qualification

Without tertiary
education
With tertiary
education

266
114

70.0
30.0

Organizational
Tenure

6 mth–1 year
2–3 years
4–5 years
5 years & more

103
96
60

121

27.1
25.3
15.8
31.8

Department
Attached to

Front Office
Food Production
Housekeeping
F & B Service

88
94

103
95

23.2
24.7
27.1
25.0

Hotel Location Kuala Lumpur
Selangor
Pulau Pinang

97
152
131

25.5
40.0
34.5

Mean SD Min. Max.
Age (Years) 28.1 7.09 17 54

Note. N = 380.
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Table 2. Means, standard deviations, reliability coeffi-
cients, and intercorrelations of the study variables.

Variables Mean SD 1 2 3

1. Procedural 3.78 0.97 (0.95)
justice

2. Distributive 3.82 1.01 .87** (0.96)
justice

3. OCB Intentions 4.60 0.39 .28** .30** (0.60)

Table 3. Regression results on the impact of organizational
justices on OCB intentions.

Model 1 Model 2
Predictors Std. β Std. β

Step 1: Control variables
Gendera −.01 .02
Age .05 .04
Marital Statusb −.09 −.06
Education .07 .06
Organizational Tenure .01 .03

Step 2: Organizational justice
Procedural Justice .08
Distributive Justice .23**

R2 .01 .10

Adj. R2 −.02 .06
R2Change .01 .09
F–Change .41 8.85**

Note. *p < .05, **p < .01; Dummy Coded, amale = 0,
female = 1; bsingle = 0,married = 1.

4.2 Descriptive statistic

Table 2 indicates the means, standard deviations, reli-
ability coefficients, and intercorrelations of the study
variables.

As shown in Table 2, the mean value for the two
independent variables, procedural justice and distribu-
tive justice were perceived moderately by the sample
in this study with the mean scores of 3.78 (SD = 0.97)
and 3.82 (SD = 1.01) respectively. OCB intentions
were slightly on the high side with a mean score of
4.60 (SD = 0.39). In terms of the correlation coeffi-
cients, both justice dimensions had significant positive
correlations with OCB intentions. All the reliability
coefficients for the measures were acceptable since
they exceeded the minimum recommended level of
0.60 (Sekaran, 2000).

4.3 Hypotheses testing

Table 3 presents the regression results of this analysis.
As can be seen from Table 3, the five control

variables did not make any significant contribution
towards the variance in OCB intentions. In Model 2,
organizational justice variables were able to explain
9.0 % (R2 change = .09, F-change = 8.85, p < .01)
of the observed variations on OCB intentions after

controlling for the effect of the five demographic
variables. Of the two justice dimensions, distributive
justice (β = .23, p < .01) was positively and signifi-
cantly contributes to the prediction of OCB intentions.
Procedural justice, on the other hand was found not
significantly related to OCB intentions. Thus, only
hypothesis H1a was supported.

5 DISCUSSION AND CONCLUSIONS

The objective of this study is to examine the influ-
ence of distributive and procedural justice on hotel
employees’ OCB intentions. The results from this
study indicated that organizational justice is a signif-
icant predictor to hotel employees’ OCB intentions.
Specifically, distributive justice was significantly and
positively related to OCB intentions. Procedural jus-
tice, on the other hand, was not related to OCB
intentions.

The results implied that hotel employees who felt
that they have been fairly and equitably compensated
by their organizations were more willing to perform
citizenship activities similar to that reported by earlier
researchers (Bove et al., 2009; Nadiri & Tanova, 2010;
Podsakoff et al., 1990; Tang & Tang, 2012; Williams
et al., 2002; Zeinabadi & Salehi, 2011). These earlier
researchers have also suggested that employees would
display more OCB activities, as their perceptions of
justice are more positive. The finding of significant
influence of organizational justice with OCB inten-
tions is also consistent with the theoretical reasoning
behind social exchange theory (Blau, 1964), which
suggests that employees perform OCB to reciprocate
benefits received from the organization. In addition, in
line with equity theory (Adams, 1965), suggests that
employees who perceived fair compensation for their
work-related input may be more likely to step beyond
formal job requirements and to exhibit citizenship
behaviors. This result also provided additional empiri-
cal support to Ajzen and Fishbein ‘s (1977) Theory of
Reasoned Action that proposed that a person’s evalua-
tion of an object would stimulate one’s attitude towards
the object and subsequent behavioral intentions to the
object in question.

From practical perspectives, the findings of this and
other studies involving organizational justice (Guan-
gling, 2011; Moorman, 1991; Nadiri & Tanova, 2010;
Zeinabadi & Salehi, 2011) suggest that hotels must
endeavor to allocate organizational rewards as consis-
tently fair as possible across individuals to encourage
extra-role behaviors. Results from this study suggest
that employees formed higher OCB intentions when
they feel that they have been compensated fairly. Thus,
hotels should provide fair and equitable compensa-
tion benefits to their employees especially those at
the operational level. Compensation benefits that take
into account the employees’ job category, skills, and
performance can be implemented. For instance, cooks
who are able to demonstrate certain “unique” cook-
ing skills or receptionists or waiters who are able to
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demonstrate innovative work procedures should be
paid more on top of their basic salary. This could be
done by paying a one-time bonus to those employ-
ees who showed excellent performance. Further, since
the job category of operational hotel employees (e.g.
cooks, waiters, maids, and receptionists) are skill-
based job, a multiskilled-based pay system may also
be introduced. In a skill-based pay plan, employees
are compensated for the different skills or increased
knowledge they possess rather than for the job they
hold in a designated job category. Skill-based pay
also encourages employees to acquire training when
new or updated skills are needed by the organization.
Thus, through this pay scheme, hotel managers could
improved staffing flexibility to meet production or ser-
vice demands and reduced the effects of absenteeism
and turnover since managers can assign employees
where and when needed.

Additionally, managers concerned with encourag-
ing OCB intentions among their workers need to
focus their attention on providing fair supervision,
treating employees with respect and dignity, making
job decisions in unbiased manner, collecting accu-
rate and complete information before taking any job
decisions, and showing sensitivity towards employees’
personal needs. A favorable work climate that fosters
positive implementations of the organization’s formal
procedures and from the treatment given by the organi-
zation’s authorities in enacting those procedures may
induce employees to reciprocate by exhibiting positive
organizational attitudes and behavioral intentions.

The study’s findings of insignificant influence of
procedural justice on OCB intentions is somewhat
surprising in light of some meta-analyses (Colquitt
et al., 2001) suggesting that both procedural and dis-
tributive justice predict OCB intentions. The result of
the insignificant effects of procedural justice on OCB
intentions for the sample in this study could be due
to the nature of the job within the hospitality indus-
try. Hospitality literature have frequently reported that
operational hotel employees are lowly paid, work long
and unsocial hours, and predominantly occupied by
minorities (Boella &Turner, 2009).Thus, being in low-
paying positions in the hotel industry (Boella &Turner,
2009), perceptions on fairness in reward allocation
decisions may not have any impact on OCB intentions
for this group of workers. Furthermore, operational
hotel employees in this sample may not have enough
accesses or information on how processes of reward
allocations being determined by their respective orga-
nizations. Thus, perceptions of how the rewards are
allocated to them might not so important to them as
compared to the amount of rewards received.

In summary, the study shows organizational jus-
tices pertaining to distributive justice significantly
predict hotel employees’ behavioral intentions. The
findings stressed the importance for hotel organiza-
tion to ensure fair and equitable compensation system
given to their operational employees in order to encour-
age greater extra-role behaviors that can benefits
the organization. Therefore, efforts taken to enhance

employees’ positive perceptions of fair treatment on
reward decisions as well as fair and equitable reward
system relative to work-related inputs will be helpful
in encouraging citizenship behaviors.

The findings of this study are subject to several lim-
itations which are common in this type of research.
First, the results are specific to hotel employees within
the Malaysian hotel industry and may not be appro-
priate to generalize for other employees from other
industries or countries. Second, since all data for the
study variables were collected from the same source
and at the same time, common method variance may
to some extent affects the results. Similarly, any data
collected by self-report measures may have been influ-
enced by social desirability response bias. Another
limitation of the current study is the absence of moder-
ator and mediating variables. Literature has suggested
that the mediating variables such as trust and perceived
organizational support help to explain why perceptions
of justice result in OCB intentions. Other literature
has suggested that the relationship between justice and
OCB intentions can be moderated by variables such as
equity sensitivity, individualism-collectivism (as indi-
vidual value), negative affectivity, and agreeableness.
Future studies may test if the inclusion of these medi-
ators and moderators in the model changes, or not,
the relative importance of the relationship between
perceptions of justice and OCB intentions.
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The case of Greek luxury hotel managers
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ABSTRACT: This paper explores the current HRM practices employed in the hospitality industry. More
specifically it investigates four key HRM areas regarding the work of General Managers (GMs) in luxury
(4 and 5*) hotels in Greece namely: recruitment and selection; training and development (focused in man-
agerial competencies); performance evaluation; networking and communication. The dynamic and complex
nature of the management function in hospitality business today and the realization that what works effec-
tively in one country may not be as efficient in another, has led management scholars and practicing managers
in continuous efforts to enhance their understanding of this context and its effects on hotel managers. A key
theme that emerges from this qualitative study is the critical role of the hotel’s ownership status; it is also
argued that both divergence and convergence contextual forces co-exist and shape the GMs’ work in Greek
luxury hotels.

1 INTRODUCTION

The fast growth of the international hotel chains since
the early 1990s, has surfaced many challenges for
hotel managers from an HRM perspective; opinions
in this controversial area concentrating in two oppos-
ing poles: one view assumes that all managers should
adopt the same practices and behave in the same man-
ner (the ‘global’ approach), while others suggest that
contextual factors such as national and organizational
culture, influence managerial work (Nickson 1998,
Nickson & Warhust 2001). From the early stages of
internationalization in the 1950s, a plethora of empir-
ical studies (i.e. Nailon 1968, Hales & Nightingale
1986, Nebel & Ghei 1993) suggests that work in
hotels poses multidimensional challenges for hotel
unit general managers (GMs), especially in luxury
establishments where there are tremendous pressures
for service quality, customer satisfaction, effective
people management and outstanding (financial) per-
formance. Despite the plethora of studies on manage-
rial work and the various HRM challenges in hotels,
there is a lack of research on the influence of the
national context in managerial work and HRM prac-
tices. Building on managerial work and comparative
HRM studies, this paper argues that luxury hotel gen-
eral managers (GMs) in Greece, face on-going HRM
dilemmas in using similar practices with MNCs, and
simultaneously behave differently than their interna-
tional competitors due to a series of contextual factors
such as the organizational structure, ownership status,
local and national culture.

2 LITERATURE REVIEW

2.1 Managerial work in hotels

Since the early 1990s, the rapid growth of inter-
national hotel chains and its effects on managerial
work, have drawn the attention of researchers (i.e.
Gilatis & Guerrier 1994, Nebel et al. 1995, Gilbert &
Guerrier 1997, Ladkin & Juwaheer 2000). In this glob-
alised environment, the development of international
hospitality managers is seen as being of critical impor-
tance for hospitality MNCs. The personality charac-
teristics required of the international hotel managers
include people and interpersonal skills, adaptability,
flexibility and tolerance, cultural sensitivity and inter-
cultural competence followed by emotional maturity,
industry experience, and self-confidence (Gilatis &
Guerrier 1994, Feng & Pearson 1999, Kriegl 2000).
International etiquette, demonstrating an understand-
ing of international business matters, the ability to
work with limited resources and effectively man-
age stress were judged to be relatively important,
while functional and technical skills were rated as
the lowest priority for managers. Research also indi-
cates that in an international hospitality organisation
building managers’ cross cultural skills may be far
harder but more important than developing their func-
tional and technical skills (Gilatis & Guerrier 1994,
Kriegl 2000).

A consequence of the rapid internationalization,
were the efforts to establish generic competencies
frameworks for hotel managers. The competencies
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movement in hotels appeared in the early 1990s, when
a growing number of tourism and hospitality courses
aimed to meet the demands of a volatile and chang-
ing world (Umbreit 1993); took up the challenge to
prepare students by developing and enhancing the
management competencies and skills needed to oper-
ate successfully.This movement has been supported by
the industry’s growing demand for suitable qualified
managerial staff. Research conducted to identify the
right mix of competencies has use a number of frame-
works like Katz’s hierarchical competency model or
Sandwith’s (1993) competency-domain model, which
builds on Katz’s (1974) model and groups competen-
cies into five areas (Conceptual-Creative; Leadership;
Interpersonal; Administrative; Technical). It can be
argued that the vast majority of the competencies
models within the hospitality context (i.e. Tas 1988,
Baum 1991, Lockwood 1993, Christou & Eaton 2000,
Kay & Russette 2000, Brophy & Kiely 2002; Chung –
Herrera et al. 2003) fall in the behavioural approach
which assumes that those models can be universally
applicable regardless of the manager’s background.
This is not surprising as this industry is consid-
ered as ‘results-oriented’ and superior performance
is believed to be the key to achieve organizational
goals. Despite the economic significance and global
spread of the international hospitality industry, the
majority of hospitality management literature reflects
what has happened in the US and the UK since
the early 1980s. The ignorance of hospitality man-
agerial work in different contexts has created a gap
in the extant literature. Only recently have studies
focused on what is happening in the rest of Europe
or the world (i.e. Christou & Eaton 2000, Agut et al.
2003, Brophy & Kiely 2002, Dimmock et al. 2003,
Matheson 2004, Jauhari 2006, Blayney 2009). The
most popular forms of research used to study the
hospitality industry outside the Anglo-American con-
text, is the use of country case studies (i.e. Kim
1994, Christou 1999, Agut et al. 2003) and stud-
ies within the context of the international hospitality
business (D’Annunzio-Green 1997). Despite the rela-
tively slow progress, hospitality research persistently
reflects the Anglo-American universalist approach to
management. Thus, it can be argued that the changes
currently taking place in international hospitality man-
agement can be better understood under a cross-
cultural management perspective, focusing in local
differences.

2.2 The Greek Context

The Greek and International literature suggests that
Greek management has hardly existed until the early
1980s; all management practices and methods were
largely adoption of MNCs practices. Kanelpoulos
(1990) has documented a lack of wide diffusion of
modern management methods and systems such as for-
mal structures, planning and control systems, human
resource management systems, incentive systems,
and management information systems. Bourantas &
Papadakis (1996) argue that the salient characteristics

of Greek management (in the 1980s and early 1990s)
were:
• Concentration of power and control in the hands of

top management.
• Lack of modern systems to support strategic

decisions.

The question that was raised here was whether
Greek management possessed any unique character-
istics that distinguish it from other European man-
agement styles (e.g., the institutionalized participation
of employees in Germany or Sweden and the infor-
mal network relationships among small and medium-
sized enterprises in Italy). The answer came during
the 1990s and the early 2000s through the partici-
pation of the country in two international surveys:
the Price Waterhouse Cranfield Project (CRANET)
concerning Human Resources strategies and policies
across Europe (Papalexandris & Chalikias 2002); and
the GLOBE (Global Leadership and Organizational
Behaviour Effectiveness) project which provided use-
ful insights for each participative country cultural
perspectives in relation to management and leader-
ship (Javidan & House 2001). The findings of these
significant surveys indicated the country’s differen-
tiation in management practices, due to the existing
socio-cultural context.

The results from the CRANET survey revealed
that in Greece, as in other European countries, there
is evidence of both convergence and divergence in
HRM policies and the overall work context (Myloni
et al. 2004). The GLOBE project has provided a better
insight of the relation between management prac-
tices and national culture in Greece. Papalexandris et
al. (2002) found that despite the paternalistic family
oriented management style there are indications for
a strong will to change. Figures from the GLOBE
project (House et al. 2002) showed that Greece has
low mean scores in ‘society as is’ and higher scores
in ‘society should be’; these results confirm the exis-
tence of a culture gap found also in previous research
studies in Greek organizational culture. According
to Bourantas & Papadakis (1996), there is a dis-
crepancy between general organizational culture as
perceived by managers and their personally preferred
culture. This is considered is to be an indication of the
desire for change within organizations. The greatest
pressures for convergence are coming from the obli-
gations of Greece as a member of the E.U. and several
other organizations that require planning ahead and
efficient management of the various projects. While
this affects mostly the public sector, globalization
put pressures for uniform management practices and
policies in private sector organizations. Thus, a slow
but steady movement towards harmonization of man-
agement practices at least with the rest of the E.U.
members is observed.

3 RESEARCH PROFILE

This research was conducted as part of a PhD The-
sis and served mainly two aims: first to explore the
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HRM practices used to help GMs’ exercise their roles
and competencies in Greek 4 and 5* hotels; and sec-
ond to investigate the interplay between context and
HRM practices regarding managerial work. In total, 16
hotels with 32 participants who were senior managers
(16 GMs and their immediate assistants) were cho-
sen – representing 4 and 5* in Athens, Thessaloniki,
Rhodes and Crete. The 16 establishments selected for
this research, represented two broad hotel types oper-
ating in Greece – city and resort. Basic prerequisite for
the participanting hotels was to be holders of 4 or 5*
official rating that is accredited by the Greek Chamber
of Hotels. The ownership status of each hotel (family;
local chain; national chain; multinational chain) was
also considered. The luxury hotels in the selected geo-
graphical regions were then shorted / filtered by using
the following two criteria:

I. As a minimum standard the city hotels should pro-
vide TV and air conditioning in room and, restau-
rant and parking facilities. Additionally for resort
hotels they should have outdoor swimming pool.

II. All participant hotels should have more than 150
rooms. This happened in order to ensure that only
medium to big companies would participate in this
research. This aimed to: a) compare hotels with
similar organizational structure, and b) allow repli-
cation in other European countries with similar size
and structure hotels.

The hotel selection process followed in this research
was dictated by the structure of the luxury hotel indus-
try in Greece: given its nature and geographical spread
(approximately 1,150 establishments all over Greece)
a decision was made to limit the destinations in the
most representative and popular places for city and
resort hotels respectively.A three-part tool followed by
a cover letter explaining the aim of the interview was
used, in order to serve the needs of the research. The
first part examined demographic data of the company
and the participant; the second part was a 14 ques-
tion semi-structured in-depth interview; and the third
part was the Personal Competencies Framework (PCF)
Questionnaire, originally developed by Dulewicz &
Herbert (1999). Additional qualitative data sources
derived from non-participant observation (field notes)
and company documents including job descriptions,
standard operating procedures (SOPs), brochures and
staff newsletters. A major methodological concern for
this study was to produce valid and reliable outcomes.
A research protocol was used as recommended by
Yin (2003). The case study protocol contains pro-
cedures and general rules that should be followed
in using the research instrument/s and is considered
essential in a multiple-case study (Yin, ibid.). It was
created prior to the data collection phase. In addi-
tion, during the data collection tests for the quality
of research were employed (Construct and External
Validity, Reliability); these tests were followed by the
use of two different triangulation methods namely Data
and Methodological triangulation (Denzin & Lincoln
2003).

4 THE RESEARCH FINDINGS: THREE TYPES
OF LUXURY HOTEL GMS

Three different managerial profiles in luxury hotels
in Greece emerged from this research, regarding the
key HRM areas used to help GMs develop their man-
agerial roles and competencies. The first labeled the
‘native’ GM, is employed in family and local hotel
chains, which represent the vast majority of Greek 4
and 5* hotels (Hellenic Chamber of Hotels 2007).This
is a typical SMTE (small-medium tourism enterprise)
owned and essentially co-managed by the leader of the
family surrounded by relatives in various positions.
Then, the ‘glocal’ GM, is found in Greek national
hotel chains; this type of hotel is a former family
business – led very often by a charismatic founder –
which expanded gradually its operations nationwide.
In addition, this type of hotel has adapted to a cer-
tain degree the organizational structure and standards
of a multinational hotel chain; there is still however
moderate involvement of the owner (or his family) to
the management of the company. Finally, the ‘Greek
global’ GM, is found in multinational hotel chains;
this hotel type is a foreign brand name, franchised in
most of the cases by a Greek businessman. There are
only a few cases that the management of the com-
pany belongs to the parent company. In this type of
hotel, the organization, structure and standards are dic-
tated by the parent company; there are however some
variations/deviations due to the Greek socio-cultural
context. For example, the standard operating proce-
dures are adapted to the local working patterns and
legislation. The ‘native’GMs are males between 55-65
years old, speaking on average two foreign languages
and have at least a hospitality first degree. Employ-
ers in this category are in favor of the ‘old school’
(over 50-55 years old) for two main reasons: they
value more the experience, reputation and seniority
than qualifications; in addition ‘near retirement’ GMs
may cost less in the payroll. The recruitment is con-
ducted mainly through recommendations and ‘word
of mouth’, and rarely with internal recruits; the selec-
tion process is usually conducted by the owner and in
most of the cases is based in subjective criteria (i.e.
personal references, reputation and salary). There are
limited options for training and development in this
type of hotel, and very often is up to the GMs’ discre-
tion to recommend which program to attend. In most
of the cases, there is no time allocated for training
and development activities, in the GMs daily sched-
ule. The job roles performed by the GMs are focused
on what Mintzberg (1973) describes as ‘figurehead’,
the person who is there to inspire and lead the staff;
they also find the time to communicate with customers
and listen carefully to their views. The communica-
tion competencies are perceived as the most valuable
for successful operations and management. Thus, high
contact intensity with various stakeholders (i.e. owner,
subordinates, suppliers, customers) is a key aspect of
managerial work. GMs in family hotels go through
an informal performance evaluation – in most of the
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cases conducted by the hotel owner – based primarily
on the overall financial performance, and secondarily
the levels of customer satisfaction and quality. This
type of GMs puts great emphasis in networking, and
they work very hard to build networks and a good
reputation on the local/regional/national market. Their
overall relations with the owners can be described as
‘tolerable’ since the GMs are often faced with unre-
alistic demands on behalf of the owners. Overall, the
level of the owner’s involvement (and his/her family)
in the GMs’work in most of the cases is high (Hofstede
1980, Trompenaas 1993). The Greek context is domi-
nant here, with the ‘in-group collectivism’ dimension
to dictate the relationships between the owner, the GM
and their subordinates (Papalexandris 2008).

On the other hand, ‘glocal’ GMs employed in
national and franchised MNC hotel chains, are males
between 45–55 years old, speaking on average two
foreign languages and have very good educational
attainment including a hospitality first degree and
postgraduate studies. This professional background
includes the ‘primary’ departments of a medium/
big size hotel (Food and Beverage, Front Office –
Reservations); in addition, sales, finance and contract-
ing background is a prerequisite for this type of GMs.
GMs’ recruitment is conducted through personal rec-
ommendations or internal candidates with experience
in various hotels of the chain; ‘head hunters’ are rarely
used for high profile candidates. Since the recruitment
process does not involve a large number of candidates,
two or three selection interviews take place with senior
managers from/in the Head Office; during the final
interview the owner is also present. Throughout the
year there are moderate opportunities for training and
development; the GMs are free to choose between in-
house or outsourced programmes, in Greece and/or
abroad. Their job roles are focused on leadership
(employee motivation/inspiration) and entrepreneur-
ship (help business grow). The leadership competen-
cies is their primary concern, they value however the
remaining managerial competencies (PCF) as integral
parts of their competencies framework (Chung – Her-
rera et al. 2003). This is reflected in their performance
evaluation, a formal procedure that takes place once
or twice a year depending on the type of the hotel unit
(city-resort). The primary targets are mainly finan-
cial and the maintenance of high quality standards;
there is however a reference to the ‘performance’ of
the GMs in areas such as communication, leadership
and inter-personal relations. The GMs ‘secondary’
competencies are evaluated through peer reviews, cus-
tomer satisfaction questionnaires and ‘mystery guest’
audits. Although there is intense networking activity
within the corporate limits, GMs maintain their con-
tacts outside the company; in addition, their reputation
is mostly heard within the corporate limits. The own-
ers – who in most of the cases occupy the position of the
managing director or chairman of the board – have a
moderate to low involvement in the GMs’work, mainly
at strategic level. There are however cases of inter-
ventions in GMs’ work when owners have personal

interest, i.e. they ‘strongly recommend’ the selection
of a particular candidate. It is important to note here
that the owners know personally all of their GMs,
and maintain regular communication. High contact
intensity with key stakeholders inside (owner, senior
managers, immediate subordinates, repeating clien-
tele) and outside (local authorities, tour operators) the
hotel unit is deemed critical for the manager’s job. It
can be argued that, in this type of business Greek con-
text meets corporate culture: the Greek hotel national
chains are structured and managed according to the
multinational hotel chain model; the Greek context is
however evident everywhere and it is very often the
case that ‘favors’ and deviations from the standards
occur when it is about relatives or friends (Broome
1996, Fukuyama 1995, Triandis et al. 1968). On the
other hand, it can be argued that this type of business
has embodied the Greek context characteristics in the
best way, so their GMs can use it in order to improve
performance and efficiency.

The ‘Greek global’ GMs are middle aged (45–55
years old) males with impeccable educational back-
ground. They speak on average two languages –
including the hotel chain’s parent country language (in
case it is not English). Their professional background
includes a sales and finance orientation, although they
understand hotel operations very well.The recruitment
is conducted internally or through the use of ‘head
hunters’ who are aiming at high profile recruits. The
selection process is rigorous and involves at least three
interviews. There are many opportunities for training
and development in Greece and abroad on a regu-
lar basis. The GMs’ roles in this type of hotels are
focused in entrepreneurship and finance – based on
Mintzberg’s (1973) typology, decisional roles. Their
annual performance evaluation is multi-dimensional,
lots of emphasis is put however in achieving agreed
(financial) targets.

This corresponds to their preference in the results-
orientation competencies cluster. Networking is very
important within the corporate limits; outside these
limits the GMs maintain only those contacts necessary
to ‘do the job’. Their reputation is synonymous with
hard work and what is actually on their resume.The
Greek culture is something that they cannot ignore–
especially in the case of foreigners – the corporate cul-
ture however is this, which determines their behaviour.
The above profile refers to Greek nationals working in
managed Multinational hotel chains. The fact that a
such a small number of foreign nationals work as lux-
ury hotel GMs in Greece (less than ten in 2007) may
lead to the following arguments: first that a pool of
Greek GMs who satisfy the high standards of the multi-
national hotel chains exists in the country; and second
that the Greek context is posing difficulties that for-
eign nationals cannot cope with (Broome 1996). Table
1 summarises the findings of this research in relation to
managerial roles and competencies; the three different
profiles identified for Greek luxury hotel GMs are not
exclusive and provide a generic context for discussion
in this field.
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Table 1. The GMs’ profiles in Greek 4 and 5* hotels.

Manager & Company
Type

The ‘Native’ GM (Family/
Local Chain)

The ‘Glocal’ GM
(GR National Chain &
MNC franchised)

The ‘Greek Global’ GM
(MNC managed)

Average Age 55–65 45–55 45–55

Sex Male Male Male

Education HE Graduates HE Graduates & Postgraduate
Education

HE Graduates & Postgraduate
Education

Professional
Background

All Departments
(Emphasis in F&B)

All Departments
(Emphasis in Finance,
Sales & Contracting)

All Departments
(Emphasis in Finance,
Sales & Contracting)

Recruitment &
Selection

Recommendations Head Hunters & Internally Head Hunters & Internally

Training &
Development

Sporadic – GMs’ own
discretion

Moderate to High
Opportunities

High Opportunities

Job Roles “Figurehead” Leader & Entrepreneur Leader & Entrepreneur

Competencies Emphasis in
Communication

Leadership Results Orientation &
Leadership

Performance
Evaluation

Informal Annual Formal Annual (1 or 2 times) Formal Annual (1 or 2 times)

Role of Networking High Moderate outside High inside Low outside High inside

Role of reputation High in local/ national market High in national marker High in regional/
international market

Ownership level of
involvement

High to Moderate Moderate to Low Low

Role of Culture High Moderate Moderate to low

5 CONCLUSION

This paper unearths the importance of contextual
variables in managerial work, and demonstrates that
there are alternatives to the use of universal (stan-
dard) management practices. More specifically the
influence of the Greek context on managerial and
HRM practices for luxury hotel GMs was explored
and explained. There are strong indications that the
Greek context affects to a large extent managerial
work in family and local chain hotels; on the other
hand national hotel chains rely on international stan-
dards and practices and exercise management in a
manner that incorporates both local and international
influences. Multinational hotel chains are preoccupied
from strong corporate cultures, which prevent the infil-
tration of any local/national culture influence. Based
on the research findings, three distinctive groups of
luxury hotel GMs where identified: the ‘native’ GM;
the ‘Glocal’ GM; and the ‘Greek Global’ GM. This
research provides evidence for the reasons behind the
use of different HRM practices between different types
of luxury hotel managers, based on the local culture
influences.The wider theoretical contributions include
insights on managerial work, HRM and the interplay
between managerial work and context.
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ABSTRACT: In marketing literature, the study of service quality has focused on customer overall evalua-
tion. The knowledge of the customer perceptions with regards to this complex construct constitutes powerful
information on the measurement of company performance and management of strategic projects in the fast
food restaurant industry. The development of a valid tool for measuring perceived service quality in the fast
food restaurant industry has been proposed using a multi-dimensional and hierarchical model, where service
quality is viewed as a higher-order constructs underlying three primary dimensions, which are defined by 10 sub
dimensions.
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1 INTRODUCTION

Service quality has been considered to be an important
marketing strategy in any organization, as well as play-
ing a key role in measuring the organizational success
(Keith & Simmers, 2011). Over several decades, the
conceptualization and measurement of service qual-
ity perceptions have been one of the most debated
and controversial topics in the services marketing
literature. Researchers (see: Brady & Cronin, 2001;
Dabholkar, Thorpe, & Rentz, 1996; Grönroos, 1984;
Parasuraman, Berry, & Zeithaml, 1985, 1988; Rust &
Oliver, 1994) have endeavoured to conceptualize and
to measure the service quality and attempted to gain
an understanding of customer behaviour.

In terms of the literature in the hospitality indus-
try, as well as in the fast food restaurants (FFRs), a
large amount of significant attention has been paid
to the issue of service quality; i.e., from measuring
the customer’s perception of service quality to the
developing of the service quality model that relates
to the restaurants’ customer satisfaction, expectation
and perception (Chang, 2009). A large number of
researchers (Bojanic & Rosen, 1994; Cronin & Taylor,
1994; Knutson, Stevens, & Putton, 1995; Lee &
Hing, 1995; Raajpoot, 2002; Ryu & Jang, 2008;
Stevens, Knutson, & Patton, 1995) have presented
SERVQUAL, SERVPERF, DINESERV, TANGSERV
and DINESCAPE instruments for the restaurant indus-
try. However, perhaps there has not been a spe-
cific comprehensive measurement in the restaurant

industry to capture the service quality construct
for FFRs.

In FFRs operations, the term “fast” refers to the
service rather than the food itself (Chou & Liu, 1999).
Nowadays, it has been referred to as “quick-service”
to attach true meaning to it (Khan, 1990); for exam-
ple, the customers entering FFRs do not expect to wait
a long time to receive services (Chou & Liu, 1999).
Service quality has been identified as the core value
to attract the customers in the FFRs (Tsai, Shih, &
Chen, 2007), and therefore, service appears to play an
important role in promoting its quality in the FFRs. In
addition, fast food is a general term used to refer to the
restaurant offering limited and specialized menu (e.g.,
burger and fried chicken) that lend itself to production-
line techniques (Bender & Bender, 1993; Davies &
Smith, 2004).Therefore, in order to help FFRs increase
their competitiveness and market share, this study
proposed to develop a multi-dimensional and hierar-
chical model of service quality in the FFRs based on
the customer’s point of view (Cronin & Taylor, 1994;
Ueltschy & Krampf, 2001).

Several researchers (Brady & Cronin, 2001;
Clemes, Gan, & Kao, 2007; Clemes, Wu, Hu, &
Gan, 2009; Dabholkar et al., 1996) suggest that ser-
vice quality is a multi-dimensional and hierarchical
construct in nature. However, few efforts have been
made to examine the multi-dimensional and hierarchi-
cal conceptualization of the service quality construct
in the FFRs on the basis of the customer perception.
Thus, in light of the problems associated with those
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measurements, the aim of this study is to develop a
measurement adopting a multi-dimensional and hier-
archical model taking the specific characteristics of
the FFRs into account.

2 METHODOLOGY

The multi-dimensional and hierarchical method is
adopted in this study because service quality has been
viewed as a higher-order factor that is defined by
three primary dimensions, each of which in turn con-
sists of several sub dimensions (Brady & Cronin,
2001). The three primary dimensions are similar to
hierarchical model developed by Brady and Cronin
(2001), however the number of the corresponding sub
dimensions need to be identified. The number and
the nature of service quality dimensions are directly
related to the service under investigation (Brady &
Cronin, 2001; Dabholkar et al., 1996; Mohi, Clemes, &
Hu, 2011). Therefore, to accomplish this goal, focus
group discussions were conducted to identify the fac-
tors determining the customer perception of service
quality in the FFRs (Cox, Higginbotham, & Burton,
1976; Mohi et al., 2011; Tucci & Talaga, 2000).

The existing literature perhaps has not identified
instruments that measure customers’ actual overall
perceptions of service quality in the FFRs. It was there-
fore, deemed valuable to develop a multi-dimensional
and hierarchical measurement instrument in accor-
dance with the procedure for scale development as
suggested by Churchill (1979). In addition, the gener-
ation of a list of items was developed by adapting the
items of existing generic scales as suggested by several
researchers (Brady & Cronin, 2001; Dabholkar et al.,
1996) and specific restaurants’ scales (Fu & Parks,
2001; Huam, Seng, Thoo, Rasli, & Abd Hamid, 2011;
Qin & Prybutok, 2008; Shaharudin, Wan Mansor, &
Elias, 2011).

Therefore, after taking all information from the
focus groups discussions and the findings from the lit-
erature into account, this study proposed three primary
dimensions and 13 sub-dimensions as components of
service quality for FFRs. The first primary dimension
is interaction quality. Several researchers (Grönroos,
1982; Leblanc, 1992; Soriano, 2002) indicate the
importance of interaction quality in the delivery of
services and identify it as having the most significant
effect on service quality perceptions.Accordingly, four
sub-dimensions; attitude, behaviour, problem solving
and expertise were identified (Cadotte & Turgeon,
1988; Crosby, Evans, & Cowles, 1990; Dabholkar
et al., 1996; Keung, 2000; Kuo, 2007).

The second primary dimension is the physical
environment quality, which is defined by six sub-
dimensions; restaurant ambience, facility aesthetics,
dining equipment, cleanliness, layout and design,
and menu design (Barber & Scarcelli, 2009; Bit-
ner, 1992; Bowen & Morris, 1995; Knutson et al.,
1995; Raajpoot, 2002; Ryu & Jang, 2008; Stevens
et al., 1995). Lastly, the third primary dimension,

the outcome quality, focuses on the outcome of the
service act and indicates what customers gain from
the service; in other words, whether outcome qual-
ity satisfies customers’ needs and wants (Anderson,
Fornell, & Lehmann, 1994; McDougall & Levesque,
1994; Powpaka, 1996; Richard & Allaway, 1993). The
outcome quality is defined with three sub-dimensions:
waiting time, valence and food quality (Auty, 1992;
Brady & Cronin, 2001; Hwang & Lambert, 2008; Kim,
Hertzman, & Hwang, 2010; Namkung & Jang, 2007;
Taylor, 1994).

2.1 Data collection

The sample size determined in this study is based on
two types of data analyses techniques; exploratory
factor analysis (EFA) and structural equation mod-
eling analysis (SEM). Several authors (Hair, Black,
Babin, & Anderson, 2010; Kline, 2005; Pallant, 2007)

recommend a minimum sample size of 100 or larger
for conducting EFA with at least five times as many
observations as the number of measured items to
be analyzed and a more acceptable size of 10 to 1
ratio. Thus, after considering those recommendations,
a minimum sample size of at least 275 respondents
was deemed appropriate. The ideal sample size used
to employ SEM should be between 200 and 400
observations for moderate complexity and Maximum
Likelihood Estimation (MLE) (Chinna, 2009; Hair
et al., 2010; Tanaka, 1993). Accordingly, the mini-
mum sample size in this study was set as 475 usable
questionnaires. However, 580 questionnaires were dis-
tributed for the actual data collection to guarantee at
least 475 usable questionnaires after considering that
100% completed questionnaires was highly unlikely
(Hair et al., 2010).

The data were collected using the convenience sam-
pling method. Cooper and Emory (1995) and Starmass
(2007) indicate that the obvious advantages of adopt-
ing convenience sampling are low cost and saved time.
Between April 15 and June 15, 2011, questionnaires
comprising a seven-point Likert-type scale ranging
from “1 (strongly disagree)” to “7 (strongly agree)”
were distributed to 580 college and graduate students
aged 18 years and above in Taiwan. These students
were selected as respondents because they represent
large and growing customers in the FFRs (Bougoure &
Neu, 2010; Kueh & Boo, 2007; Qin & Prybutok, 2008)
and they spend billions of dollars in FFRs industry
each year (Knutson, 2000).

3 DATA ANALYSES AND RESULTS

3.1 Demographic profiles

Of those 580 colleges and graduate students, only 575
students (99.1%) returned the survey. However, the
final sample consisted of 571 responses (98.4%), as
four responses were unusable and, therefore, removed
from this study. There were 328 (57.8%) females
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and 243 males (42.6%). 261 respondents were aged
between 21 and 23 (45.7%), and a majority of respon-
dents attended college or university (93.5%). In addi-
tion, 530 respondents were single (92.8%), 513 were
Taiwanese (89.8%) and 312 were Buddhist (54.6%).

The main purposes for which respondents were din-
ing out were an outing with friends (79.9%), followed
by a family outing (15.8%). The largest proportion
of respondents dined out with friends (58.7%), fol-
lowed by family (19.8%) and partners (13.0%). Of
the respondents, 43.1% spent approximately between
NT$100 and NT$150 for dining-out per person and
37.5% dined out at least once a month.

3.2 Analyses procedures

Once the descriptive statistics was completed, the data
were randomly split into two sets of data for further
analyses, in order to perform two-stage process of
the data analyses (i.e., EFA and SEM). The objec-
tives of the data splitting procedure are to validate
the EFA results and then move to the SEM analyses
(Hair et al., 2010; Kline, 2005; Schumacker & Lomax,
2004). Therefore, each group sample is required to
meet a minimum size requirement.

In the first-stage process of data analysis, the first
subsample data set was used to conduct EFA. Due
to the exploratory nature of this study, EFA was per-
formed to obtain a robust and reliable factor structure,
and the most common approach in the application
of marketing research, and therefore would be con-
sidered to be an appropriate analysis before SEM is
performed (Bindu, Chandrasekharan, & Sai, 2008;
Dagger, Sweeney, & Johnson, 2007; Hair et al., 2010;
Kline, 2005; Lu, Zhang, & Wang, 2009; Pallant, 2007;
Schumacker & Lomax, 2004; Stewart, 1981). In the
second-stage of data analysis, the second subsample
data set was used to reassess the EFA results using
SEM analysis via AMOS, employing the two-step
approach (measurement model and structural model)
to conduct confirmatory factor analysis and to test
the relationships among the constructs (Anderson &
Gerbing, 1988).

3.3 Exploratory assessment of the measures

To extract the sub-dimensions of service quality, prin-
cipal component analysis with VARIMAX rotation
method was performed. In this study, the items whose
factor loadings were less than 0.50 and any item
with high loadings crossed two factors were removed
from the item pool (Hair et al., 2010; Pallant, 2007).
Eigenvalues for the extracted 10 sub-dimensions were
greater than one, indicating that a component could
account for a meaningful amount of variance, and was
worthy of being retained (Hair et al., 2010; Pallant,
2007).

The remaining factors were renamed; Model 1
explaining 68.7% of total variance in interaction qual-
ity with three sub-dimensions (interpersonal skills,
problem-solving skills and professional skills), Model

2 explaining 67.2% of total variance in physical envi-
ronment quality with four sub-dimensions (restaurant
ambience and aesthetics, dining equipment and clean-
liness, layout and design, and menu design), and Model
3 accounted for 68.5% of total variance in outcome
quality with three sub-dimensions (dining experience,
food quality and menu variety). These three models
were later subject to the second-stage of data analyses.

The remaining factors were also subjected to a reli-
ability test by employing the Cronbach alpha (Cron-
bach, 1951). The level of internal consistency in each
sub-dimensions was acceptable with Cronbach alpha
estimates ranging from 0.803 to 0.921 and exceeding
the cut-off value of 0.70, which indicated the internal
consistency of the measured items in the exploratory
study (Nunnally & Bernstein, 1994). Also, the fac-
tor loadings for all items ranged from 0.503 to 0.866,
which were well above the acceptable value of 0.50
(Anderson & Gerbing, 1988; 2010; John & Reve,
1982) and all were statistically significant at the .001%
level of significance.

4 CONCLUSIONS

This paper presents preliminary results of quantita-
tive study in the fast food restaurants addressing the
issues of service quality dimensions as perceived by
Taiwanese restaurant patrons in fast food restaurants.
However, the conclusions and the limitations of the
study have not been included in this study, as SEM
analysis is currently being carried out.
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Effects of emotional labor on customer outcomes: Tourists’ perspectives
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ABSTRACT: Research on service employee emotions has gained much attention since the quality of service
delivery relies heavily on frontline employees. The impact of frontline employees’ emotions on customer out-
comes as well as service organizations’ financial and long-term benefits may be the reasons of the attention.
The main purpose of the current study is to investigate the associations of customer perceived emotional labor
strategies and customer outcomes, specifically, customer satisfaction and word-of-mouth recommendation in the
travel and tourism industry. Data for this study was collected from international tourists who used group package
tours with tour guide services during their visits in Malaysia. The results point out that all three emotional labor
strategies have significant effects on customer satisfaction and word-of-mouth recommendations. The results
suggest significant implications for service managers and organizations.

Keywords: emotional labor strategies, customer satisfaction, tour guide

1 INTRODUCTION

Malaysia’s diverse cultural and traditional back-
grounds offer various tourist attractions. Recognizing
the great potential of Malaysia as the world’s tourist
destination, the government has intensified its effort to
shift the country’s economy focus from manufacturing
to tourism industry. In 1987, MalaysiaTourism Promo-
tion Board or Tourism Malaysia, formerly known as
Tourist Development Corporation of Malaysia (TDC)
was appointed to promote Malaysia as a tourist spot
domestically and internationally (Ministry ofTourism,
2009). As a result, Malaysia is ranked ninth as the
most travelled to destination in 2009 with interna-
tional tourist arrivals of 23.6 million (United Nations
World Tourism Organization, 2009). At the same
time, the earnings from tourism recorded about RM51
billion and provided over one million employment
opportunities to the workforce (Ministry of Tourism,
2010).

In order to ensure that the Malaysian tourism indus-
try continue to flourish, government has invested in
training of front liners and expand tourism events in
the country. From the recent data announced by Min-
istry of Tourism Malaysia (2011), in 2010, the total
tourist arrivals to Malaysia hit 24.6 million or 3.9%
higher compared to 2009. Singapore is the biggest
tourist generating market (13 million arrivals), fol-
lowed by Indonesia (2.5 million arrivals), Thailand
(1.45 million arrivals), China (1.13 million arrivals),
and Brunei (1.12 million arrivals). In 2011, the min-
istry forecasts 25 million arrivals and RM60 billion in
tourism receipts.

To achieve the target of tourist arrivals and receipts
in 2011, other than allocating funds for the industry,
the government plays its role to promote Malaysia’s
tourism from time to time in international conferences
and events. In addition, the Ministry of Tourism orga-
nizes various events and programs for example, eco-
tourism programs, home-stay programs, cultural and
festive events (Ministry of Tourism, 2011) to heighten
the potential of foreign tourists paying their visits to
Malaysia. The government also initiated incentives
for tourists, such as import duty-waived to promote
Malaysia as shopping paradise. From the above evi-
dence, it is proven that the tourism industry has great
potential in generating income, creating jobs, earn-
ing foreign currencies and attracting investments for
Malaysia, whereby it helps in improving Malaysia’s
balance of payments.

The nature of travel and tourism industry is people-
based in which customers greatly interact with tour
guides in group package tours, in most cases, tour
guides are the services. Tour guide embodies the
services being sold and is inextricably linked with
the quality of travel package (Sharpe, 2005). Prior
researches had proven the importance of frontline
employees’ emotional displays during service inter-
actions to create positive quality impressions which in
turn contribute to customer satisfaction and positive
customer behavioral outcomes. Apparently, most of
the frontline service jobs mandate employees to por-
tray positive emotions during their interactions with
customers. Frontline employees are required to hold
to the organization’s display rules when they express
their emotions during services although their actual
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feelings differ from the display rules at that partic-
ular time (Groth et al., 2009). In this case, frontline
employees apply the concept which known as “emo-
tional labor” by Hochschild (1983) to comply with
display rules.

Seeing the importance of service employee’s emo-
tional displays on customer and service transaction,
there is a dearth of research on the relationships
between frontline employee’s emotional display and its
effects on marketing consequences, especially inves-
tigation from customer perspectives remain sparse.
Thus, there is a need to study whether customers
can detect the difference between the emotional labor
strategies, namely surface acting, deep acting and
naturally felt emotions, the way they perceived each
strategy, in turn leads service organization and ser-
vice employees to know customer evaluation and
impressions on emotional displays of the employees.

The main purpose of the current research is to
investigate the association of customer perceived ser-
vice employees’ emotional labor strategies with cus-
tomer outcomes, specifically, customer satisfaction
and word-of-mouth recommendation.

2 LITERATURE REVIEW

The groundbreaking work of Hochschild (1983) on
emotional labor has been the influential cornerstone
for various emotional researches in services and work-
place. Emotional labor was coined by Hochschild
(1983) and it refers to the management of feelings
to create publicly observable facial and bodily dis-
plays; it is sold for a wage and therefore has exchange
value. Hochschild’s approach toward emotional labor
was elaborated via compensation and exchange value
in performing the work of emotional labor. Emotional
labor is treated as the process of regulating feelings and
expressions of emotions in order to achieve organiza-
tional goals (Grandey, 2000). Drawing upon Grandey’s
definition, emotional labor is a process of emotional
regulations using different mechanisms. Emotional
labor occurs when an employee must purposefully
alter his or her emotions in order to comply with an
occupational or organizational demand. In this case,
tour guides who make tourists feel welcome are paid
to manifest a specific emotional state within the tour
are said to exert emotional labor in their job roles.

Service organization pay attention to the way
employees behave toward customers as these interper-
sonal interactions will affect organizational success.
Emotional displays are an important aspect of the
interactions, so, organizations prescribe how emotions
should be presented to others through the use of display
rules (Diefendorff and Richard, 2003).

The purpose of display rules is to ensure that the
service employees will project the desired image of
the organization to the public, in which the image will
elicit desired response from customers.

Much of the researches in emotional labor strate-
gies had been framed in terms of surface acting

and deep acting. Recently, Diefendorff et al. (2005)
introduced another emotional labor strategy which
is known as “expression of naturally felt emotions”
in which service employees expressed positive emo-
tions that matched with their true feelings without
modifications.

3 HYPOTHESES DEVELOPMENT

Past research had found negative association between
surface acting and customer satisfaction as well as
word-of-mouth recommendation (Groth et al., 2009;
Van Dijk et al., 2011). Contrary to surface acting,
deep acting produced image of authentic and sin-
cere in customers’ impressions. Groth et al. (2009)
contended customers who perceived frontline employ-
ees who engaged in deep acting were more satisfied
with the service received. Van Dijk et al. (2011) also
found that visitors who perceived tour guide to be
in deep acting will spread positive word-of-mouth.
Empirical evidence on the relationship between natu-
rally felt emotions and customer outcomes is limited.
Yuhanis and Zaiton (2010) proposed that naturally felt
emotion has positive relationship with customer sat-
isfaction, as well as word-of-mouth recommendations
in their study. However, their findings on the relation-
ships were not significant. Following suit, this study
develops the following hypotheses to be tested:

H1a Surface acting is negatively related to customer
satisfaction

H1b Surface acting is negatively related to word- of-
mouth recommendations

H2a Deep acting is positively related to customer
satisfaction

H2b Deep acting is positively related to word-of-
mouth recommendations

H3a Naturally felt emotions is positively related to
customer satisfaction

H3b Naturally felt emotions is positively related to
word-of-mouth recommendations

4 METHODOLOGY

The constructs of emotional labor strategies suggested
by Grandey (2000) which are surface acting and deep
acting are being examined. Meanwhile, an additional
emotional labor strategy which is naturally felt emo-
tion is included as the third construct. Finally, customer
satisfaction and word-of-mouth recommendation are
proposed as outcomes in this study. The evaluation of
service employee’s emotional labor strategies will be
solicited from customers.

Using the primary data collection method, ques-
tionnaires were distributed to tourists who participate
in group package tour during their visits to Malaysia
via tour guides from travel agencies. Travel agencies
were identified from the directory provided by Min-
istry of Tourism Malaysia.A total of 13 travel agencies

178



had agreed to participate in this study. For agencies
that located in Perak, Penang and Selangor areas, sur-
vey questionnaires were sent to them personally by
the researcher, and the rest were sent via mail, inclu-
sive of return postage envelope for them to return the
completed questionnaires.

The data was then computed and analyzed using
appropriate software.The software opted for this study
was SPSS. To comprehend the general description and
understanding of the data collected, descriptive analy-
ses was used to examine the means, distributions and
correlations.

5 ANALYSIS AND RESULTS

5.1 Profile of the respondents

From a total of 650 target respondents, 398 tourists
(61.23%) completed the survey and provided usable
responses. Descriptive statistics were used to describe
the basic features and demographic characteristics of
the data collected in this study.

As can be seen from Table 1, the respondents were
53.3% females while male accounted for 46.7%. In
terms of the region where the respondents were from,
majority of them were from Asia, which accounted for
57.8% from 398 respondents, followed by Australasia
with 13.6%, and Europe with 9.3%. Besides, there
were 6% of the respondents who were from North
America as well as 5.5%who were from Middle East.
The other 7.8% of respondents were from other regions
which included South America and Africa. The per-
centage of respondents from each region is in line
with the Malaysian tourist arrivals population in 2010
where majority of them are fromASEAN countries and
China. According to the statistics released by Ministry
of Tourism Malaysia, about 87% from the total tourists
were from Asia.

Most of the respondents were from the age group
of 46 to 55 years old (24.6%). Then, respondents from
36 to 45 of age group and above 55 of age group
have the same percentage of 20.6%. This reflected that
elder travelers prefer to travel by package group com-
pared to the younger travelers. Table 5.5 shows that
respondents whose age below 18 only accounted 1.8%,
whereas 13.1% of the tourists were between 18 and 25
years old. About 19.3% of the tourists were aged 26 to
35 years old.

On the marital status of the respondents, there were
about 62% of the respondents who were married and
35.7% who were single. Another 2.3% were in the
other status. When asked on the educational level of
the respondents, 53.8% indicated that they do have
a bachelor‘s degree, while 18.1% of the respondents
indicated that they possess a postgraduate qualifica-
tion. On the other hand, 22.4% of the respondents had
secondary or high school education and only 5.7% of
the tourists having a diploma.

With regards to the respondent’s monthly gross
income (USD$), 154 of the respondents (38.7%) do

Table 1. Respondents’ profile.

Category Frequency Percentage (%)

Region
Asia 230 57.8
Australasia 54 13.6
Europe 37 9.3
North America 24 6.0
Middle East 22 5.5
Others 31 7.8

Gender
Male 186 46.7
Female 212 53.3

Age
Below 18 7 1.8
18–25 52 13.1
26–35 77 19.3
36–45 82 20.6
46–55 98 24.6
Above 55 82 20.6

Marital status
Single 142 35.7
Married 247 62.0
Others 9 2.3

Education level
Secondary school/ 89 22.4

High school
Diploma 23 5.7
Bachelor degree 214 53.8
Master’s degree 65 16.3
PhD 7 1.8

Monthly income (USD $)
None 53 13.3
2000 or below 78 19.6
2001–4000 154 38.7
4001–6000 71 17.8
6001–8000 31 7.8
Above 8000 11 2.8

enjoy a monthly gross income of $2001 to $4000.
Meanwhile, only 11 tourists (2.8%) earn a monthly
gross income of more than $8000.

5.2 Correlation analysis

The relationships between three emotional labor strate-
gies (surface acting, deep acting and naturally felt
emotions) and the outcome variables (customer sat-
isfaction and word-of-mouth recommendations) were
investigated by using Pearson product-moment cor-
relation coefficients. A correlation coefficient of 0
indicates no relationship at all, while a correlation of
+1.00 indicates a perfect positive correlation, whereas
a correlation of -1.00 indicates a perfect negative
correlation. The summary of correlations among the
constructs is shown in Table 2.

As depicted in Table 2, the strongest relationship
was identified to exist between deep acting and cus-
tomer satisfaction (r = .64, p = 0.00). The correlation
coefficient of .64 indicates a positive relationship
which means when customer perceived tour guide
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Table 2. Summary of correlations among the constructs.

Surface Deep Naturally felt Customer Word-of-mouth
N = 398 acting acting emotions satisfaction recommendations

Surface acting 1
Deep acting −.424** 1
Naturally felt emotions −.666** .089 1
Customer satisfaction −.321** .640** .215** 1
Word-of-mouth recommendations −.380** .630** .229** .944** 1

**Correlation is significant at the 0.01 level (2-tailed).

exhibiting deep acting emotions, the rating for ser-
vice satisfaction increases. Additionally, the strength
of the relationship is strong, and the relationship was
significant at 0.01. Next, surface acting was found to
have negative and moderate relationship with customer
satisfaction (r = −.321, p = .000) and word-of-mouth
recommendations (r = −.380, p = .000). Both nega-
tive relationships were significant at 0.01. A signifi-
cant relationship at 0.01 level of significance means
that there is a much smaller likelihood of the relation-
ship occurred purely by chance. On the other hand, the
correlation coefficients of deep acting and customer
satisfaction (r = .64, p = 0.00) indicates a strong and
positive correlation. It was also identified that deep
acting has a strong and positive relationship with word-
of mouth recommendations (r = .63, p = 0.00) at 0.01
level of significance. Unlike deep acting, naturally felt
emotions has relatively weak but positive relationship
with customer satisfaction (r = .215, p = 0.00) and
word-of-mouth recommendations (r = .229, p = 0.00).

6 MANAGERIAL IMPLICATIONS AND
CONCLUSION

Service managers and service employees continuously
find ways to improve their services to customers.
This study has highlighted the significance emotional
displays during service interactions. In future, man-
agers can look into these aspects when tailoring their
customer service strategies. This study indicates that
when customers perceived employees are making an
effort in modifying or experiencing the required emo-
tional displays (deep acting), it appears that customers
are more satisfied with the services. Therefore, there
is a need for managers to monitor the performance
of service employees when it comes to the manage-
ment of employees emotions during service delivery.
Managers should recognize and reward the effort of
employees who have successfully perform deep acting
to provide quality and genuine services to customers.

Secondly, this study’s findings also contribute to
the employee training policies of organizations. The
results in this study demonstrated that the three
dimensions of emotional labor differentially influence
customer outcomes. When customers perceived
employees are surface acting, it will exert negative

effects on customer outcomes. In other words, as long
as customers do not perceive or recognize it as surface
acting, it will not have negative effects on customer
outcomes. Therefore, in training of service employees,
managers should encourage deep acting strategies by
employees. Managers should also address this issue
by suggesting skills or ways to engage effectively in
deep acting or portray of naturally felt emotions to the
customers, instead of surface acting which viewed as
fake by customers, and thus maximizing the chances
of customer perceiving it as deep acting.

The role and importance of customer perceptions
on service employees’ emotional labor strategies in
the travel and tourism industry has been elucidated
in this study. On a final note, since inaccurate per-
ceptions on emotional labor by customer influence
customer outcomes, service managers are advised to
manage the appearance and aesthetic quality of service
employees (Groth et al., 2009) to influence customers’
perceptions of employees’ emotional display.
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ABSTRACT: This study was conducted to test the effect of meal pace experience on customer satisfaction and
customer revisit intention at casual dining restaurants in Kuala Lumpur. This study employed the quantitative
approach and questionnaires were designed to collect the required data for testing the effect of meal pace
experience. All respondents were casual dining customers. A total of 364 questionnaires were distributed while
204 questionnaires were returned to analyze the data which has been collected from the customers within casual
dining restaurants at Golden Triangle area in Kuala Lumpur. The researcher has selected 20 respondents to
take part in the pilot survey. The reliability test was used to measure if the questionnaire is free from random
error. In this study, the simple linear regression was used to test the proposed hypotheses. The findings found
that customer meal pace experience had positive relationship with customer satisfaction and customer revisit
intention.

Keywords: meal pace experience, customer satisfaction, revisit intention, casual dining restaurant

1 INTRODUCTION

In today’s world, most organizations have become
conscious about the importance of customer center
attitudes. One of the main challenges is how the man-
agers or leaders control meal pace which holds a
great importance to customer satisfaction and cus-
tomer experiences. However, customer service is the
product and service which the organization delivers to
obtain customer satisfaction, and organizations with
satisfied customers have the benefit of higher margins,
greater profits, and customer revisit intention within
the organizations (Haksever, 2000). As a result of this
opportunity, the important support of restaurants is
to manage customer expectations and attain customer
satisfaction in the direction of meal pace delivery as
well as presenting variety of food and beverages in fas-
cinating and unique ways to the customers. Over the
past few years, with the rise of restaurant types such as
fast foods and family styles, casual dining restaurants
is the most commonly sit down restaurant with stan-
dard table services for the customers (Brown, 2007).
Product, service, and the type of restaurants are three
most important issues which have a large effect on cus-
tomer satisfaction and customer experiences within the
organization (Murdick, 2004). Therefore, the hospital-
ity and tourism industry especially food and beverage
associations have offered new methods that creates a
center of attention to the customers and supply con-
sumers to make different experiences toward product

and services which is provided by the organizations
(Kim, Magnini & Singal, 2010).

The advantage of reducing meal pace during peak
demand periods is to reduce the unnecessary waits and
improving the quality of the service to the customers
which may increase the organizational profits (Tom &
Lucey, 1997; Noone et al. 2007). Most of the research
that has been done in relation to time aspect, found that
negative experiences regarding meal pace or increas-
ing the pace, make customers dissatisfied and orga-
nizations losing customers (Kimes, Wirtz & Noone.
2002). In restaurants, meal pace is one of the most
important services within customer value proposition
and casual dining restaurants (Noon, Kimes, Mattila &
Writz, 2007). Most of the organizations focus more on
service delivery and forget to highlight meal pace in
their customer service standards. Hence, restaurants
come into trouble and lose customers within today’s
competitive marketplace. Nevertheless, customer sat-
isfaction and customer revisit intention are two other
issues which are strongly important to the restaurant
industry (Hansemark & Albinson, 2004). Also, both
factors should be considered as the main tools to gain-
ing new customers and remaining satisfied customers
which is essential to the management of a success-
ful business in today’s competitive marketplace (Han,
Back & Barrett, 2009). Therefore, the aim of this
research is to investigate the meal pace experience,
customer revisit intention, and customer satisfaction
within casual dining restaurants in Kuala Lumpur.
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2 LITERATURE REVIEW

2.1 Meal pace experience

Restaurant operators who seek to increase the organi-
zational profits and accomplish the managerial goals,
highlight on different items such as service delivery,
service quality and meal pace as ways to raise the table
turns during peak periods (Kimes, Writz & Noone,
2002). Therefore, with an increasing number of peo-
ple dining out, the goal of casual dining restaurant
management is to maximize the revenue where ser-
vice are sold to the customers in different ways at the
right time, and at the right place (Susskind, 2002).

Despite the consequences of restaurant types, din-
ing experiences can vary significantly on the way
to obtain satisfied customers within the organization
(Lee, Kim & Ko, 2011). Restaurateurs often utilize to
control the dining duration from the meal itself to the
speed during check settlement which has a direct effect
on customer satisfaction. Restaurants may diminish
customer satisfaction and lose customers by deliver-
ing substandard service and the time that customers
are forced to wait for the meal or check settlements
(Kimes, Writz & Noone, 2002). However, restau-
rant managers need to recognize the effective aspects
such as meal pace, service quality, and meal quality
perceived by the customers to have a successful busi-
ness within the competitive market place. A focus on
meal pace and reducing dining duration may have an
effect on customer experience and customer satisfac-
tion as well (Tom & Lucey, 1997), In this term, many
researchers found that the pace of meal and service
may have a direct effect on customers experience and
create a positive or negative background in customers
mind (Tom & Lucey, 1997; Kimes, Writz & Noone,
2002; Anderson & Mossberg, 2004).

2.2 Effect of meal pace experience on customer
satisfaction and dissatisfaction

Due to the escalating numbers of customers in Casual
Dining Restaurants (CDR), restaurateurs or CDR
Managers are tolerating high quality products with
superior service to obtain customer satisfaction. How-
ever, organizations need to develop the service quality
and it is important to fully understand the customer
expectations and perceptions. Customer satisfaction is
often used to return the customers back to the restau-
rant. Customer satisfaction and customer dissatisfac-
tion has direct effects on the organizations which lead
to several positive and negative consequences regard-
ing organization’s profitability, customer retention,
and customer revisit intention.

3 METHODOLOGY

The population of the study consisted of customers
within casual dining restaurants in the area of Golden
Triangle/Kuala Lumpur. Therefore, a questionnaire
was deemed the most appropriate tool to be used. In

Table 1. Descriptive analysis of meal pace dimensions.

Meal pace dimesnions (Stage) Mean SD

Meal pace experience S1 2.37 0.715
Meal pace experience S2 2.29 0.682
Meal pace experience S3 2.24 0.713

this study the survey method was used to accomplish
information regarding customer meal pace experience
and meal pace processes to identify the customers’
expectations on meal pace experience, customer satis-
faction and customer revisit intention in casual din-
ing restaurants at Golden Triangle area. A total of
364 questionnaires were distributed to the customers
within casual dining restaurants in the selected area.

The questionnaire covers three main parts of casual
dining service operations such as the aspects relating
to the effects of Meal Pace Experience, Customer Sat-
isfaction, and Customer Revisit Intention. This items
were based on 5-point of Likert scale (1 = extremely
fast, 2 = fast, 3 = average, 4 = slow, and 5 = extremely
slow). Based on the previous studies in the relation
of meal pace at different types of restaurants, espe-
cially casual dining and fine dining restaurants, the
questionnaires were distributed during dinner time
(Anderson & Mossberg, 2004; Davis & Maggard,
1994; Hansemark &Albinson, 2004; Hui &Tse, 1996;
Maister, 1985). For the purpose of this study, we asked
the respondents to rate their meal pace experiences
during dinner time, because most of the customers at
casual dining restaurants in Kuala Lumpur spend their
time more for dinner than lunch time. On the other
hand, many customers during lunch time feel unduly
rushed and take less time for the meal, while during
dinner time customers can enjoy the meal and spend
more time with their family or partners within a casual
environment as well as get pleasure from the products
and services within the casual dining restaurants.

4 FINDINGS

In this part, the independent variables of meal pace
dimensions on those customers within casual din-
ing restaurants were examined. The information were
based on level of meal pace experience of those cus-
tomers who have experience in using casual dining
products and services within casual dining restaurants
at Golden Triangle area in Kuala Lumpur. The items of
the three dimensions (stages) were tabulated inTable 1.

4.1 Meal pace experience: Stage one

For items in first stage meal pace dimensions, con-
sumers somehow was satisfied with the first stage
of meal pace dimensions (M = 2.37). Customers also
somewhat agreed with the pace of the meal in the first
stage offered by casual dining restaurateurs (M = 2.42)
at that particular time and the length of the meal
meet customers’ expectations with the mean score of
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Table 2. Factors influencing customer satisfaction.

Dimensions (Stages) Mean SD

Customer Meal Pace Experience
Stage one
How would you describe the pace of the
first stage of your meal;

2.42 .721

How would you describe the length of the
first stage of your meal

2.62 .716

I was pleased with meal pace experience
at this stage

2.22 .704

How were you greeted by the staffs 2.24 .784
When you submitted an order, how would
you rate the timeliness of processing your
order

2.35 .771

Customer Meal Pace Experience
Stage Two
How would you describe the pace of the
second stage of your meal

2.38 .743

How would you describe the length of the
second stage of your meal

2.49 .691

I was pleased with meal pace experience
at this stage

2.21 .612

How would you rate the meal pace
at this stage

2.20 .631

When you submitted an order, how would
you rate the timeliness of processing your
order

2.30 .697

The process of clearing plates/glasses was
done smoothly

2.20 .718

Customer Meal Pace Experience
Stage Three
How would you describe the pace of the
third stage of your meal

2.32 .711

How would you describe the length of the
third stage of your meal

2.44 .703

I was pleased with meal pace experience
at this stage

2.25 .681

How would you rate the meal pace
at this stage

2.30 .676

How would you rate the billing process of
this restaurant

2.03 .762

The process of clearing dessert plates was
done smoothly

2.10 .750

(1 = extremely fast, 2 = fast, 3 = average, 4 = slow, and
5 = extremely slow).

2.62. What is more interesting is that customers were
somehow pleased with the meal pace experience at
the first stage (M = 2.22) and were agreed that the
customers was being greeted by the staffs as well
(M = 2.24). However, the timeliness of proceeding the
order of the first stage of meal pace dimensions was
agreed by customers perspectives (M = 2.35). Table 2
shows the distribution of frequencies and percentages
of each item in the first stage of meal pace experience
individually.

4.2 Meal pace experience: Stage two

At the second stage of meal pace dimensions, cus-
tomers tend to slightly agree with pace of the second

stage of the meal (M = 2.38). However, customers
slightly agreed with the length of the meal in the
second stage with the mean score 2.49 and the stan-
dard deviation of 0.691. In this case, customers were
slightly satisfied with the timeliness of the processing
the order in the second stage of meal pace dimensions
(M = 2.30). Also, customers rated the second stage of
meal pace dimensions at the particular casual dining
restaurant at Golden Triangle area (M = 2.20) which
is inclined to good. Casual dining restaurants offered
a value meal pace, proven through the outcomes rated
by the customers (M = 2.21). The customers some-
how agreed that in general the process of clearing
plates/glasses was done smoothly (M = 2.20).

4.3 Meal pace experience: Stage three

For other items in the third stage of meal pace dimen-
sions, customers agreed that the pace of the third stage
of the meal was fast (M = 2.32) and the length of
the third stage of meal was short enough (M = 2.44)
for the customers who experienced having he meal at
casual dining restaurants. Customers also were satis-
fied with the billing process at casual dining restau-
rants (M = 2.03). Moreover, high score in customers
rating for the pace of the meal in the third stage stated in
the same item which indicated (M = 2.30) inclined to
be satisfied with the meal pace at stage three. Clearing
and cleaning are two important items within hotels and
restaurants which have a direct effect on customers’
experiences. In this case, most of the customers were
satisfied with the process of clearing dessert plates.

4.4 Descriptive analysis for customer satisfaction
and customer revisit intention

In this section, the dependent variables of customer sat-
isfaction and customer revisit intention within casual
dining restaurants were examined. The information
were based on level of customer satisfaction and
customer revisit intention of those customers who
have experience the pace of the meal within the
casual dining restaurants at Golden Triangle area in
Kuala Lumpur. The Items of customer satisfaction and
customer revisit intention are tabulated in Table 3.

As shown in table 3, the respondents were satis-
fied and rated the overall impression of the meal at
M = 2.04. The respondents were also satisfied with
the overall services provided (M = 2.19), overall meal
pace experience (M = 2.25), overall pace of their
meal (M = 2.28), and finally overall length of their
meal recorded the lowest satisfaction level (M = 2.44).
As for customer revisit intention, most respondents
agreed that they will patronize the restaurant again
(M = 2.03), and they will recommend the restaurant
to others (M = 2.01).

Pearson Correlation was used to test the relation-
ships between the independent variables (Meal Pace
Experience) and dependent variable (Customer Sat-
isfaction) as shown in Table 4. The results revealed
that there is a significant relationship between meal
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Table 3. Factor influencing customer satisfaction and cus-
tomer revisit intention.

Mean SD

Customer Satisfaction
How satisfied are you with the value of
assistance or information you received

2.28 .786

Overall, how satisfied are you with the
services provided

2.19 .657

How satisfied are you with meal pace
experience

2.25 .672

How would you rate the OVERALL
impression of the meal

2.04 .781

How would you rate OVERALL pace of
your meal

2.28 .713

How would you rate the OVERALL length
of your meal

2.44 .770

(1 = very satisfied, 2 = satisfied, 3 = neutral,
4 = dissatisfied, and 5 = very dissatisfied).

Customer Revisit Intention
I will recommend others about the casual
dining restaurant

2.01 .695

I have positive perception about using
casual dining products /services

2.00 .567

How likely are you to recommend this
restaurant to others

2.11 .676

Will you patronize the restaurant again 2.03 .802

(1 = strongly agree, 2 = agree, 3 = neither, 4 = disagree, and
5 = strongly disagree).

Table 4. Correlations of meal pace experience on
customer satisfaction.

CS MPE

Customer satisfaction
Pearson correlation 1 0.762
Sig.(2-tailed) 0.001
N 204 204

Meal pace experience
pearson correlation 0.762 1
Sig.(2-tailed) 0.001
N 204 204

pace experience and customer satisfaction at 0.762.
That means the more positive meal pace the customer
experienced; the more customers will be satisfied with
that casual dining restaurant. Thus, meal pace expe-
rience is important to the organizations within the
hospitality and restaurant industry in order to attain
customer satisfaction and have a successful business
within today’s competition marketplace.

Table 5 illustrated the Pearson Correlation rela-
tionship between meal pace experience (MPE) and
customer revisit intention (CRI). It is significant at
0.639. The results revealed that there is a signifi-
cant relationship between meal pace experience and
customer revisit intention.

Table 5. Correlations of meal pace experience on
customer revisit intention.

CRI MPE

Revisit Intention
Pearson correlation 1 0.639
Sig.(2-tailed) 0.001
N 204 204

Meal pace experience
Pearson correlation 0.639 1
Sig.(2-tailed) 0.001
N 204 204

5 DISCUSSION

Most of the respondents had clear pacing expecta-
tions within casual dining restaurants which showed
that customers are aware about the service opera-
tions within different type of restaurants. With pace
expectations, customers are more sensitive to the pace
of dining experiences. This finding was found to be
consistent with the study by Noone et al. (2007).
Understanding about how to deliver high quality meal
pace to the customers plays an important role to obtain
satisfied customers, because too slow or too fast meal
pace influence the pace of dining experience of the
customers and will diminish customer satisfaction as
well (Hansemark & Albinson, 2004; Noone et al.
2007).

Apart from that, positive experience about meal
pace dimensions will enhance the concept of customer
satisfaction and spread their satisfied feeling to other
people.According to Jaksa et al. (1999), customers are
more likely to spend more time and money in those
restaurants where offer high quality meal pace and
high value products. It could be concluded that meal
pace experience significantly influence customer sat-
isfaction and has a positive relationship with customer
satisfaction at casual dining restaurant.

The findings also indicated that meal pace experi-
ence positively related with customer revisit intention.
It is important to identify what customers experienced
regarding the pace of dining within the casual dining
restaurants from the beginning of the meal pace pro-
cess until the customers leave the restaurant, in order to
bring customers back into the organization. The Meal
Pace Experience (MPE) which revolved around three
dimensions could influence the customers to revisit
(Noon et al. 2007; Kimes et al. 2002).
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The moderating effect of environmental variables on business strategy
and performance of hotels in Batam Island, Indonesia
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ABSTRACT: The increase of hotel industry in Batam City in recent decades pre-empted a growth in national
and international hotel chains, and lately the emergence of global chains. The growth has not only occurred in
the number of chains, but also in their size and segment market especially from Singapore and Malaysia. The
highly volatile and competitive business environment has encouraged the hotel industry in Batam to provide high
standards of quality services to the customers. This paper focuses on the moderating effect of environmental
variables on the business strategy and performance relationship among one to four star hotel categories in
Batam City. Focus respondents were selected from the total population of 44 hotels in Batam City. Moderated
Regression Analysis (MRA) was conducted to test the hypothesis. Results indicated that the moderating effect
of environmental variables on business strategy and performance relationship is significant.

Keywords: business strategy, environmental variables, performance, hotel industry, Batam City.

1 INTRODUCTION

During the transition from a manufacturing to a service
economy in Batam, tourism provided a needed boost to
the economy by creating jobs and promoting regional
economic development. Bonnet (1993) suggested the
tourism strategy as a basis for entrepreneurial activ-
ity by using tourism as a means of drawing the
outside market into the local economy. As more tour-
ists visit the state, more opportunities can be created
for business development and job creation in hotels,
restaurants, and various service businesses.The highly
volatile and competitive business environment has
encouraged the hotel industry in Batam to be more
practical in its employee’s performance so as to provide
a high standard of quality services to the customers.
Harrington (2004) and Slattery and Olsen (1984)
indicated that the hospitality industry is highly com-
plex and volatile, relative to many other industries.
Although these environmental variables have been
defined and assessed in a variety of ways, one rela-
tively consistent conceptualization of environmental
uncertainty is that it is described as a higher order
construct of two lower level environmental constructs:
dynamism and complexity (Duncan, 1972).

Additionally, empirical studies consistently showed
that environmental variable (Bstieler & Gross, 2003)
have more influence on their strategy and perfor-
mance. In general, it was postulated that strategically
driven measures for performance evaluations provide

both management and employees with the means to
identify with the success of the strategy, and track
their own contributions to its achievement (Kaplan &
Norton, 1996; Lynch & Cross, 1991; Simons, 1995). It
is further assumed that certain strategies will produce
better results than others under varying environmen-
tal conditions. Thus, strategy is viewed as an adaptive
mechanism to be utilized for achieving optimal perfor-
mance. Perhaps, more importantly, it is argued that the
strategy that will produce the best results is dependent
on existing environmental circumstances (Miles &
Snow, 1978).

Besides that, the environment can be expected
to affect organizational choices because the mainte-
nance of organizations depends upon some degree of
exchange with outside partners (Child, 1972).An orga-
nization being dependent on the environment is not
in itself a problem, as long as the flow of required
resources is stable and assured. Problem arise when
the flow of resources become uncertain. The environ-
mental uncertainty has been defined as the extent to
which future states of the world cannot be anticipated
and accurately predicted (Preffer & Salancik, 1978).
This condition is similar with Batam city where many
investors in hospitality expand globally, environmen-
tal force become more complex, dynamic, uncertain
and turbulent (Teare & Olsen, 1992). Thus, this study
intends to investigate moderating effects of environ-
ments on the relationships between business strategy
and performance.
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2 LITERATURE REVIEW

2.1 Business strategy, environmental variables,
and performance relationship

According to Child (1972) performance is not a depen-
dent variable and thus it is not the end product. Even
though the level of performance is discovered to have
a relationship with a feature of organization that does
not mean that there is a causal effect of performance.
Strategists and strategic management scholars gener-
ally agree that both large and small firms that align
their competitive strategies with the requirements of
their environment outperform firms that fail to achieve
such alignment (Beal 2000). The bulk of the studies
investigating the relationship between environment,
strategy and performance indicate that the influence
of environment on performance is higher in heav-
ily regulated industries. The relationship between the
firm and its environment, in the strategy-making con-
text, has two major dimensions. First, the firm’s basic
mission or scope should match its environment. Sec-
ond, it should aim at having a competitive edge with
other firms that are also trying to get that match. With
any significant change in the level of environment,
a change in strategy is necessary to keep the orga-
nization in harmony with its environment and most
likely the organization will be more successful (Mohd
Radzi, 2004). A mismatch between environmental
variables and firm strategic orientation reduces rev-
enues and/or increase cost (Jabnoun et al. 2003).

2.2 Moderating effects of environments

Prescott (1986) in his study of 1638 firms using
data from the Profit Impact of Market Share (PIMS),
developed a typology of environments (emerg-
ing, fragmented, fragmented with auxiliary services,
global importing, global exporting, stable, mature,
and declining) and strategy (cost efficiency, asset
parsimony, and scale-scope). He points out that
environment moderate the strength of relationships
between business unit strategies and their perfor-
mance. According to him, if environment does not
change the form of relationships between strategy
and performance, perhaps changing environmental
situations require changes in relative emphases of
strategies rather than changes in strategies.

Hitt et al. (1982) in their study examined separately
the moderating effects of two variables, grand or cor-
porate strategy and type of industry, on the strategic
importance of functional areas and company perfor-
mance. Their results indicated that both grand strategy
and type of industry had separate, significant moder-
ating effects on the relationship between functional
areas and performance. An attempt to examine the
three way interaction of industry type and grand strat-
egy simultaneously on the relationship between func-
tional importance and performance was not possible
because their samples were small. Thus, the question
of whether grand strategy and industry type simulta-
neously have an interacting effect on the relationship

between functional importance and performance was
left unanswered.

Based on these empirical and theoretical contem-
plations, it is proposed that:

H1. Environmental moderate the strength of the
relationship between business strategy and
performance
H1.1 Environmental moderate the strength of

the relationship between low cost and
performance

H1.2 Environmental moderate the strength of
the relationship between differentiation
and performance

H1.3 Environmental moderate the strength of
the relationship between focus and perfor-
mance

3 METHODOLOGY

This study was correlational in nature and a self-
administered survey questionnaire was used for pri-
mary data collection. The relevant unit of analy-
sis for this study was the strategic business unit
(hotel). The prospective respondent was that of the
Chief Executive Officer (CEO) or any members
of the top management. The Ministry of Culture
and Tourism Department and Indonesian Hotel and
Restaurant Association (IHRA) uses the Star Rating
System for classifying hotels of similar attributes.
The rating ranges from 5 star indicating an upscale
type accommodation and facilities to 1 star hotel
with minimum standard of accommodation and
facilities. From the information gathered, there are a
total of 44 hotels ranging from 4-star hotels to 1-star
hotels in Batam City (BIDA-Batam, 2005).

3.1 Instrumentation

The questionnaire contained a total of 46 questions. It
encompassed a mixture of structured questions; some
required “tick in the box” answers, while others were
measured using a five point Likert scale to ascertain
strength of feelings, after respondent circled or crossed
a number on a scale, ranging from “(1) very low to (5)
very high.

3.2 Data collection method

The questionnaire and a request in the context of a
cover letter were mailed to the Chief Executive Offi-
cer or the General Manager. The cover letter described
the nature of the research and a request for coopera-
tion.The respondents were asked to indicate the degree
to which a number of characteristics are related to
their environment and business strategy. Each ques-
tionnaire was self addressed and had a reply paid stamp
for ease of return. A reminder postcard was mailed
one week after the first mailing and was followed by
telephone follow up calls to those general manager or
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Table 1. Results of T tests for differences in perceptions between business strategy, environmental variables and moderating
effects.

(ROS t or ROA t) Y = α + β1 (Business Strategy) + β2 (Environmental Variables) + β3 (Interaction BS and EV)

ROS = 2.802 + 0.156 (Business Strategy) + 0.016 (Environmental Variables) − 0.250 (Interaction BS and EV)

ROA = 2.810 + 0.152 (Business Strategy) + 0.043 (Environmental Variables) − 0.252 (Interaction BS and EV)

Results

Return on Sales (ROS) Return on Assets (ROA)

Variables Coefficients t-values Sig. VIF Coefficients t-values Sig. VIF
(1) (2) (3) (4) (5) (6) (7) (8) (9)

(Constant) 2.802 50.969 0.000 2.810 41.336 0.000
Business Strategy (X1) 0.016 0.257 0.798 3.314 0.043 0.565 0.575 3.314
Environmental variables (X2) 0.156 2.574 0.014 3.197 0.152 2.028 0.049 3.197
BS * EV (X3) −0.250 −2.671 0.011 1.099 −0.252 −2.175 0.036 1.099
R2 0.442 0.378
F values 10.582 0.000 8.091 0.000
N 44 44

Note: ROS is estimated by dividing net income by total sales; ROA is estimated by dividing net income by total assets; VIF is
variance inflation factor to examine multicollinearity.
Dependent variable: Financial performance.
∗p < .05.

top level manager, which resulted in additional usable
questionnaires.

3.3 Testing of hypotheses

Hypothesis testing in this study was assessed using
moderating regression analyses (MRA). An F test
was used to know how independent variable signifi-
cantly influences toward dependent variable according
to stimulant. Formula to F test is based on (Gujarati,
2003:258):

I = R2/k − 1

(1 − R2)/(n − k)

where,
R2 = determinant coefficient
n = sample size
k = total independent variable

Calculation result (Ftest) then compared with
(Ftable) with confidence level 95% (α = 0.05).
Gujarati (2003) suggested that the assumptions to be
examined are as follows:

• If Ftest ≤ Ftable: Ho accepted or Ha rejected
• If Ftest > Ftable: Ho rejected or Ha accepted

3.4 Reliability analysis

Prior to hypotheses testing, the data were assessed
for reliability analysis using the Cronbach’s Alpha
values (Cronbach, 1951). Cronbach’s Alpha first
independent variable of business strategy was .932.

Internal consistency reliability of the second indepen-
dent variable of environmental variables had reliability
coefficients of .942. The third variable of performance
was .952 as the highest value. Generalizing from the
results, the Cronbach’s Alpha values for the internal
consistency of all study variables were considered
acceptable.

3.5 Hypotheses testing

The purpose of the hypothesis is to determine the mod-
erating effect of environmental variables on the rela-
tionship between business strategy and performance.
To test this hypothesis, the multiple regression analy-
sis using absolute difference method was undertaken
(Frucot and Shearon, 1991). First, business strategy
and environmental variables were measured by stan-
dardized value. Then, each standardized value from
business strategy and environmental variables mea-
sure were computed to resulting absolute difference
variable. This method better reflects the relationship
among the three variables and reduces multicolinear-
ity. While the performance measures were computed
by taking the average return on sales (ROS) and return
on assets (ROA).

As can be seen from table 1, the effect of inter-
action between business strategy and environmental
variables on performance relationship were signif-
icant (ROS t = −2.671, p = 0.011 < 0.05 and ROA
t = −0.252, p = 0.036 < 0.05). Each t statistic from
ROS and ROA were less than the critical value of
2.021 with confidence level of 95% (α = 0.05)
Gujarati (2003).
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Table 2. Results of T tests for differences between low cost, environmental variables and moderating effects on performance.

Results

Return on Sales (ROS) Return on Assets (ROA)

Variables Coefficients t-values Sig. VIF Coefficients t-values Sig. VIF
(1) (2) (3) (4) (5) (6) (7) (8) (9)

(Constant) 2.732 48.764 0.000 2.730 40.158 0.000
Zscore (Low Cost) −.047 −.805 0.425 2.622 −.049 −.688 0.495 2.622
Zscore (Environmental variable) 0.204 3.491 0.001 2.620 0.224 3.154 0.003 2.620
Absolute (LC*EV) −.094 −1.080 0.286 1.002 −.075 −.710 0.482 1.002
R2 0.368 0.321
F values 7.78 0.000 6.313 0.001
N 44 44

Note: ROS is estimated by dividing net income by total sales; ROA is estimated by dividing net income by total assets; VIF is
variance inflation factor to examine multicollinearity.
Dependent variable: Financial performance.
∗p < .05.

Table 3. Results of T tests for differences between differentiation, environmental variables and moderating effects on
performance.

Results

Return on Sales (ROS) Return on Assets (ROA)

Variables Coefficients t-values Sig. VIF Coefficients t-values Sig. VIF
(1) (2) (3) (4) (5) (6) (7) (8) (9)

(Constant) 2.782 45.868 0.000 2.792 37.862 0.000
Zscore (Differentiation) 0.022 0.352 0.727 3.112 0.046 0.611 0.544 3.112
Zscore (Environmental variable) 0.150 2.458 0.018 2.987 0.149 2.004 0.052 2.987
Absolute (Differentiation*EV) −.192 −1.942 0.059 1.122 −.199 −1.657 0.105 1.122
R2 0.397 0.349
F values 8.771 0.000 7.139 0.001
N 44 44

Note: ROS is estimated by dividing net income by total sales; ROA is estimated by dividing net income by total assets; VIF is
variance inflation factor to examine multi-collinearity.
Dependent variable: Financial performance.
∗p < .05.

To further investigate the nature of the relation-
ship, a one-way analysis of variance was conducted to
test the three sub-hypothesis. Each variable was mea-
sured by the absolute difference (Frucot and Shearon,
1991). These hypotheses examine the contention that
employing different strategies in hotels in Batam city.
The results of this analysis were presented in Table 2–
Table 4.

The result in table 2 above showed that “Low Cost
and ROS” relationship is moderated by environmen-
tal variables, the parameter estimated was 0.42 with
t-statistic of −0.805 and confidence level of 95 per-
cent (α = 0.05). While for “Low Cost and ROA”
relationship is moderated by environmental variables,
the parameter estimated was 0.49 with t-statistic of
−0.688, p > 0.05. The results revealed that the effect
of moderating variables between “Low Cost and envi-
ronmental variables” on performance (ROS and ROA)
was not strong.

As can be seen from Table 3 above, the effect
of moderating variable between “differentiation and
environmental variables” on performance relation-
ship was partially significant (ROS t-statistic =
−1.942, p = 0.05 = 0.05), and (ROA t = −1.657,
p = 0.10 > 0.05). This results showed that partially
strong interaction between “differentiation and envi-
ronmental variables” on performance.

The ANOVA results in Table 4 showed that the
effect of interaction between “focus and environ-
mental variables” on performance relationship were
partially strength with the statistical test of the β coef-
ficient (ROS t = −2.675, p = 0.01 < 0.05) and (ROA
t = −1.749, p = 0.08 > 0.05). However, based on the
overall model fit, the result proved that there is sig-
nificant or strong moderating effect between business
strategy and environmental variables on performance.

These current findings also add support to the
previous studies that suggest environment as a
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Table 4. Results of T tests for differences between focus, environmental variables and moderating effects on performance.

Results

Return on Sales (ROS) Return on Assets (ROA)

Variables Coefficients t-values Sig. VIF Coefficients t-values Sig. VIF
(1) (2) (3) (4) (5) (6) (7) (8) (9)

(Constant) 2.819 46.722 0.000 2.803 36.929 0.000
Zscore (Focus) 0.044 0.775 0.443 2.847 0.073 1.009 0.319 2.847
Zscore (Environmental variable) 0.162 3.092 0.004 2.372 0.154 2.335 0.025 2.372
Absolute (Focus*EV) −.244 −2.675 0.011 1.326 −.201 −1.749 0.088 1.326
R2 0.441 0.355
F values 10.521 0.000 7.324 0.001
N 44 44

Note: ROS is estimated by dividing net income by total sales; ROA is estimated by dividing net income by total assets; VIF is
variance inflation factor to examine multicollinearity.
Dependent variable: Financial performance.
∗p < .05.

moderator variable. Studies by Fredrickson and
Mitchell (1984), Hitt and Ireland (1986), Li and
Simerly (1998) also reported the moderating effect
of environment on the relationship between business
strategy and performance in large firms.

4 DISCUSSION

The hypothesis tested posits that environmental vari-
ables as measured for business strategy formulation,
significantly moderate the relationship between busi-
ness strategy and performance.These findings suggest
that environmental variables have some moderating
effect on the business strategy-performance relation-
ship and it may lead to better performance if the
degree of environment is stable. These findings sug-
gest that environmental variables moderate the rela-
tionship between business strategy and performance
and it is consistent with the contingency theory. The
contingency theorists viewed environmental variables
as an important moderating variable that can influ-
ence a firm’s performance (Arnold et al., 1982). Rapid
market changes in Batam City, increasing complex-
ity and uncertainty are creating a new competitive
environment. The result implied that hotels must for-
mulate strategic plan that are consistent with their
performance.

Environmental variables as a moderating variable
did not influence the low cost strategy and perfor-
mance relationship, which indicated that an emphasis
on a differentiation strategy will have a greater impact
on the performance than an emphasis on a low-cost
strategy (Pelham, 2000). This evidence is also in line
with the general view that in order to survive in
the business environment, firms need to develop and
implement business strategies that can cope with the
forces in the environment such as those related to
threats of new entry, substitution and the bargaining
power of suppliers and competitors (Porter, 1980).
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ABSTRACT: Perceived service fairness is increasingly emerging as a strategy for hospitality-related establish-
ments that strives to retain loyal customers and generate positive future behavioral outcomes in today’s highly
competitive environment. However, a limited number of studies have investigated perceived service fairness
within this context as well as within and outside service failure. Therefore, applying theories and principles
rooted in consumer behavior including perceived justice theory and equity theory, this current study presents a
conceptual paper to explain the relationship between perceived service fairness (interactional, procedural, out-
come and price) and future behavioral intentions of customers in the context of airlines. The mediating effect of
perceived commercial hospitality on the relationship is also discussed in this conceptual paper. More specifically,
the aim of this study is to explore the interrelationship between perceived service fairness, perceived commercial
hospitality and behavioral intentions.

Keywords: perceived service fairness, perceived commercial hospitality, behavioral intentions, airline

1 INTRODUCTION

1.1 Background of the study

In today’s world of globalization, travelling by air
transport is gaining popularity over any other mode
of transportation. Based on records, demand for air-
line travel has been increasing. 1950 through 1960
marked a trend when the yearly growth was consis-
tent at approximately 15%. Airline industry showed
growth ranging between 5% to 6% consistently in the
80s and 90s (Economy Watch, 2010).

The airline industry is changing quickly and com-
petition in the airline industry is ever increasing as air-
lines try to acquire and retain customers. For decades,
price is initially and commonly used as the primary
competitive weapon. However, airline providers soon
discover that competition on price alone represents a
no-win situation in the long-run. There are also no
competitive advantages based on price alone (Toosi
and Kohanali, 2011). It is because, airline are relatively
efficient in responding to competitors’ price changes
(Jones and Sassers, 1995) and air travelers also have
meaningful choices among airlines. Therefore, there is
an increasing need among airline firms to differentiate
themselves by meeting the needs of customers better
than the competition.

1.2 Problem statements

For decades, past studies showed that scholars and
practitioners in services marketing have shown con-
siderable attention towards service quality as a service
evaluation framework (Brady et al., 2001; Fisk et al.,
1993). It is because, the key to sustainable competitive
advantage lies in delivering high quality service that
will in turn result in satisfied customers (Ismail, et al.,
2009). In today’s global competition for service indus-
try, the topic of fairness which is firstly proposed by
Clemmer (1993) as an axiom for evaluating services
offered is continuing to gain more focused from mar-
keting practitioners as well as scholars (Seiders and
Berry, 1998). Unfortunately, the studies were focusing
more on the context service failure and service recov-
ery as well as the role of different facets of fairness in
understanding customer reactions to a firm’s service
failure and recovery process (Colquitt, 2001; Colquit
et al., 2001; Mattila and Cranage, 2005). Indeed, fair-
ness perceptions are always present in the consumption
experiences and customers may have the occasion to
observe services from a fairness perspective beyond
services failures and recovery process. Since fairness
perceptions are context-dependent (Brady and Dunn,
1995; Colquitt, 2001), the conceptualization of fair-
ness in an all-inclusive service delivery process would
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not be congruent with the service failure context.
Therefore, despite the fact that consideration of all
service delivery situations (with or without service
failure) provides a richer portrait of service fairness
(Bowen et al., 1999), the significance of perceived ser-
vice fairness in a more general context has often been
sparse until recently and has lacked empirical support
especially in the context of airline industry.

Although past studies had provided the evidences
for the positive relationship between customers’ per-
ception of fairness and behavioral, very few studies
thus far have factored in the impact of other inter-
vening variable like hospitality. In the study by Chih-
Ching (2011), the comments from respondents implied
that commercial hospitality providers could generate
an authentic atmosphere by applying hospitality in the
domestic settings. Although hospitality can be said as
to be one of the most prominent aspects of airline ser-
vice, but is has been criticized as offering less than
authentic hospitality.

Therefore, this study is unique in the sense that it
is not only focuses to provide better understanding
on how perceived service fairness may influence cus-
tomers’ behavioral intentions, but also how mediating
effect of customers’ perceptions of hospitality in com-
mercial context (airline industry) can be enhanced in
a set of service processes.

2 LITERATURE REVIEW

2.1 Service fairness concepts

The concept of fairness has its foundations in social
psychology (Adams, 1965 and Homans, 1961) and
investigation into fairness perceptions has developed
from early work relating to social exchange (Gielissen
et al., 2008). Perception of fairness has been inten-
sively used to explain an individual’s judgment about
whether they are fairly treated by others in various
contexts.

According to Seiders and Berry (1998), service
fairness can be defined as a perception of the cus-
tomers towards the level of justice in a service firm’s
behavior. Customers will judge the service that they
receive from the service provider is injustice or
uniquely fair behavior when their experience conflicts
with their fairness standard.

2.2 Service fairness dimensions

In this study, service fairness has been viewed into four
dimensional construct inclusive of price fairness, pro-
cedural fairness, outcome fairness and interactional
fairness (Namkung et al., 2009).

2.2.1 Interactional fairness
Interactional fairness is viewed as interpersonal treat-
ment received by customer from the service provider
during the service process or performance of pro-
cedures (Bies and Shapiro, 1987; Gilliland, 1993).
According to Parasuraman et al. (1985), interpersonal

interactions are an integral part of service encounters
especially for hospitality services which are character-
ized by a high level of interaction between customers
and service providers.

2.2.2 Procedural fairness
Procedural fairness indicates the processes, rules
and procedures used to reach decision or to gener-
ate outcome (Folger and Cropanzo, 1998). Drawing
from social exchange theory, Thibaut and Walker
(1975) argued that individuals preferred fair proce-
dures because they were more likely to result in fair
outcomes. Timeliness and efficiency of a service sys-
tem is a part of procedural fairness seeks by customers
in service delivery. It is because waiting time and
delays in service are perceived as a loss (Namkung
and Jang, 2010) especially to business travelers.

2.2.3 Outcome fairness
According to Namkung and Jang (2010), outcome fair-
ness refers to the consumer’s subjective assessments
about tangible details of the service delivered. Based
on the past study of early justice research, it is assumed
that reactions in social settings were largely based
on the favorability of the outcomes received (Adams,
1963). Individuals or customers seek to have a rela-
tionship with a firm that aims to provide an excellent
core product or service to their customer and they will
also attempt to maximize long-term net benefits over
the course of a relationship.

2.2.4 Price fairness
Perceptions of price fairness can be defined
as customers’ judgment regarding the differences
between what they expected and what they accepted
(Kahneman et al., 1986b). Customers usually view
price is unfair when they discovered they price that
they pay is imbalance with that they receive. For exam-
ple, customer will perceive customers perceive price
differences as unfair when they discover the difference
is to their disadvantage (Bolton, Warlop, and Alba,
2003; Haws and Bearden, 2006).

2.3 Behavioral intentions

According to Warshaw and Davis (1985), behavioral
intentions can be defined as the degree to which a per-
son has formulated conscious plans to perform or not
perform some specified future behavior. Behavioral
intentions are commonly operationalized as a surro-
gate indicator of actual behavior (Fishbein and Ajzen,
1975).

Specific signals of favorable behavioral inten-
tions involve recommending the company to others
(Reichheld and Sasser, 1990), providing positive word-
of-mouth (Boulding et al., 1993), and remaining loyal
to the company (Rust and Zahorik, 1993). Whereas
avoiding repeat custom, by spreading negative word-
of-mouth recommendations or even using violence
(Bougie et al., 2003) can be used as an indicator of
unfavorable or negative future behavioral intentions.
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2.4 Perceived commercial hospitality

Hospitality is very important in creating superlative
and memorable experiences for a customer. It also has
been categorized it as a way to enhance service factors
in service industries (Lovelock et al., 2005) because
the study of hospitality as a human phenomenon
directly deals and essentially involves the relationship
between host and guest (M. Ariffin, Maghzi and Aziz,
2011).

From the social context, hospitality can be referred
to as the act of being hospitable while from the com-
mercial perspective, hospitality can also be regarded as
a sub-sector of the service industry (M. Ariffin et al.,
2011). Applying hospitality concepts to service deliv-
ery, businesses can stimulate interactions between
receivers and providers, where provision involves a
complex blend of food, drinks and accommodation
(Lockwood and Jones, 2000). However, according to
Lashley and Morrison (2000), hospitality requires the
guest to feel that the host was being hospitable through
feelings of generosity, a desire to please and a gen-
uine regard for the guest as an individual. Hospitality
is therefore more than just about the host providing
food and accommodation to the guests but also about
entertaining the guests.

In the context of commercial hospitality interac-
tion, Lashley (2008) recommended that hosts play an
important role in the interaction in which hosts should
understand and satisfy the customers’needs and expec-
tations through appropriate hosting performance and
delivery transactions. Thus, the failure of the hosts to
adhere to the good interaction and positive exchange
experience with the customers may significantly
influences customer perceptions of hospitality, despite
the focus on the tangible product and service provided.

2.5 Relationship between perceived service
fairness and perceived commercial
hospitality

According to Brotherton (2005) and Lashley (2008),
hospitality behavior can be referred to as staffs’ hos-
pitable attributes and service behavior such as exhibit
welcoming, warm, sincere, friendly as that influence
customer hospitality experience..

In the same vein, according to Lashley (2008), an
acceptance of all guests as equally valued individ-
ual irrespective of guests’ characteristics is one of
the hosting quality that host should pay close atten-
tion to under the culture of hospitality. A culture of
hospitality would reject uneven and unfair treatment
of individual on the basis of gender, ethnicity, sexual
orientation or any other prejudgments. It means that
customer will accept the service that they receive is
fair when service providers have no biases or discrim-
ination towards their customer based on that basis. In
other words, the greater the level of service fairness
displayed by a firm, the more hospitable the service
is as perceived by the customer. The study by Chih-
Ching (2011) also showed that perceived fairness is

a significant determinant of the guest experience. The
experience in this study is referring to the experience of
the hospitality that customer receive from the service
provider.

Hence, it is assumed that customers’ perception on
commercial hospitality is dependent on their judgment
towards the fairness of the service they received.

2.6 Relationship between perceived commercial
hospitality and behavioral intentions

According to Chih-Ching (2011), customer evalu-
ations towards pleasant commercial hospitality are
dependent on the ability of host employees, service
design and service delivery to meet diverse customers’
needs and expectations. For example, Winsted (2000)
indicated that service behaviors, such as offering a
prompt greeting, demonstrating social manners, and
adopting a sincere expression, are critical to customer
satisfaction with service transactions. Customer sat-
isfaction has a positive influence on attitude change
in the post-purchase period (Westbrook and Oliver,
1991) and, in turn, enhances repurchase intentions
(Yi, 1990). Thus, in keeping with the arguments,
it is assumed that behavioral intentions are depen-
dent on the customers’ judgment towards perceived
commercial hospitality.

2.7 Relationship between perceived service
fairness and behavioral intentions

For both non-profit organizations and commercial
organizations, perception of fairness plays an impor-
tant role in customers’ subsequent behavior (Oliver
and Swan, 1989; Bei and Chiao, 2001). For the ser-
vice firms, whose product is intangible and relatively
hard for customer to evaluate, the perception of service
fairness played an important role. It is because previ-
ous studies have found that, when service organization
lack perceived service fairness, several negative future
behavioral outcomes will occur.

In the context of this study, the notion that per-
ceived service fairness precedes behavioral intention
is supported by a number of studies. For instance,
Swan and Mercer (1983) noted that perceived equity
leads to behavioral consequences such as complaining/
complimenting, intentions, word-of-mouth and repur-
chase/avoidance. Similarly, Clemmer (1993) also
revealed that service fairness significantly predicted
re-patronage intentions. Based on Seiders and Berry
(1998), customers have different kinds of reaction
towards unfairness due to the fact that they generally
expect for fair treatment when dealing with service
provider. As such, customers may spread negative
word-of-mouth recommendations or even using vio-
lence (Bougie et al., 2003). Research by Kahneman
et al. (1986) showed that customers are even willing
to disadvantage themselves to punish a seller who,
they perceived, acted unfairly. Therefore, it is formu-
lated that perceived service fairness has a positive
relationship with behavioral intentions.
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2.8 The impact of perceived commercial hospitality
on the relationship between perceived service
fairness and behavioral intentions

Finally, given that the perceived service fairness is
expected to predict perceived commercial hospitality
and perceived commercial hospitality predict behav-
ioral intentions, it is possible that perceived com-
mercial hospitality mediated the relationship between
perceived service fairness and behavioral intentions.

It is important to study the impact of perceived com-
mercial hospitality because in the study by Chih-Ching
(2011), respondents implied that commercial hospital-
ity providers could generate an authentic atmosphere
by applying hospitality in the domestic settings. In
addition, Lovelock et al. (2005) mentioned that the
quality of the hospitality provided by service provider
can help to increase or decrease the level of satisfac-
tion with the core service provision as well as viewed
as one of the “enhancing supplementary services” that
surrounds the core service (M. Ariffin et al., 2011).
As a result, it is expected that perceptions of com-
mercial hospitality partially mediates the relationship
between customers’perceptions of the service fairness
and customers’ behavioral intentions.

3 METHODOLOGY

3.1 Scope of study

For this present study, the area of study is limited to
the airline industry in Malaysia. The target popula-
tion of this study is both local and foreign passengers
that have experienced flying with Malaysian-based
airlines such as Malaysian Airlines and Air Asia.

3.2 Data collection method

The study will be based on cross sectional survey
where the primary data will be gathered and accu-
mulated through a structured questionnaire survey to
be administered at the airports. This method could
help and satisfy the researcher to gain first hand infor-
mation from a sample of passengers as well as large
number of passengers that can be reached to facili-
tate quantitative analysis. Indirectly, it could greatly
increase the number of questionnaires that can be
obtained and significantly reduces the cost of data
collection.

3.3 Data analysis

All the relationships or hypotheses will be tested
using Structural Equation Model (SEM). In addition,
factor analysis, descriptive analysis and inferential
analysis will also be tested.
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The impact of food safety practices on organizational performance
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ABSTRACT: Food service is an on-going business dealing with the preparation and service of food and
beverage outside the home. To date, the trend of eating out has become a new concept globally. The current
scenario has caused the food service industry to continuously be in demand. However, the demand in food service
industry has certain challenges including food safety that is likely to cause business interruptions including
caterers’ retention. Parallel to the good practices in the workplace, literature to-date contextualize food safety
practices as prevention practices in preparing and accomplishing food handlers’ work tasks related to food
preparation. Food handlers have a primary role to play for the future of the foodservice industry. This paper
conceptually discusses the link on food safety practices and organizational performance.

Keywords: food hazard, food safety, food safety practices, organizational performance

1 INTRODUCTION

Food service is an on-going business dealing with
the preparation and service of food and beverage out-
side the home. As the current scenario of eating out
is continuously in demand, it is understood that it
has to include food safety, quality, and security. In
simple terms, the food is expected to be safe to eat.
Consistently, the operator necessitates being aware on
essentials of food safety and sanitation. Eleven factors
were outlined: (1) hazards to food safety, (2) factors
that affect foodborne illness, (3) acceptable food prod-
uct process according to specifications, (4) capable in
dealing with safety assurance process of hazard anal-
ysis critical control point (HACCP), (5) awareness
of appropriate facilities, (6) equipment and utensils,
and (7) know the principles of cleaning and sanitizing
operations (McSwane, Rue, & Linton, 2000). Besides,
Mc Swane et al. (2000) added that it is crucial for
operators (8) to alert on environmental sanitation and
maintenance, (9) accident prevention and crisis man-
agement, (10) education and training, and (11) food
safety regulations. One means of food service oper-
ator’s role in food safety is to assure the food safety
between production and consumption.

On the other hand, the impact of eating good food
from religious perspective has been recorded in the
Quran, surah al-Mukminum verse 51: “O ye apostles!
Enjoy (all) things good and pure, and work righteous-
ness: For I am well-acquainted with (all) that ye do”
(YusufAli, 2011).As food safety remains critical in the
purchase, storage, and preparation, there is a need to
adapt a certain measure to guarantee correct practices
on hygiene and food safety.

Economic wise, the emerging food safety has cre-
ated a viable business. A number of food safety

organizations that has the ultimate goal to produce
and serve safe and wholesome food were proven
better in food service and as a result becoming more
competitive in the industry (C.J. Griffith, Livesey, &
Clayton, 2010). In line with the notion, this paper con-
ceptually discusses the link on food safety practices
and organizational performance.

2 LITERATURE REVIEW

2.1 Food safety practices

The safe practices are vital in food safety. A prac-
tice according to Webster’s New World Dictionary
and Thesaurus (2006) is “the actual doing of some-
thing,” “to do or engage frequently,” “to make the
habit of,” or “to perform repeated to proficient.” By
not practicing appropriate attitudes in food handling
it creates unpleasant consequences such as foodborne
illness and injury, or at worst a fatal case. From a thor-
ough view, the Surah also implies on the importance
of the good practices. In total, the Quran empha-
sizes us to ethically perform (good practices) in 370
ayats (Ismail, 1999). Among the ayats are: an-Nisaa:
29 & 145, al-Jumua: 9, al-Maidah: 1 (Yusuf Ali,
2010).

“O ye who believe! When the call is proclaimed
to prayer on Friday (The Day ofAssembly), has-
tens earnestly to the remembrance of God, and
leave off business (and traffic): that is best for
you if ye but knew!” (al-Jumua:9)

“O ye who believe! Fulfill (all) obliga-
tions lawful unto you (for food) are all four-
footed animals, with the exceptions named: but
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animals of the chase are forbidden while ye are
in the Sacred Precincts or in pilgrim garb: for
God doth command according to His Will and
Plan” (al-Maidah: 1)

To date, awareness towards food safety is highly
appreciated in society as the food plays a major role.
Somehow, the recent outbreaks of foodborne illness
form a great loss and burden to the nation (Khan, 2010;
Schillhorn van Veen, 2005;Yasuda, 2010). Among the
outbreaks, statistics suggests that food poisoning cases
reported to fluctuate unstably at a high rate (Ministry
of Health Malaysia, 2008). On average, the eight years
incidence rate of food poisoning per 100,000 popu-
lations reported by the Ministry of Health Malaysia
(2008) was 25.56 (from 1999 to 2006). The unchanged
trend of high incidence rate of food poisoning in fact
was also reviewed and highlighted for year 1988 to
1997 by Mehtahuddin (2002). On closer examination
of the statistics depicts that food safety remains a major
challenge faced by Malaysian Ministry of Health. As
a result, the government has heightened awareness in
providing safe food to food operators, foodhandlers,
and consumers.

Studies suggested that preventative food safety
management is able to contribute significant impact
on food safety. In spite of the presented statistics,
numerous prevention efforts have been implemented
in food establishments. In modern food safety prac-
tices among the approaches exercised by practition-
ers are the application of good manufacturing prac-
tice (GMP), good hygiene practice (GHP), ISO9000,
Total Quality Management (TQM), and ISO 22000
or Food Safety Management System (Aruoma, 2006;
Arvanitoyannis & Varzakas, 2009).

These management systems standards or guidelines
comprise all chain processes from farmers to cater-
ing businesses. At least five advantages of the ISO
22000 highlighted by Arvanitoyannis and Varzakas
(2009), they are: (1) optimum distribution of resources
inside the food chain organization, (2) effective com-
munication of suppliers, clients, authorities and other
authorities involved, (3) focus on the prerequisite pro-
grams, conditions and hygiene measures, planning
of preventive actions with the aim of eliminating
any possible failures, (4) better documentation, and
(5) creation of trust with the prerequisite the credibil-
ity of the management system based on the provision
of the conditions for the accomplishment of solid
results, i.e. the management processes and provision
of resources and visual operations. Hence, the incor-
poration of the elements of food a safety practice is
believed will greatly enhance the efficiency of the food
establishments and will help in its success.

Literatures however evidenced that HACCP itself
acts as an important component of food safety assur-
ances (Hua, 2006). HACCP acts as a preventive
measure to identify hazard, analyze and assess its
associated risk and then apply the suitable control
measures (Vladimirov, 2011). As the criteria lies in
the food handling practices of HACCP, the HACCP
practices were distinguished able to be an effective

corrective course of action (Kivela, Lam, & Inbakaran,
2002) and therefore the system has turned out to be a
safety fundamental priority for food companies (Grigg
& McAlinden, 2001).

In general, it is well accepted that the adaptation of
basic food safety practices i.e. food hygiene, interven-
tion of Acts and regulations, or adoption of voluntary
food safety international standards do contribute to
food safety attributes to a certain extent. However,
with the increasing global availability of food prod-
ucts, food safety faces an exclusive challenge because
it’s direct and perceptible impact on the morbidity
and the mortality of consumers.

2.2 Food hazard

Hazard refers to “a source or a situation with a poten-
tial for harm in terms of human injury or ill health,
damage to property, damage to the environment or a
combination of these” (Ministry of Human Resources
Malaysia, 2008). Among essential practices to deal
with the risks, it is important to keep an eye on
contaminated equipment, food from unsafe sources,
improper holding times and temperature, inade-
quate cooking, and poor personal hygiene (Murphy,
DiPietro, Kock, & Lee, 2011). Absence of food safety
behavior was also identified as a contributory fac-
tor in food establishments (Christopher J. Griffith,
2006). Scientifically, studies have shown that the
foodborne diseases could also be caused by microbio-
logical hazards. In the present certain microorganisms
cause food poisoning as they are main agent of food
“going off,” i.e. food spoilage (Gaman & Sherrington,
1990).

Gaman and Sherrington (1990) stated that
pathogens and spoilage organisms are two groups in
the microorganisms that are a threat to food safety
including food poisoning. Classified into three types;
chemical, biological and bacterial, the food poison-
ing is an illness that results from eating harmful or
contaminated food. Foodborne pathogen is a risk to
food safety and therefore the adherence to correct
food hygiene practices need to be applied for the best
prevention of outbreaks (Luyt, 1996).

Indirectly, the consequences of unsafe food prac-
tices may impair performance and causes discomfort
and thus, effect on the organizational performance.
The foodborne outbreak in the food establishment shall
strike and subsequently it shall jeopardize the business
reputation.

In minimizing these losses, enforcement or control
authorities for food safety often rely upon consumers.
In Malaysia, the Food Safety and Quality Division of
the Ministry of Health promotes the principal food
law through the Food Act 1983 (Act 281 of the Laws
of Malaysia) and its regulations, the Food Regulations
1985, Food Hygiene Regulations 2009, and Disease
Control Act 1988. The premises involved in the out-
breaks are subjected to be imposed temporary closure
notice and instructed total cleaning and briefed on food
safety, control, and prevention actions.
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2.3 Organizational performance

Practices have been a critical issue to performance.
However, the socio-technical theory underlined that
in resulting particular performance, the practices that
recognize both human (socio) and technical (technol-
ogy) factors are needed to comprehend this under-
standing (Mazni, Zahari, & Mohamad Najib, 2011).
Thus, the food safety practices that consist of the social
sub-system of the theory (workers at all levels; and
the knowledge, skills, attitudes, values, and needs)
and the technical sub-system (devices, tools, and tech-
niques) together makes up and transforms a practice
to achieve the organizational performance (Akbari &
Land, 2005). As the survival and success of an organi-
zation depends on the performance (Asree, Zain, &
Razalli, 2010), the operators must meet the objec-
tives of the performance by determining the impact of
the food safety practices. Food safety consciousness
apparently would give some impact to one’s perfor-
mance. Failure to perform the food safety to a certain
degree would effect on the retention of the caterers’
business.

To remain competitive, food establishments must
measure performance that gauge their status. The
performance can be measured on implementations’
effectiveness towards the goal, or to which the unit
is successful versus its planned performance. (Bond,
1999; Juran & Godfrey, 2000; Otley, 1999). Inversely,
poor performance is defined as to be caused by
roles having incompatible elements in the expecta-
tions (Martins, 2007). It is also plausible that the food
operators measure their performance on the financial
measures such as operating income, return on invest-
ment, profit margin, net or gross profit, sales and
sales growth that define the long run objectives of the
business and provide clear appearance to the share-
holders (Asmayatim, 2004; Brown, 1994; Kaplan &
Norton, 1992; Smallman & John, 2001). Or, the
measures can be on broader matrix or non-financial
measures but to consider workers well-being, person-
nel development, waste reduction, resource conserva-
tion, or ethical principles i.e. trust, trustworthiness,
and co-operation (Cua, McKone, & Schroeder, 2006;
McKone, Schroeder, & Cua, 2001; Smallman & John,
2001). Aligning organizational performance through
food safety practices is critical for the food business
to stay competitive.

3 CONCLUSION

All over the world, retention has been recognized
as most crucial and unfinished issue (Ghiselli, La
Lopa, & Bai, 2001). One of the major contributions
to the caterers’ retention is the organizational perfor-
mance related to food safety. From media articles such
as Utusan Malaysia and preliminary interviews with
several experts, little is known as to what extent of
hygiene attitudes and practices of food handlers in
Malaysian food establishments. The food poisoning

and outbreak is always a public interest to the coun-
try (Siti Mariam Md. Zain, 2008; Utusan Malaysia,
2008a, 2008b, 2008c), and because of that, the issues
of penalties on unsafe practices do reflect the food-
handlers’attitude problems. Being excessively focused
on quantity and on-time-serve, inadequate awareness
of food safety is believed has become an additional
reason which causes the termination of the business
contract.

A considerable amount of literature to date has
tended to focus on the importance to adopt food
safety management systems or food safety practices
in food establishments. Despite of the realized advan-
tages on the systems and practices, yet its level of
success had not been at its peak. On the other hand,
the trend of food poisoning for the past two decades
seems to indicate it has reached the ‘plateau stage.’
Ergo, it has raised another question if either the food
operators do not fully comprehend some of the most
important messages or they fail to use food safety
measures.

For this reason, there is an issue to find out what
are the key elements in facilitating and implementing
the right attitude of food safety practices among food
operators. Then again, which combination of sub-
social and sub-technical elements of food safety prac-
tices work well for organizational performance? Is
there any other factor that will drive the food safety
practices to do well and give greater impact for the
performance? Or, is the impact of food safety practices
only a myth for organizational performance?

The impact of food safety practices will need to
be assessed as a critical factor necessary for the food
caterers to retain their business’s contract. To answer
such highlighted problems besides creating literature
and lay the groundwork, it necessitates discover some
empirical evidences on the underlined issues.
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ABSTRACT: Culture was “collective programming of the mind that distinguishes the members of one group
or category of people from another”. On the other hand Occupational culture can be defined as norms, customs
or traditions. It is not produced for them; it is produced by them and they interact with one another. Moreover,
its members continually reproduce a culture. Thus, the patterns, expectation and norms emerge as meaning,
and are negotiated and re-negotiated as members enter and exit the social structure. Occupational culture is
believed to be the result of similar occupational backgrounds and experiences by different groups of organiza-
tional members. In particular, occupational culture (or subculture) develops through social interaction, shared
experience, common training and affiliation, mutual support, associated values and norms, and similar personal
characteristics of members of a particular occupational group.

Occupational turnover is a serious and prolonged issue within the hospitality industry and chefs’profession in
particular, every little details of it had been thoroughly analyzed by many researchers over the years, and occu-
pational culture is a novel approach in addressing this matter. By looking from this perspective, the commitment
of chefs to their profession may be increase and at the same time help in coping with turnover problem.

The main purpose of this study was to offer an integrated approach to understand the moderation effect that
job tenure has on the relationship between occupational culture of chefs and their occupational commitments. A
total of one hundred and thirty six (136) Chef de Partie and Sous Chefs from four and five stars hotels located
in the Golden Triangle of Kuala Lumpur participated in this study. This study initially established that all three
dimensions of occupational culture are significantly related to all three dimensions of occupational commit-
ment such as normative, continuance and affective commitment. Self–efficacy emerged to have the most impact
on occupational commitments (β = .39, p < 0.01), followed by pervasiveness (β = .22, p < 0.05), and esoteric
knowledge (β = .15, p < 0.01). Then when organization tenure was introduced as a moderating variable in such
relationship, the results shows a different beta that proven the existence of moderating effect on initial variable
on the outcome variable.

Keywords: organizational tenure, occupational culture, occupational commitments, chef

1 INTRODUCTION

Travel and tourism industry that includes hotel indus-
try in Malaysia still shows sign of growth although it
was heavily hit by the worldwide economic recession
in 2009. The Ninth Malaysia Plan (2006 – 2010) and
Tenth Malaysia Plan (2011 – 2015) stated that employ-
ment for the tourism industry in Malaysia grew at an
average annual rate of 2.9 per cent from 390,600 in
2000 to reach 451,000 in 2005. This report further
explains that until 2008, the tourism industry as a
whole employs 1.7 million workers or approximately
16% of the total employment. In hotel industry, direct
employment shows an increment by 1.6 per cent from
84,171 in 2000 to 91,156 in 2005. Notably the number
of hotels expanded by 51.2 per cent from 1,492 in 2000
to 2,256 in 2005, while the supply of hotel rooms rose
by 37.3 per cent from 124,413 in 2000 to 170,873 in

2005. Between 2006 until 2009, revenue from tourism
industry increased 67.1% to RM53.4 billion (Tenth
Malaysia Plan, 2010).

However, just as the problem faced by the travel
and tourism industry worldwide, this development had
been embittered by the huge turnover rate in the hotel
industry that plays extreme parts in the travel industry.
Labor turnover or “the movement of employee in and
out of occupation” (Denvir and McMahon, 1992), may
be due to the sizeable toll cooking exerts on employees
physically, mentally, and emotionally (Fine, 1990), or
to the image of cooking occupations as an easy job
to get and to leave (Dornenburg& Page, 2003). Some
foodservice companies admit to having exacerbated
the chronic migration of workers to other industries
(Hayes, 1998). In one case noting that “cooks’ intent
to leave the industry was affected in large part by their
working experiences in hospitality organizations . . .
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all too often [they] move out of the industry completely
as a result of negative experiences” (Rowley & Purcell,
2001, p. 183). Thus, occupational turnover is a serious
and prolonged issue within the hospitality industry and
chefs’ profession in particular. Every little details of
it had been thoroughly analyzed by many researchers
over the years, and occupational culture is a novel
approach in addressing this matter.

2 LITERATURE REVIEW

2.1 Occupational and organizational culture

In today’s society, we commonly speak about national
culture (e.g. Malaysian culture, Indonesian culture),
ethnic or racial cultures (e.g. Indian culture, Chi-
nese culture), regional culture and more specifically
focused cultures (e.g. institutional culture). In each
of these instances, people interacting in these social
structures create their culture. Our culture is not pro-
duced for us; rather it is produced by us and we interact
with one another, thus, continually reproduce a cul-
ture. According to Schein (1999), the most obvious
manifestations of culture are common language and
common way of acting. We see this most clearly when
we travel to other places and suddenly faced difficul-
ties to get along in these foreign countries if we don’t
know their language or how to behave in accord with
local customs.

“Culture” in this context refers to the ideologies,
belief, cultural forms and practices of those that are
currently working as a chef in Hotels. Occupational
culture is a broader construct. It is believed to be the
result of similar occupational backgrounds and expe-
riences of different groups of organizational mem-
bers. In particular, occupational culture (or subculture)
develops through social interaction, shared experi-
ence, common training and affiliation, mutual support,
associated values and norms, and similar personal
characteristics of members of a particular occupational
group. Like organizational culture, occupational cul-
ture develops distinct jargon that only people within
the industry will understand or familiar with (such as
cooking terms for chef) and shapes perceptions of real-
ity by developing classification systems to describe
experiences and concepts (Hansen, 1995).

While it is often assumed that organizational cul-
ture is homogenous, evidence exist to suggest that
organizational culture often contain numerous distinc-
tive subgroup that manifest the distinction in cultural
form and ideologies. In addition to that Trice (1993)
explained further that, occupational subcultures con-
sist of distinctive clusters of ideologies, belief, cul-
tural forms and other practices that emerge among
identifiable groups of people within an organization.

2.1.1 Occupational subcultures
An occupation is more likely to arouse workers par-
ticipation and to adopt a feeling of specialness when
the members of that profession feel like they pos-
sess esoteric knowledge, skills, and ability that only

an “insider” of that particular job could understand
of. Such belief and feeling are created from thorough
socialization and by emphasizing that the knowledge,
skills and abilities are not simply learned by just any-
one and that they require a special learning experience
and a special person to grasp them.The process include
when training takes place somewhere distant from
members who are joining the job; when there is doubt
whether the newcomer will make the rank and be
allowed to become full – fledge members; and when
the newcomer experiences a great deal of peer pres-
sure to do things as how the other members do it (Van
Maanen and Schein 1979).

Pervasiveness can be defined as the numbers of
activities inside or outside the occupation for which
the occupation sets the norms (Trice, 1993). Some
career will establish norms and values for their mem-
bers through wide range of activities; others require
nothing beyond the execution of specialized tasks dur-
ing a set period of time. In explaining this scenario,
Janowitz (1960), stated, “The military is more than an
occupation; it is a complete set of lifestyle.The officers
are members of the community whose claim over their
daily existence extend beyond their official duties.”
Other studies of architect (Salaman, 1974), infor-
mation technology personnel (Guzman et al., 2008)
construction workers (Applebaum, 1981), detail the
development of non-work lives that had been deeply
influenced by occupation ideologies and practices.
In other words, members of these occupations build
their daily lives around their works. These members
of such occupation had been identified as extending
their working relationship into their non – work life
because they prefer to be friends with their colleague,
they spend their leisure time together, tend to have
other members of the occupation as “best friends,” live
close to one another and encourage their kids to follow
the same job.

There are four main sources of influence that will
help a person in developing his belief about his self –
efficacy (Bandura, 1977). Mastery experience is the
most effective way of creating a strong sense of effi-
cacy. Through success a person will develop a robust
personal efficacy and failure will undermine it, espe-
cially if failure happens before a strong and firm
sense of efficacy is established. An indirect experi-
ence provided by social models is the second way of
creating and strengthening self-beliefs of efficacy is.
By observing how other people manage to achieve suc-
cess by sustained efforts raises a person’s belief that
he too has the capabilities in succeeding. Social per-
suasion is a third way of strengthening people’s beliefs
that they have what it takes to succeed. People who are
convinced verbally that they possess the capabilities
to master given activities are likely to activate greater
effort and sustain it than if they possess self-doubts
and dwell on personal shortages when problems arise.
The fourth way of modifying self-beliefs of efficacy is
to reduce people’s stress reactions and alter their neg-
ative emotional proclivities and misinterpretations of
their physical states (Bandura, 1977).
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2.2 Occupational commitment

Since Meyer and Allen (1991) introduced their model
of organizational commitment, it has received a great
deal of research attention, and the three-component
approach has been extended to occupational com-
mitment (Meyer, Allen, & Smith, 1993; Irving,
Coleman & Cooper, 1997; Snape& Redman, 2003).
All commitments are concerned with the binding of
individuals to specific courses of action. For orga-
nizational commitment, this action is relevant to an
employing organization, whereas for occupational
commitment, the action is relevant to certain occupa-
tion in particular (Meyer &Herscovitch, 2001). Occu-
pational commitment specifically, is defined by Meyer
et al (1993) as a “commitment to a particular line of
work” (p. 540).

Western researchers have suggested that occupa-
tional commitment underpins the intention to remain
in an occupation and to actively join in professional
activities, by attending professional meetings and par-
ticipating in professional development, for example
(Irving et al., 1997; Meyer et al., 1993; Snape &
Redman, 2003).

A strong relationship between occupational com-
mitment and intention to leave the profession had been
revealed by some empirical research (Blau&Lunz,
1998; Lee et al., 2000; Meyer, Allen & Smith, 1993).
Thus this study will see how occupational cultures are
effecting occupational commitments.

The first component from the proposed three-
component model of organizational commitment is
affective commitment that refers to a person’s desire to
remain in the occupational role (Meyer &Allen, 1991).
This dimension was developed based on emotional
identification with the work goals and desirable work-
ing familiarity (Lee et al., 2000). Continuance commit-
ment that is the second dimension refers to individuals
that stay in their existing occupation due to perceived
high cost of leaving (Irving et al., 1997). As individ-
ual growth in their career world, they would needed
to invest substantial resource and these resources
would be lost upon exit (eg. high occupational status)
(langfield-Smith, 2005). Last dimension is normative
commitment that refers to chef’s feeling of obligation
to stay in their occupation (Irving et al., 1997), this
sense of loyalty were developed as a result of pressure
to remain in the occupation from colleague, friends or
family (Hall et al. 2005).

2.3 Organization tenure

Several definitions of organizational tenure had
appeared in the literature, however almost all of this
definition can be concluded by Groth et al., 2002, that
defined organizational tenure as the total length of
time an individual is employed within a given orga-
nization. Lok and Crowford (2004) emphasized that
literature had established the significant impact that
demographic variables such as years in organization,
level of education, age, the duration of leadership and
level of education can have towards organizational

commitment. By looking at Korean subjects, Sommer
et al. (1996) revealed the significant of position, tenure
and age with employee commitment. The researchers
proved that, those with higher positions, who are older
and had been in the same job longer, had a superior
level of commitment. However, Chen and Francesco
(2000) postulated that only job position would have
a significant relationship with commitment while all
other demographic variables are not. Notably, Lok and
Crawford (2004) revealed that there is no significant
difference between the Australian (western) and Hong
Kong (Asian) workers in their commitment with the
effect of demographic variable age, sex, tenure and
education levels on organizational commitment.

Based on the literature, the following hypotheses
were formulated:

H1: Occupational culture significantly influence
occupational commitment of chefs
H1a: Esoteric knowledge significantly influence

occupational commitment of chefs
H1b: Pervasiveness significantly influence occu-

pational commitment of chefs
H1c: Self–efficacy significantly influence occu-

pational commitment of chefs
H2: Job Tenure Moderates the relationship between

occupational culture and occupational culture of
chefs

3 METHODOLOGY

A total of one hundred and thirty –six (136) Chefs
de partie and Sous Chefs from five and four star
hotels located along Golden Triangle, Malaysia partic-
ipated in this study. Data were gathered through self –
administered survey questionnaires that were then
analyzed using descriptive statistics, and hierarchical
multiple regression. The reliability of the scales used
was also analyzed using the Cronbach’s Alpha coeffi-
cient score, and all scales registered moderate to fairly
high reliability scores. All underlying assumptions of
multiple regressions have also been addressed prior
to conducting the regression analyses. Occupational
cultures and occupational stress were both entered
as the criterion variables in the multiple regression
models while occupational commitment was treated
as predictors.

The questionnaire comprised of three sections
namely occupational culture (independents variable),
occupational commitment (dependent variable). The
instrument for occupational culture (section I) was
adapted from Guzman et al., (2008 & 2009). Section II
measures the occupational commitments dimensions
that were adapted from Meyer & Allen (1991).

4 RESULTS

Table 1 illustrates the job and organization tenure of
chefs in their current hotels. It is worth comparing it
in identifying the pattern of the figures that shows,
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Table 1. Job and organization tenure of the respondents.

Variable Frequency (N) Percentage (%)

Job tenure
<1 year 5 3.6
2–3 years 12 8.8
4–6 years 36 26.5
7–9 years 33 24.3
>10 years 50 36.8
Total 136 100%

Organization Tenure
<1 year 12 8.8
2–3 years 49 36.0
4–6 years 57 41.9
7–9 years 11 8.1
>10 years 7 5.2
Total 136 100%

Figure 1. Comparison of job and organization tenure.

although majority of the samples has been working in
this profession for a long time (>7 years), they tend
to move from one organization to another as majority
have been attached with their current organization for
less than 6 years. The comparison of these findings
can clearly be seen from Figure 1.

The findings of this study show that three
dimensions of occupational culture namely esoteric
knowledge (β = .15, p < 0.01), self–efficacy (β = .39,
p < 0.01) and pervasiveness (β = .22, p < 0.05), have
a strong relationship with all the dimension of occupa-
tional commitment namely affective, continuance and
normative commitment (Table 2). Esoteric knowledge
was reported to have the highest beta value among all
three dimensions as chefs felt that the knowledge they
gain from the occupation is “sacred” and “special”.
Therefore, this study provides empirical evidence for
hotels, and educationalist in managing occupational
culture in relation to the commitment of chefs.

This result is in line with the study done by Guzman
et al. (2008) in assessing the cultural fits of newcomers
to the information technology, the result of this study
shows that the overall regression equations were sta-
tistically significant in predicting commitment as the
dependent variable. Conversely, when these occupa-
tional cultures of chefs increase it will also bring an
increment to the occupational commitments of chefs’
to their profession.

Table 2. Results of the hierarchical regression of occupa-
tional culture on occupational commitments.

Model 1 Model 2
Predictors (Std. β) (Std. β)

Step 1:Demographic Variable
Organization tenure .19 −.11**

Step 2: Occupational culture
Esoteric knowledge (ESKW) .15**
Self–efficacy (SLEF) .39*
Pervasiveness (PRVS .22**

R2 .19 .68
Adj. R2 .14 .73
R2 change .20 .77
F Change 5.77** 70.60**

∗p < 0.01, ∗∗p < 0.05.

The feeling of “special” that arises in chefs when
they realize that they possess a set of skills, knowledge
and information that are esoteric and occult will most
probably make them happier to keep on working in
this profession. In addition to that, Bandura (1997,
1993) has proven in his study that when a person
(chefs) belief that they have the capabilities in accom-
plishing certain task given to them with the expected
standard that is on the same par with other person
(chefs) they would be encourage to do the task again
in the future. In line with this, chefs feel that the self–
efficacy has a relationship to their commitment to the
profession. From pervasiveness or the involvement
of occupational activities in non-work period, chefs
would feel accepted to the community. From this sense
of belonging chefs would most probably develop their
own loyalty feelings if not to the organization, to the
profession or job itself.

Lindley & Walker, 1993, posited that a modera-
tor variable may reduced or enhanced the direction
of the relationship between a predictor and dependent
variable, or it could even change the direction of the
relationship between the two variables. From Table 1,
it is clear that the beta reading of organizational tenure
is decreasing and the direction had also been altered
from positive to negative, this has thus established the
moderating effect. However, the negative relationship
of the result shows that when chefs work longer in
one organization, their occupational culture becomes
mundane thus feeling less committed to the occupa-
tion. This finding is in line with Wright and Bonnet
(2002) that found that employee tenure had a very
strong nonlinear moderating effect on the commitment
performance correlation, with correlations tending to
decrease exponentially with increasing tenure.

5 IMPLICATIONS AND RECOMMENDATION

The body of evidence concerning the effect of occu-
pational culture and occupational commitments has
grown substantially over the years (Cameron, 2001).
There are many studies conducted on many setting

208



such as the occupational culture of pub workers
(Riley et al., 1998), information technology personnel
(Guzman et al., 2008) health profession (Cregler,
1999) and nurses (Law and Arthur, 2003; Gambino,
2010), however chefs’ vocation is still under the lime-
light. Essentially the results of this study indicate that
there is a relationship between occupational culture
and occupational commitments, by assessing chefs
that are already holding a post in hotels. The theoret-
ical relationships has proven by that some dimension
of occupational culture do influence occupational
commitment of the chefs in the Malaysia setting.

Likewise this study might also help in assisting
the management of hotel organizations to be aware
of the occupational culture of chefs in order to reduce
the issues of turnover. Managers need to understand
the stress factors of chefs and be able to reduce it
thus encouraging the socialization of norms and cul-
ture from chefs to their subordinates and trainees.
This is supported by (Guzman and Stanton, 2008)
that posited new comers in an organization absorb the
norms, patterns and culture of an organization quickly
– generally, within three month or less. In line with
this, the academic world of culinary need to prepare
the students for the “real” work culture of a chef so as
to prepare them for the job realm thus, able to fit better
with the environment of the kitchen.

Although several limitations existed but in
Malaysian context, this study will enhance the body of
knowledge on hospitality industry generally and chef’s
profession specifically. First limitation is closely
related to the management of four and five stars hotels
in Golden Triangle, Klang Valley, Malaysia. Some
hotel organizations explicitly or implicitly declined to
participate in this study and refused to see this as an
issue. Second limitation is related to contextual setting
of the study. Since the data were collected among chefs
from the city hotels (Central Region) the results there-
fore, cannot be generalized to other samples across
the hospitality industry such as resort hotels, hotel
apartments and others. Hence, a larger sample size
taken from the North and South regions would provide
conclusive information about “chefs at work”.

Thirdly, the sample of this study is chefs that are
holding the post of Chef de Partie and Sous Chef and
mostly had been working in the hotels for certain dura-
tion. However, it would be beneficial to the education
system and hotel industry if the respondents were taken
from potential chefs (students, trainees and kitchen
commis). Perhaps the cultural variables for the new-
comers will differ significantly from the chefs. The
understanding of how young people perceived the cul-
ture embedded in this occupational community, as they
become part of it can be assessed and enable for an
unmarked outlook on how occupational culture of the
chef profession might influence their commitments.

6 CONCLUSION

It is suffice to conclude that this study is rooted in the
occupational culture and occupational commitments

of chefs in four and five stars hotels in Kuala Lumpur
who have worked for a certain duration in one orga-
nization. Hotel managements are looking for a better
strategy that will provide them with the promise in
reducing occupational turnover of chefs within the
industry. By looking into occupational culture this
study is actually looking at a fresher perspective on
this notorious and prolonged issue that may lead to
a dropping in turnover rate of chefs. By studying the
pattern of organizational tenure, handling the percep-
tion on esoteric knowledge, high level of self–efficacy
and encouraging pervasiveness among chefs the affec-
tive, continuance and normative commitments of chefs
will increase. Therefore, to retain skillful chefs in the
organization it would help if managers rethink the
importance of occupational culture towards the accul-
turation of occupational commitment norms in hotel
industry.

REFERENCES

Applebaum, A. H. (1981). Royal Blue, the Culture of
Construction Workers. Holt, Boston, US: Rinehart and
Winston Publisher.

Bandura, A. (1977). Social Learning Theory. Englewood
Cliffs, NJ: Prentice Hall.

Bandura, A. (1993). Perceived self-efficacy in cognitive
development and functioning. Educational Psychologist.
28: 117–148.

Blau, G.J., &Lunz, M.E. (1998). Testing the incremental
effect of professional commitment on intent to leave one
s profession beyond the effects of external, personal, and
work-related variables. Journal of Vocational Behavior,
52, 260–269.

Cameron, D. (2001). “Chefs and Occupational Culture in
a Hotel Chain: A Grid-Group Analysis,” Tourism and
Hospitality Research, 3(2), pp. 103.

Denvir A., and McMahon, F. (1992). Labor Turnover in Lon-
don Hotels and the Cost Effectiveness of Preventive Mea-
sures. International Journal of Hospitality Management.
11(2):143–54.

Dornenburg, A., & Page, K. (2003). Becoming a chef.
Hoboken, NJ: Wiley.

Guzman, I.R., Stam, K.R. and Stanton, J.M. (2008), “The
occupational culture of IS/IT personnel within organi-
zations”, The DATA BASE for Advances in Information
Systems, Vol. 39 No. 1, pp. 33–50.

Guzman, I.R., Stam, K.R. and Stanton, J.M. (2008), “The
occupational culture of IS/IT personnel within organi-
zations”, The DATA BASE for Advances in Information
Systems, Vol. 39 No. 1, pp. 33–50.

Hansen, C. D. (1995). Occupational Cultures: Whose Frame
Are We Using? The Journal for Quality and Participation,
18, 60–67.

Hayes, J. (1998). Labor retention panel: Works’growing clout
altering personnel strategies. Nation’s Restaurant News,
32(40).

Hofstede, G. (2001), Culture’s Consequences: Comparing
values, behavior, institutions, and organizations across
nations (2nd ed.). Beverly Hills, CA: Sage.

Irving, P. G., Coleman, D. F., & Cooper, C. L. (1997).
Further assessments of a three-component model of occu-
pational commitment: Generalizability and differences
across occupations. Journal of Applied Psychology,82,
444–452.

209



Kroeber,T., Kluckhohn, C. (1952), Culture: A critical review
of concepts. Cambridge, MA: Harvard University Press.

Langfield-Smith, K. (2005). What do we know about Man-
agement Control Systems and Strategy In C.S. Chap-
man (ed) Controlling Strategy: Management,Accounting,
and Performance Measurement, Oxford University Press,
Oxford.

Lee, K., Carswell, J.J., & Allen, N. (2000). A meta-
analytic review of occupational commitment: relations
with person- and work-related variables. Journal of
Applied Psychology, 85(5), 799–811.

Meyer, J. P., &Herscovitch, L. (2001). Commitment in the
workplace. Toward a general model. Human Resource
Management Review, 11, 299–326.

Meyer, J. P., Allen, N. J., & Smith, C. A. (1993). Commitment
to organizations and occupations: Extension and test of
a three-component conceptualization. Journal of Applied
Psychology, 78, 538–551.

Meyer, J.P. and Allen, N.J. (1991), “A three-component con-
ceptualization of organizational commitment”, Human
Resource Management Review, Vol. 1 No. 1, pp. 61–89.

Rowley, G., & Purcell, K. (2001). “As cooks go, she went”:
Is labour churn inevitable? International Journal of Hos-
pitality Management, 20, 163–185.

Sackmann, S.A. (1991). Managing organizational Culture:
Dreams and Possibilities. In J.A. Anderson (Ed.) Com-
munication Yearbook 13 (pp. 114–148). Thousand Oaks,
CA: Sage.

Salaman, G. (1974). Community and Occupation. London:
Cambridge University Press.

Schein, E.H. (1999). The Corporate Culture Survival Guide
San Francisco, CA: Jossey-Bass.

Snape, E., & Redman, T. (2003). An evaluation of a
three-component model of occupational commitment:
Dimensionality and consequences among United King-
dom human resource management specialists. Journal of
Applied Psychology, 88, 152–159.

Trice, H. (1993), Occupational Subcultures in the Workplace,
ILR Press, Ithaca, NY.

Unit PerancangEkonomi (2006). Ninth Malaysian plan.
Retrieved 1 Mac 2011, from http://www.epu.gov.my

Unit PerancangEkonomi (2011). Tenth Malaysian plan,
Retrieved 1 July 2011, From http://www.epu.gov.my

Van Maanen, J. and E. H. Schein (1979). Toward of Theory of
Organizational Socialization. Research in Organizational
Behavior, 1, 209–264.

Weaver. Gary R.(1986). Understanding and coping with
cross-cultural adjustment Stress. Cross-cultural orienta-
tion. New conceptualizations and applications. Lanham
MD: University Press of America.

Wright, A. & Bonnet, G (2002). The moderating effects
of employee tenure on the relation between organiza-
tional commitment and job performance:A meta-analysis.
Journal of Applied Psychology, 87(6).

210



Innovation



This page intentionally left blankThis page intentionally left blank



Current Issues in Hospitality and Tourism Research and Innovations – Zainal et al (eds)
© 2012 Taylor & Francis Group, London, ISBN 978-0-415-62133-5

The relationship between product innovation and fusion cuisine in food
and beverage establishments: A discussion on Turkish cuisine
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ABSTRACT: The competition nowadays in globalization process deeply influences the tourism industry as
well as the other industries. The increasing differentiation in demands and expectations of tourists forces tourism
establishments to find out new seekings. In recent years, innovation is regarded as a fact which is widely
used by tourism establishments in this process. By means of innovation, establishments are able to stay more
competitive by creating differentiation in their products and services they offer. In this study, the innovation
effect is reviewed in scope of food and beverage establishments – one of the sub units of tourism industry and
the subject concentration is on “fusion cuisine”. In this context, a discussion is made on Turkish cuisine and the
relationship between Turkish cuisine and fusion cuisine is reviewed by sectoral samples.

1 INTRODUCTION

Today, being able to stay competitive for the estab-
lishments depends on mainly to define themselves
completely distinctive, re-create their basic strategies,
rediscover the sector they are in and make difference
in all their goods and services. In this respect, the most
important element that makes an organization success-
ful for a long term is to be innovative (Zerenler et
al., 2007). In this context, innovation is regarded as
one of the main sources to obtain competitive advan-
tage (Devecioğlu, 2008; Gemlik et al., 2009; Güleş
and Bülbül, 2004; Porter, 1998; Makridakis, 1998;
Higgins, 1999).

If an establishment is closed to innovation, it has
difficulties to adapt the circumstances required by
the time and environment, its capacity to change and
adaptation decreases and accordingly, it considerably
looses its power of development and survival. There-
fore, innovation generates an important criteria for
an organization to be able to adapt new requirements
and environmental conditions (Zerenler et al., 2007).
Among five factors which Porter (1992) determined
to get a competitive superiority and keep it on, he
emphasized on the importance of innovation in the fol-
lowing : “The competitive superiority, fundamentally,
originates from development, making innovation and
variation. For most firms, the challenge is to increase
their skills of developing and making innovation
(p. 578)”.

Innovation, like in all the sectors, shows its affect
in food and beverage industry as well (Cousins et al.,
2010). The rapid growing of food and beverage sector
from the second half of the twentieth century accompa-
nied with the developing of the establishments active
in that sector in the meantime (Görkem and Öztürk,

2011). The purpose of innovation enterprises is to
increase the service quality and products’ efficiencies,
and to create unique tastes in innovative and creative
cuisines.

Innovation is the process of transformation of new
ideas into a commercial benefit. Namely, the com-
bination of creativity with the commercial skills. In
this context, a new application called “Fusion Cui-
sine” is seen in food and beverage establishments in
recent years. Fusion cuisine includes the combination
of food stuff in one dish by cuisine techniques of differ-
ent nations still in which a single nation characteristic
does not become prominent in the dish, and the use of
this newly created product as a commodity. Thus, in
the literature fusion cuisine is defined as the renewal
and differentiation of products in food and beverage
establishments and presenting them to consumers in an
attempt to obtain a commercial income. In this respect,
it is possible to say that innovation and fusion cuisine
concepts are quite interrelating with each other.

The main reason why the Turkish Cuisine has been
preferred as the sample for fusion cuisine is that the
stuff variation used in Turkish cuisine is much more
than the ones used in other cuisines. Thus, Turkish cui-
sine is ranked as one of the prominent world cuisines in
terms of the stuff variation used both in product (food-
beverage) and production. In Turkish cuisine, there are
2300 kinds of main courses along with local flavours,
1850 kinds of hors d’oeuvre (starters), 480 kinds od
desserts, 335 kinds of soups, hundreds of warm starters
and hundreds of local beverages (i.e turnip, boza,
ayran) available. Such abundance of Turkish cuisine
affects the variety of stuff used in food and beverages,
and enables the fusion-innovation relationship to be
implemented. In this respect, it is considered that the
study will make contribution to the literature.
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2 THE CONCEPT OF INNOVATION

2.1 A general perspective

There are many definitions available for the innovation
concept in the related literature (e.g. Guile and Quinn,
1988; Sarıkaya, 2002; Sundbo and Fuglsang, 2002;
Terziovski, 2004; Van Riel, 2005; İraz, 2005; Öğüt
et al., 2007). The common point at all these definitions
is that the innovation is a result of ideas which are pro-
duced and realized by individuals or groups (Yeloğlu,
2007). But, we meet mostly the same definition as the
development and application of ‘some new things’.
Schumpeter was the first person to improve a theory
of innovation. He makes definition of innovation as
‘new ways of doing things, or (as) better, unique com-
binations of the factors of production’ (Ottenbacher
and Gnoth, 2005).

In terms of organizations, the importance of the
innovation may be explained with a simple sample as
follows (Aksoy, 2009):

“Every product or service that is purchased by pay-
ing money indicates a value for the customer. A value
presented from a good restaurant is obviously the food
it presents, but at the same time, the district it is located
in, its atmosphere, music, waiters’ services, people
coming to the restaurant and what is talked about. An
entrepreneur who opens a restaurant and becomes suc-
cessful may not need to analyse his reasons of success.
However, as the business becomes dull, innovation
should be made to remake the restaurant a favourite
place. Usually, a customer does not know what he/she
wants and therefore cannot state the thing that he/she
does not know. Therefore, the establishment should
definitely study the customer, find out his/her expec-
tations and so to say, enter into his/her life. The vital
and importance of the innovation underlies here.”

Innovation is a process. This process includes a set
of stages starting from generating ideas to implemen-
tation of such ideas (Sezgin et al., 2008; Örücü et al.,
2011).

As seen in Figure 1, the first stage of the innova-
tion process is to generate idea. All the innovations are
originated from generating ideas as well as implement-
ing and realising them (Jong and Vermeulen, 2003;
Eren and Gündüz, 2002; Eraslan et al., 2008). Inspira-
tion and imagination are important factors in creating
new ideas (Örücü et al., 2011).

The second step of innovation process is to check the
compliance of the developed ideas with the purposes of
establishment. In other words, it is quite important for
the innovations to comply with the purpose. For exam-
ple, in a study, it was detected that the food companies
in Spain failed in result of only making product dif-
ferentation for increasing their product range, instead
of giving priority to their customers’ needs (Çalıpınar
and Baç, 2007).

The last step for the innovation process is to check
the feasibility of the ideas complying with the pur-
poses of the establishments, and commercialize them.
Intrinsically, innovation is to acquire commercial suc-
cess and create added value. Many innovations have

Figure 1. Innovation process.
Source: Majaro, S., (1998), Managing Ideas for Profit.
McGraw-Hill, Maidenhead. Adapted: Sezgin et al.,
2008: 132.

to expire before acquiring a commercial income suc-
cess. Therefore, the innovative applications which do
not create an important economic added value are
not deemed as innovations (İnsel ve Sarıdoğan 2009).
Likewise, Zerenler et al (2007) asserted that an activity
which is entered in an organization might be successful
and innovative when it is able to be commercialized.

There are many dimensions of innovation.
(Bakkalbaşı, 2003). Montes et al. (2005) defined inno-
vations as the introduction of new ideas, products,
services, systems, policies, programs and processes
earlier than other firms in the environment. In other
words, Ottenbacher and Gnoth (2005) defined them in
an idea, practice, process or product. However, in this
study, innovations have been defined mostly in new
products in hospitality and especially food and bev-
erage firms. Also, this study has focused on product
innovations in food and beverage enterprises.

2.2 Food and beverage firms perspective

Food and beverage establishments are under economic
and social management discipline, which accept to
meet the peoples’refreshment needs as a profession
with its material and social values such as its struc-
ture, technical equipments, comfort and maintenance
status as well as its qualitative elements such as service
quality of the personnel (Atak, 2009).

Food and beverage motive is one of the most impor-
tant basic needs of human being. Au and Low (2002)
stated that due to being the basic requirement of life,
the demand towards food and beverage services in the
tourism industry is not flexible against the prices. Wolf
(2005: 10) asserted that almost every travelling person
eats outside food and beverage service is one of the
three most demanded activities (Görkem and Öztürk,
2011).
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The growing of food and beverage sector day by day,
and high profitability causes the increase in innovative
investments in this field and makes the competi-
tion conditions tougher. Following the food-beverage
cultures of the other countries, tracing the new devel-
oped cooking and preparing methods and trying to
modernize, make important contributions both to
the customers and food and beverage establishments
(Sezgin et al., 2008). The product innovation in food
and beverage sectors might be defined as creating a
new, different product, which has not been made before
and might yield profit by developing the existing
products for new expansions.

Haktanir and Harris (2005) identified in their study
on an independent hotel in Northern Cyprus that the
term “innovation” is widely perceived to relate to the
entertainment activities and variations in food and bev-
erage products in order to increase in-house sales.
These authors determined that innovative activities
are mostly related to food and beverage department’s
operations, and are seen in terms of revisions to food
menus, beverage choices, and variety in bar operations
and banqueting.

Food and beverage establishments in the tourism
industry are the service areas where innovation and
creativity come to the forefront. The change in
demands and expectations of customers lead to diver-
sities in the presented food-beverage services. In this
context, innovation plays a key role in competiton
strategies of many countries. For example, creativ-
ity and innovation is supported personally by enter-
preneurs in France which has 47% of the world’s luxury
restaurant market. The big restaurants’ chefs, who are
the founder or owner of the establishment at the same
time, play an important role in presenting France food
culture worldwide. These chefs and their colleagues
spare most of their times by forming a creative pro-
cess, and for food presentation and customer services
(Sezgin et al., 2008).

On the other hand, Oliver Chaleil – the Executive
Chef of Çırağan Palace Kempinski Hotel in İstanbul –
points out that 10% of the job needs to be reserved for
innovation and discovery in every discipline and cui-
sine. Although Chaleil states that the Turkish cuisine is
closed to renewal when it comes to innovation, he also
expresses that this is not due to chefs, rather it arises
from the consumers who are not open to renewals
(Chaleil, 2012). Thus, in the study of Ata et al (2011),
there is a finding that supports this case.When examin-
ing the innovation performances of the establishments
that produces food and beverage; Sweden, Portugal,
Lithuania, Italy, France, Greece, Estonia and Bulgaria
stand out to be the most innovative countries, while
the establishments manufacturing food and beverage
in Turkey are seen as making too less innovation when
compared with the other European Union countries.

In parallel with all these developments, new trends
and concepts in the world’s food and beverage sectors
can be summarized as follows:

Gastronomy tourism: Gastronomy tourism adds
important values to many destinations. The interest

shown to ‘good eating’ in Europe has become a
movement in recent years, and “gourmet tours” or
“gastronomy tours”, where intellectual tourists with
good income levels participate, has become one of the
most best-selling tourism products. The groups, which
organize tours to Italy or France for good food, an eth-
nic chef or a good wine, are important examples for
Turkey to develop gastronomy tourism. For example,
Barcelona acquires a considerable part of its tourism
incomes from food and beverage activities it organizes
every year.

Wine tourism: Today, trips to Europe countries that
traditionally engage in wine, and to the countries where
the most developing wineyards are located, are increas-
ing. Here, the purposes in terms of tourists are to learn
how to make wine, taste and purchase wine, and gain
experience about the features of the wine area.

Slow food movement: The slow food motion, which
started in Italy and became common in all the coun-
tries, has two basic functions.The first one is to protect
the number of endangered animals, plant types and
agricultural methods, and the second one is to develop
the ability to taste.

Agro tourism: In this movement, which started by
transforming the farm houses in rural areas into bio-
lodgings or bio-hotels, the guests are able to consume
the products, live the production stage and natural
environment, and even can cook bread, make jam and
collect olives.

Fusion cuisine: The fusion cuisine, which is a
unique, creative and innovative technique that mainly
depends on mixing the food cooking techniques and
ingredients of different locations deliberatively in the
same plate, appeared by combining the western tech-
niques with the Far East technique and ingredients in
1980s. With this idea, establishments aim to provide
pleasure and loyalty by presenting the customers the
tastes from different cultures in one plate.

3 THE RELATIONSHIP BETWEEN FUSION
CUISINE AND TURKISH CUISINE

Tourism has an important function which makes the
countries closer to each other. In this approach, the
food is an active instruments. In this context, it is
important to present tourists the Turkish cuisine cul-
ture in the best way. Turkey draws attention from
all over the world in terms of its food culture and
diversity, and Turkish cuisine culture plays an impor-
tant role in attracting foreign tourists (Görkem and
Öztürk, 2011). Around the world, there are changes
existing in food and beverage sector and this is also
happening in Turkey, and such changes deeply effect
the food-beverage establishments. The fusion cuisine
understanding is one of the innovative approaches that
appeared in this process.

The first person, who first gave fusion cuisine its
current name, is the well-known cuisine chef Norman
VanAiken from Miami. When examining the historical
development of this cuisine, although it is called as
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Asia fusion in the early years, then in the following
years, it is seen that numerous style and number of
fusion cuisines were formed with diversities of other
country’s cuisines.

The requirement for presenting services in parallel
to globalization has revelaed the fusion term in food
and beverage industry. In this frame, food and bev-
erage establishments started to include fusion cuisine
applications in order to ensure customer satisfaction
(Sica and Mantovani, 2009). The dictionary mean-
ing of the word ‘fusion’, that is basically a physics
term”, is stated as melting, combining, getting together,
combination (Mannur, 2005).

The fusion cuisine, which printed its name on the
food culture in recent years, might be defined as creat-
ing new cuisines, new food, new tastes by synthsizing
different food concepts from the world’s cuisines. An
example for the fusion cuisine might be given as
re-interpreting a kebap from Turkish cuisine and pre-
senting it with a Far East vegetable garniture or with a
French cuisine sauce, and thus creating new food and
synthesis cuisine culture by that way (Sandıkçı and
Çelik, 2007). However, when curry spice is dispersed
into the chicken saute which is one of the major meat
dishes of Turkish cuisine, a fusion with a mix of Turk-
ish and Indian cuisimes might be created. Moreover,
the aubergene puree souffle, which is formed by com-
bining aubergene – has very important place inTurkish
cuisine—and the cheese souffle of French cuisine, is
an example of fusion taken from Turkish and French
cuisines.

Tastes and flavours that are very unaccustomed to a
country’s cuisine might come together thanks to fusion
cuisine, and a new product might be created in terms
of a food-beverage establishment.

The fusion cuisine might be classified with three
different methods. One of them is the mixture of close
regions with different cultures. In the second method,
which is also called “eclectic”, a food culture becomes
determinative, but tecniques or ingredients from other
cuisines are also used. And in the last method, with-
out any determinative cuisine, all the world’s cuisines
are brought together (Pappas, 2011; Oddy, 2003). One
of the most important characteristics of Turkish cui-
sine culture is that, due to having rich food-beverage
diversity and culture, such three methods may easily
be implemented.

The food culture, which carries the indispensible
elements of the geograhies, life styles and sense of
flavour of the countries and every nation, has ripen for
hundreds of years and been inherited from generation
to generation, and has almost become the represen-
tative of that culture. Every cuisine that was purified
from locality and became nationalized, becomes uni-
versal at the same time (Akman, 1998). The feeding
styles has taken shape according to cultural, geograph-
ical, ecological and economical structure that is been
involved, and to the historical process. Every nation
has a cuisine culture according to its cultural struc-
ture. Turkish cuisine culture is also among the most
colored and rich cuisines (Güler, 2007).

Turkish cuisine is one of the most developed
cuisines in the world since the Turks kept the Spice
Route under their control for many years. Spices make
the meat life longer as well as has a necessity to season
it (Akman ve Mete, 1998). Having possessed the suit-
able and fertile lands for agriculture, there is both meat
and vegetable diversity among the Turks due to farm-
ing and animal husbandry. And this richness arises
from the reason that the Turkish nation had consti-
tuted the oldest societies of the world. The richness of
the types in Turkish cuisine depends on many factors.
Turkey’s geographical location and the historical pro-
cess it had gone through are among the factors that
play important role in the emergence of diversity in
the formation ofTurkish cuisine culture (Tezcan, 2000;
Kadıoğlu, 1997).

In Turkey, the food culture of all civilizations and
races which had passed from Anatolia for centuries
were followed in time by the food and refreshments
habits of the people in the wide geography of the
Ottoman Empire. When we add to all these, the suc-
cess of the new generation Turkish cuisine chefs in
combining with the world’s cuisines, a clean sheet was
turned in the Turkish gastronomy.

There are food cultures spreading by keeping its ori-
gins from east to west and north to south, as well as
there are food types that undergo changes with people
and climate characteristics of the region and spread in
such way. These food had undergone some changes
toward the frame of mind, desire and needs of the
people created them, or socio-economic conditions.
Therefore, a brand new food model appeared by com-
bining a few products together. This is called fusion
cuisine.

Turkish cuisine rather displays a local characteris-
tics and has not been tied to world fusion, and with this
aspect, it succeeded to protect its origin. Without mov-
ing away from the origin, combining these methods
creatively with new techniques and materials which
have not been used before and giving them another
form provides the fusion to be effectively implemented
in Turkish cuisine. And while this includes unique,
rooted and local flavours, on the other hand, might cre-
ate combinations and presentations which can appeal
to the international food tastes (Kadıoğlu, 1997). As
the Turkish Cuisine culture is that wide, colored and
rich cuisine culture, it increases the feasibility of the
fusion cuisine (Köroğlu et al., 2007).

It is stated that the Turkish cuisine, which has
improved and enriched by the effect of the civilizations
which had lived in Turkey, is included in the richest
three cuisines worldwide, and has the characteristic
of the most nutritious cuisine in the world (Denizer,
2008).

In the research made byAkman and Hasipek (2000)
on 1000 foreign tourists putting up at holiday villages
in Antalya, the ideas of the tourists on Turkish cuisine
were tried to be revealed. The tourists stated that they
tasted the meat dishes at the most fromTurkish cuisine,
and that the soups are inadequate in respect of type.
The primary issue that the tourists complain about
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Turkish cuisine is that the foodstuff in Turkish cuisine
are fatty.

As result, the changing process experienced in the
whole world also affected the food-beverage estab-
lishments, and a brand new product called fusion
cuisine has appeared. The richness of Turkish cui-
sine presents important oppurtunities and strengths the
competitiveness of Turkey in this area.
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Yayınlanmamış Yüksek Lisans Tezi. Ýstanbul: Marmara
Üniversitesi Sosyal Bilimler Enstitüsü.

Chaleil, O. 2012. Benim mutfağımda yerel ürünler öncelik-
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Kadıoğlu, N. Ç. 1997. Türk Mutfağının, akdeniz mutfak
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ABSTRACT: Perlis is famous with places of interest as a recreational centre for foreign tourists and the
local community. Currently, each state in Malaysia has its own tourism maps, which only show location of
fascinating places inaccurately and tourists unable to retrieved detail information directly from the maps. GIS is
the powerful tool for decision-making; however, lack of funds is the main issue of not being able to implement
the GIS application in tourism. The aim of this paper is to suggest an approach for the usage of open source
GIS tool, Quantum GIS in identifying the attraction places surrounding Perlis for tourism purposes. Based on
the aim, the objectives of the paper are to i) gather information of Perlis’s fascinating places and ii) show the
real figure of the places using multimedia approach and iii) identify the road direction to the fascinating places.
The results of this paper can be used to help the tourists to plan their journey, and it is applicable to increase
the number of tourists visiting Perlis. Ministry of Tourism Malaysia also has a chance to promote the places of
interest in Perlis. The study is promising efficient GIS application of Perlis’s tourism.

Keywords: open source tool, tourism, GIS, fascinating places

1 INTRODUCTION

Perlis Indera Kayangan is the smallest state and lies
at the northern part of the west coast of Peninsular
Malaysia. The population of the state is 217 480 in
2010 (Wikipedia, 2011). Even though Perlis is the
smallest state in Malaysia, it does not lose out to
other states in terms of tourism attractiveness. Perlis is
a pleasant and excellent destination for tourists who
want to experience the slower-paced and laid-back
rural lifestyle.

There are quite a number of fascinating places in
Perlis such as Taman Ular, Rumah Traditional, Taman
Budaya, and etc. All of these places provide different
experience for the tourists to visit. Perlis is the place
where people will want to experience rural lifestyle
with truly natural environment, visit historical arts and
culture, shop the goods at lower prices and taste the
fresh sea foods and village’s foods with the touch of
Thai taste. With those reasons, Perlis can be chosen
as the place to visit for environmental and historical
study purposes, family’s vacation, friend’s gathering,
camping and so on. Ministry of Tourism, Perlis office
is the authority which is responsible to promote these
places to foreign and local tourists.

During recent decades, there are so many remark-
able growths of research in tourism activities and
managements. Several studies on tourism issues and
management (Oppermann, 1997; Elliott-white & Finn,
1997; Nielsen & Liburd, 2008; Huang & Hsu, 2008),
have been done as an aid in planning and market-
ing approaches. Oppermann (1997) realized that most

travel agencies prefer to use traditional ways to market
to their customers with local newspapers and yellow
pages. Only a few travel agencies have specialized
in specific types of traveling and would accordingly
use other distribution channels. It is argued that new
approaches to tourism marketing are required and
that Geographic Information System (GIS) provides
a range of appropriate and useful tools for tourism
marketing managers (Elliott-white & Finn, 1997). GIS
can be defined as an integration of hardware, soft-
ware, and data for capturing, managing, analyzing,
and displaying all forms of geographically referenced
information. GIS is able to view, understand, question,
interpret, and visualize data in many ways that reveal
relationships, patterns, and trends in the form of maps,
globes, reports, and charts (“GIS.com,” 2012). In a
tourism management context for example, the user of
the GIS might be employed by a tour operator. A GIS
file would be opened which would be displayed on a
standard computer monitor to show a digitised map.
This might show all roads represented as lines and
hotels represented as points, within a specified area or
polygon, close to, or within a particular radius from
say, a heritage sight, tourism complex or attraction
(McAdam, 1999).

Maps and other location-based information have
traditionally played an important role in the choice
of holiday destination and the selection of sites to
visit (Liburd & Nielsen, 2010). According to Jansen,
Ciamacca, and Spink (2008), geographical informa-
tion can be used for searching and gathering the travel
information. GIS is a potential tool that applicable
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Figure 1. State of Perlis.
(Source: www.perlis.gov.my)

to be used in enhancing the Perlis’s tourism plan-
ning. Location-related information play an important
role in tourists’ decision-making processes; firstly, on
the choice of destination; secondly, the behavior and
movement patterns at the destination; and thirdly, on
the evaluation and communication of vacation expe-
riences. By providing useful information on places of
interest for different reasons of vacation and its strate-
gic locations, it will be easier for travelers to identify
the perfect places which fulfill their reasons of the
vacation. According to Oppermann (1997), database
of tourism places is bound to become a strong aspect
of tourism marketing in the years to come with poten-
tial for any type and size of tourism activities. Using
mobile devices to guide tourists in unknown cities
or simply to show the shortest way to a certain kind
of store is seen as one of the most promising appli-
cations in the near future. In order to provide the
necessary functionality, GIS have been established in
the background.

The integration of GIS and appropriate sofware
could potentially satisfy the consumer’s need. One of
the popular open source GIS is Quantum GIS. Quan-
tum GIS (QGIS) is a user friendly open source GIS
licensed under the GNU General Public License. QGIS
is an official project of the Open Source Geospa-
tial Foundation (OSGeo). It runs on Linux, Unix,
Mac OSX, and Windows and supports numerous vec-
tor, raster, and database formats and functionalities.
(“Welcome to the Quantum GIS Project,” 2012)

This paper is to gather the detail information on fas-
cinating places surrounding Kangar, Perlis for tourism
purposes. The potential of GIS applications in tourism
system in Perlis will be discussed further using some
GIS software. The real figure of the places will be pre-
sented using multimedia approach. With the aid of the
software, the tourists are able to identify further about
fascinating places to visit. On the other hand, GIS tech-
niques and procedures have important roles to play in
analyzing decision problems. In order to satisfy the
needs of the tourist in determining the location to the
fascinating places, this study will be using Quantum
GIS to introduce the application of the shortest path.

Figure 2. Chuping sugar cane plantation.

Figure 3. Kelam Cave Recreational Park.
(Source: http://www.fun-travel-malaysia.com)

2 FASCINATING PLACES IN PERLIS

Perlis has many interesting and unique tourism prod-
ucts.With tourism based resources on recreational area
and many interest places, Perlis is able to offer a wider
range of travel products to attract domestic and inter-
national visitors. The interesting places in Perlis can
be divided in several catergoties such as:

a) Historical/Cultural Park (Royal Museum Arau,
Kota Kayang Museum, Dato’ Wan Ahmad’s
House).

b) Agro tourism (Herbs Garden, Grape Farm, Harum
Manis Plantation, Chuping Sugar Cane Plantation)
(Figure 2).

c) Recreational Park (Perlis State Park, Kelam Cave)
(Figure 3).

d) Wang Burma Cave
e) Bukit Ayer Recreational Park
f) Snake and Reptile Farm
g) Timah Tasoh Lake
h) Melati Lake (Figure 4)
i) Shopping (Wang Kelian Sunday Market, Padang

Besar Arcade)
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Figure 4. Melati Lake.
(http://interestingplace1.blogspot.com)

Figure 5. Padang Besar Arcade.

3 GIS SOFTWARE AND DATA MODEL
IN TOURISM APPLICATION

Open source GIS tool, Quantum GIS is used as
selected software for database development (attribute
data) and spatial analysis is constructed on the fasci-
nating places at Perlis. All the spatial and attributes
data is in WGS84 coordinate projection system. The
attributes data of Perlis fascinating places are obtained
from Perlis Town and Rural Planning Department and
Ministry of Tourism Malaysia, Perlis office. Table 1
shows list of attributes and digital data layers used
in this study. For the road layer, the attribute data
added are ID, road name and length while fascinat-
ing places are ID, type, name, address, coordinate,
postcode, district and state.

4 CONCEPTUAL FRAMEWORK OF GIS
PERLIS TOURISM

This study is divided into i) software selection, ii)
spatial and attributes relating to the Perlis tourism

Table 1. List of attributes and digital layers.

Layer Attribute

Road ID
Road name
Length

Facinating places ID
Type
Name
Address
Coordinate
Postcode
District
State

Figure 6. Conceptual framework.

data collection, iii) data processing and iv) result and
analysis.

A conceptual model is developed to achieve the
objectives of the study. The model shows six (6)
steps involve such as georeferencing, digitizing, data
entry, geocoding, attribute data query, photo and video
hyperlink, and the shortest path (Figure 6).

Using the georeference plugin, the coordinate of
Perlis’s control points, which are obtained from the
Google Earth in WGS84 coordinate system and reg-
istered into the Perlis’s base map. The road (line),
fascinating places (polygon) and facilities (point)
provided are vectorized and converted into the GIS
data model, and all the detail information (attribute
data) is inserted into the spatial feature using the
Quantum GIS.

Search query builder is one of the popular tools in
any GIS applications. The ‘identify tool’ is used to
query the detail information inserted to the spatial or
fascinating places. Tourists can easily gain any infor-
mation related to the places such as types, address,
description, attraction, entrance fee and etc.

221



Geocode plugin is used to identify the fascinating
places, i.e. Padang Besar based on the address locator.
Tourists are able to locate the spatial location using the
address of fascinating places. For example, by typing
the address of Padang Besar, Perlis, the Quantum GIS
software will show the actual location on the digital
Perlis’s map.

To determine the way to the selected fascinating
place, shortest path is used by identifying the origin
(from) and Destination (to). Lastly, the hyperlink tool
of Quantum GIS is used to show the real figure of the
fascinating places using multimedia approach such as
picture and video.

5 DETAIL INFORMATION OF PERLIS’S
FASCINATING PLACES

GIS is applied in promoting the fascinating places sur-
rounding Perlis such as Padang Besar Arcade, Snake
and Reptile Farm, Herb Garden, Royal Museum Arau,
Kelam Cave and etc. Perlis’s fascinating places are
categorized into four (4) types such as agro-tourism,
recreational park, shopping and historical/cultural
park.

Figure 7 shows the list and detail information of
fascinating places obtained in the attribute table under
the layer of interest places. By selecting the row of
fascinating place in the attribute table for example
“rumah tradisional”, tourists are able to determine the
actual location on the digital Perlis’s map. The coordi-
nate (latitude, longitude) of “rumah traditional” is also
provided in the selected attribute table for helping the
tourists (local or foreigner) to find the location using
GIS digital map or through the GPS mobile phone.

Figure 7. Detail information of Perlis’s fascinating places.

In addition, the detail description of the “rumah tradi-
sional” can be obtained directly from the GIS digital
data without any access to the other website (Figure 8).

6 IMAGE AND VIDEO OF FASCINATING
PLACES USING MULTIMEDIA APPROACH

The action button in QGIS is used to link the image
and video of the fascinating places. The tourists can

Figure 8. History of the fascinating places.
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overview visually to the place of interest by picture and
video using the multimedia approach. The ‘identify
tools’, which consist of two (2) buttons; i) action: video
of fascinating places and ii) action: Picture (Figure 9)
is linked to the fascinating place’s photo and video
(Figure 10).

Figure 9. An action button to display the fascinating image
and video.

Figure 10. Image and video of “Rumah traditional" displayed by identify tool.

7 ROAD DIRECTION IDENTIFICATION TO
THE FASCINATING PLACES

The network analysis is one of the functions in the GIS
to identify the road direction either shortest or fastest
path. This study focused on the shortest path where the
criteria taken under consideration are the length of the
road. To identify the road direction, tourists need to
identify the start (current location) and stop location
(destination).

In this study, the accommodation is stated as start
location while the fascinating place, “rumah tradi-
sional” is declared as stop location by determining
the address of the place. Then, using calculate but-
ton the road direction will be determined based on the
distance. As shown in Figure 11, the thickest line is

Figure 11. Shortest path from accommodation to fascinat-
ing places.
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displayed on the map to show the shortest path from
current location to the new destination.

This application is suggested for tourists before the
day of the holiday, so as to plan an effective journey
within the time and budget.

8 CONCLUSION

QGIS is a powerful tool in providing the detail infor-
mation from the integration of data sources to support
the decision-making in tourism development. This
study shows that the open-source software, QGIS is
successful can be used for promoting the Perlis’s fasci-
nating places using GIS application. Using QGIS, the
problem of getting the funding to develop the system
as one-stop-centre data can be solved.

Now, tourists (local and foreign) are able to gain
the detail information of the Perlis’ fascinating places
from every single part of the earth before starting their
journey. Furthermore, the actual location also can be
gained from the digital maps to help the tourists plan
their journey and direction to the fascinating places.

This study also applicable to be used by Ministry of
Tourism, Perlis office and travel agency in promoting
Perlis using the multimedia approach. In addition, the
data updating especially tourism maps would be easier,
less of paper and less time consuming.
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ABSTRACT: In recent years the concept of rural or ecotourism has been gathering impetus in the countryside
of developing countries. Regions which were previously based on agriculture are now urgently seeking new
forms of income generation. This paper demonstrates the uses of remote sensing, Geographical Information
System (GIS) and Multi-Criterion Decision-Making (MCDM) in an integrated approach for rational planning
of ecotourism activities and conservation measures. For this purpose, we try to identify the appropriate areas for
ecotourism development, but also pointed out the weaknesses which are now obstructing the growth of this, in
many ways the most perspective form of tourism in Marvdasht County. The result from the analysis indicates
that from the view point of environmental attractions, the ecological attractions of the study region have the
priority in development of tourism which was advised to put emphasize on it for expansion of natural tourism
and ecotourism.

Keywords: rural tourism, rural development, GIS, MCDM, remote sensing, Marvdasht.

1 INTRODUCTION

Tourism is an activity which may have a significant
influence on the economic, social, functional and phys-
iognomic structure of rural areas. Village tourism is a
very broad concept, which includes not only a vacation
in the countryside, but also various other tourist activ-
ities in rural areas. Natural tourism in rural areas has
today become a reality, a need and a wish of tourists,
but also a carrying force and an instrument of rural
areas development. Ecotourism has a strong connec-
tion with sustainable tourism. Sustainability depends
on the relationship between tourism and environment.
Suitable management for ecotourism development is
essential in order to conserve and maintain the biologi-
cal richness of the area as well as economic upliftment
of the local people. In this respect, ecotourism eval-
uation should be regarded as an important tool for
sustainable development of tourism in a rural area
(Ceballos-Lascurain, 1996, 83). This can be judged
with the help of criteria and indicators approach, which
is basically a concept of sustainable ecotourism man-
agement developed in a set of principles, criteria and
indicators (Prubhu et al, 1999, 5). Ideally, ecotourism
should satisfy several criteria such as conservation of
biological and cultural diversities through ecosystem
protection and promotion of sustainable use of biodi-
versity with minimal impact on the environment being
a primary concern (Ryngnga, 2008, 52). An integra-
tion of remote sensing and GIS can certainly play an
important role in ecotourism planning. In general, they

provide efficient tools to store manipulate and analyze
a great variety of spatial data. More specifically, they
can be used to map out land covers and habitats (Fung
1997, 89; Fung et al. 2001, 47); monitor landscape
changes (Fung, 2003, 543); model species distribution
(Miller and Allen 1994, 42; Osborne et al. 2001, 463;
Luoto et al. 2002, 1033; Rushton et al. 2004, 51) and
predict suitable habitats for different species (Leeuw
et al. 2002, 139; Gibson et al. 2004, 218).

The integration of GIS, remote sensing and mul-
tiple criteria decision making makes a powerful tool
to handle the ecotourism siting problem because GIS
provides efficient manipulation, analysis and presenta-
tion of the spatial data and MCDM supplies consistent
ranking of the potential ecotourism areas based on a
variety of criteria (Sener et al., 2006,382).

Thus, the present study is an attempt to iden-
tify potential ecotourism sites using remote sensing,
ANP and GIS in Marvdasht County, Iran. ANP was
employed to assign criteria weights to be used in
ecotourism siting. ANP is the generalization of well-
known AHP method, which was proposed by Saaty
(2001). ANP incorporates the influences and interac-
tions among the elements of the system (criteria and
alternatives) as perceived by the decision maker, and
groups them into clusters (Aragones-Beltran et al.,
2010, 1083). A comprehensive review of the tech-
nical literature concerning ecotourism showed that
MCDM had been employed by Bunruamkaew and
Murayama (2011) and Fung and Wong (2007) for
selecting ecotourism sites, Dickey et al (2005) for
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Figure 1. Location of the Marvdasht County (in the fars
province of Iran).

choosing appropriate ecotourism disposal techniques,
and Neba (2010) for developing rural tourism as an
alternative strategy for poverty alleviation in protected
areas.

2 STUDY AREA

The Marvdasht County (29◦ 15′ to 30◦′ N and 5◦ 44′ to
53◦ 30′ E) is located in the north part of Fars province
of Iran ‘Figure 1’. The mean elevation of the area is
1620 meters above mean sea level. According to the
De Martonne climate classification, and the area repre-
sents a semi-arid-humid climate type with the average
annual rainfall of 478 mm, the average annual potential
evaporation rate of 2934 mm. There are some impor-
tant attributes that should be considered in order to
develop successful ecotourism in the Province. For
instance, it should largely be free from urban settle-
ments with untouched landscape, have rich vegetation
cover and considerable wildlife, traditional indigenous
people’s groups and recreational tourist attractions.
Such characteristics suit the selection of the area for
a case study to demonstrate the application of the
methodology.

3 MATERIALS AND METHODS

3.1 Identifying the criteria for the ecotourism
planning

The potentially suitable areas for ecotourism have cer-
tain features; the identification of these features is

Table 1. Criteria in land suitability analysis for ecotourism.

Layer Scale Source

Wildlife area 1:50,000 Topographic map
Land used/ 1:50,000 Satellite image

cover map
Natural attraction 1:50,000 Field Survey with

places GPS
Protected areas 1:50,000 Topographic map
Elevation 1:50,000 Topographic map
Proximity to cultural 1:50,000 Field Survey with

sites GPS
Slope 1:50,000 Topographic map
Population data 1:50,000 National statistical

office, Iran
Distance from road 1:50,000 Topographic map

contingent upon several factors. Data used in this study
were assembled from a variety of sources (Table 1).
The factors and criteria set up were chosen accord-
ing to experience, experts’ opinions and information
from various sources. Knowledge acquisition has been
accomplished through discussions with experts of
related fields of study, surveying of authenticated
literatures and the local conditions of the region.

3.2 Methods

3.2.1 Determination of the criteria and sub criteria
weights by ANP and Pair wise comparison

3.2.1.1 Pair wise comparison
In the present research the Pair wise comparison was
used to determine the weights of the sub-criteria.
The Pair wise comparison was first proposed by the
renowned mathematician Thomas L. Saaty (1980) as
an appropriate decision making approach to handle
complex problems with numerous factors involved.

This process is used to assess the intangible qual-
itative criteria and the objective quantitative criteria
(Ghodsipour, 2005, 41). To assign weight, a pair wise
comparison matrix is formed to make a pair wise com-
parison between the classes of any criterion. In the pair
wise comparison, each of the classes was assigned a
weight ranging from 1 to 9. For this, the local con-
ditions of the region, the relevant literature and the
specialist expertise were considered and finally the
relative weight of each class was determined using
the Eigen Vector method in the environment of the
Expert Choice software.

3.2.1.2 Analytic Network Process (ANP)
In this study,Analytic Network Process (ANP) method
was employed to determine criteria weights. ANP is
one of the most recent MCDM techniques which have
been proposed by Saaty (2001). In fact, ANP can be
considered as a more recent extension of AHP for
decision making with dependence and feedback that
can handle a more complex decision structure (Saaty,
2001, 132) such as landfill siting which is a complex
network of various factors.WhileAHP is limited to rel-
atively static and unidirectional interactions with little
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Figure 2. Schematic diagram for modeling suitable eco-
tourism sites in Marvdasht County, Iran.

feedback among decision components and alternatives
(Sarkis, 1998, 165), ANP and its super-matrix is able
to handle a more complex decision structure (Saaty,
2001, 134). ANP consists of three parts: the first part
is the control hierarchy for the network of the criteria
and sub-criteria; the second part is a network of influ-
ences among the elements and clusters; and the third is
the feedback between the various clusters and elements
within a cluster (khan and Faisal, 2008, 1504).

For the case under study, four groups of connoisseur
experts, namely tourist planners, environmentalists,
village planners and GIS specialists contributed to
establish the ANP based network model with the
support of Super Decisions software. To calculate
criteria weights by the use of ANP method, some
questionnaires consisting of pair-wise questions for
the comparisonanalysis were designed. The experts
participating in the survey completed the question-
naires.Then, through Super Decision software, criteria
weights were calculated using information derived out
of the questionnaires.

4 RESULTS

The overall process of the suitable ecotourism
site selection has been schematically presented in
‘Figure 2’. The collected data related to the nine

Table 2. The weights of the criteria via ANP.

Criterion Weight

– Elevation – 0.11
– wildlife Area – 0.109
– Natural Attraction Places – 0.221
– Land slope – 0.144
– Land use – 0.086
– Protected Areas – 0.097
– Distance from Road – 0.068
– Population – 0.093
– Proximity to cultural sites – 0.072

Figure 3. Suitability map for ecotourism in Marvdasht
County, Iran.

parameters (Elevation, Wildlife Area, Natural Attrac-
tion Places, Land slope, and Land use, ProtectedAreas,
Distance from Road, Population, and the Proximity to
cultural sites) was analyzed in the present work.

Having collected the information layers according
to the flowchart, Pair wise comparison and ANP were
used to determine the weights of the sub-criteria and
criteria respectively.Tables of 2 presents the weights of
the criteria extracted via the Super Decision software.

After obtaining the normal weights of all nine the-
matic layers and the features of individual thematic
layers, all the thematic layers were integrated with one
another in order to demarcate ecotourism zones in the
study area.The final map was classified in four equally
scored classes from the not suitable to the highly suit-
able areas. The final land suitability map is presented
in ‘Figure 3’.

With regards to the analysis of the results and eco-
tourism requirement, the typical sites recommended
are summarized based on 4 classes. ‘Highly eco-
tourism potential’category involves the most sensitive
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area and development activities within this area which
will lead to disaster and threaten the natural charac-
teristic of the area. It could serve as main ecotourism
attractions but with the use of certain limitations and
guidelines. Example of guideline to be used to limit
the number and duration of access to the area is the
code of conduct. Activities suggested for these areas
include education and research related activities, site
seeing and trekking. ‘Moderately ecotourism poten-
tial’ category allows for mild development but with
high consideration on construction work and detail
assessment of environmental impact. These areas can
still be considered for ecotourism attractions due to
passive tourist activities such as camping, trekking,
bird watching, site seeing and any activities with
minimum development or inference to the site. ‘Suit-
able for tourism development’ category includes areas
with low sensitivity and available for exploitation.
Still, development should be conducted in an appro-
priate manner with respect to minimizing develop-
ment impact. Physical structures such as green hotels,
lodge, restaurants and public convenience facilities are
needed to support ecotourism in these areas. ‘Cur-
rently not suitable’category includes areas with several
impacts of development and degraded environment.

Furthermore, the findings provide insights into the
Marvdasht ecotourism industry which could aid in the
development of strategies, policies and systems for
implementing and managing ecotourism. They also
offer a benchmark for future comparative and trend
analyses.

5 CONCLUSION

The development of ecotourism in partnership with
local communities and conservation projects can
restore local livelihoods. In this way villagers can
learn how to manage the wildlife and landscapes in
a sustainable manner making sound livelihood deci-
sions without sacrificing their cultural values. The
objective of this study is to determine the potential
for ecotourism planning in Marvdasht County and
the surrounding rural areas. The use of the integrated
MCDM-GIS approach effectively assists ecotourism
planning. MCDM is a sound tool for ecotourism plan-
ning, since it takes into consideration the different
criteria that have a significant impact on the decision.
The application of MCDM has successfully divided
the study area into different conservation levels by
considering various factors and constraints. Based
on different levels of conservation, a range of zones
regarding conservation can be established. Also the
results of the study indicated the efficiency of the
MCDM in ecotourism site selection and the effective-
ness of ANP in the rapid assessment of large areas.
The present work proposes a method for ecotourism
planning and can help policy and decision-makers to
approach tourism development’ issues with a deeper
understanding of environmental factors.

REFERENCES

Aragonés-Beltrán, P., Pastor-Ferrando, J.P., García-García,
F., Pascual-Agullo, A., 2010. An Analytic Network Pro-
cess approach for siting a municipal solid waste plant
in the Metropolitan Area of Valencia (Spain). Journal of
Environmental Management 91, 1071–1086.

Bunruamkaew, K., Murayama,Y., 2011, Site Suitability Eval-
uation for Ecotourism Using GIS &AHP:A Case Study of
Surat Thani Province, Thailand, International Conference:
Spatial Thinking and Geographic Information Sciences,
21: 269–278.

Ceballos-Lascurain, H., 1996, Tourism, ecotourism and pro-
tected areas, The World Conservation Union (IUCN).
Gland: Switzerland.

Dickey, A., & Higham, J.E.S., 2006, A Spatial Analysis
of Commercial Ecotourism Businesses in New Zealand:
A c 1999 Benchmarking Exercise Using GIS, Tourism
Geographies, Vol. 7, No. 4, 373–388.

Fung, T., & F. K.-K. Wong, 2007, Ecotourism planning
using multiple criteria evaluation with GIS, Geocarto
International, Vol. 22, No. 2, 87–105.

Fung, T., 1997, Mapping land cover changes in the inner deep
bay area of Hong Kong. In Hong Kong and the Pearl
River Delta as seen from Space Images, K. Lulla and
K.N. Au (Eds), pp. 83–92 (Hong Kong: Geocarto Interna-
tional Centre).

Fung, T., 2003, Landscape dynamics in the Maipo Ramsar
wetland site. In Geoinformatics for Tropical Ecosystems,
P.S. Roy (Ed.), pp. 539–553 (Tokyo: Asian Association on
Remote Sensing).

Fung, T., NG, S.L., KWAN, M. and YEUNG, E., 2001,
Mapping the broad land use pattern of Hong Kong.
Planning and Development, 17, 41–50.

Ghodsipour, Seyed Hassan., 2005, Analytical Hierarchy pro-
cesses, Amirkabir Industrial University press.

Gibson, L.A., Wilson, B.A., Cahill, D.M. and Hill, J., 2004,
Spatial prediction of rufous bristlebird habitat in a coastal
heathland: a GIS-based approach. Journal of Applied
Ecology, 41, 213–223.

Khan, S., Faisal, M.N., 2008. An analytic network process
model for municipal solid waste disposal options. Waste
Management 28, 1500–1508.

Leeuw, J.D., Ottichilo, W.K., Toxopenus, A.G. and Prins,
H.T., 2002, Application of remote sensing and geographic
information systems in wildlife mapping and modeling.
In Environmental Modeling with GIS and Remote Sens-
ing, A. Skidmore (Ed.), pp. 121–144 (NewYork: Taylor &
Francis).

Luoto, M., Kuussaari, M. and Tovonen, T., 2002, Model-
ing butterfly distribution based on remote sensing data.
Journal of Biogeography, 29, 1027–1037.

Miller, R.I. and Allen, J.H., 1994, Mapping the elements
of biodiversity: the rare species of Madagascar. In Map-
ping the Diversity of Nature, R.I. Miller (Ed.), pp. 37–51
(Oxford: Chapman and Hall).

Neba, N.E., 2010, Developing rural tourism as an alternative
strategy for poverty alleviation in protected areas: Exam-
ple of Oku, Cameroon, International NGO Journal Vol. 5
(1), pp. 50–59.

Osborne, P.E.,Alonso, J.C. and Bryant, R.G., 2001, Modeling
landscape scale habitat use using GIS and remote sens-
ing: a case study with great bustards. Journal of Applied
Ecology, 38, 458–471.

Prubhu, RC, Colfer, JP, Dudley, R., 1999, Guidelines for
developing, testing and selecting criteria and indicators for
sustainable forest management, Center for International
Forestry Research. Jakata: Indonesia.

228



Rushton, S.P., Ormerod, S.J. and Kerby, G., 2004, New
paradigms for modeling species distributions? Journal of
Applied Ecology, 41, 193–200.

Ryngnga, P K., 2008, Ecotourism prioritization: a geographic
information system approach, SAJTH; 1(1):49–56.

Saaty, T.L., 1980, The analytic hierarchy process, McGraw-
Hill: New York.

Saaty,T.L., 2001. Decision making with interdependence and
feedback. The Analytic Network Process. RWS Publica-
tions. University of Pittsburgh.

Sarkis, J., 1998.Theory and methodology evaluating environ-
mentally conscious business practices. European Journal
of Operational Research 107, 159–174.

Sener, B., Suzen, M.L., Doyuran, V., 2006. Landfill site
selection by using geographic information systems. Envi-
ronmental Geology 49, 376–388.

229



This page intentionally left blankThis page intentionally left blank



Current Issues in Hospitality and Tourism Research and Innovations – Zainal et al (eds)
© 2012 Taylor & Francis Group, London, ISBN 978-0-415-62133-5

The usage of ICT applications in 5 star hotels in Kuala Lumpur, Malaysia

Azdel Abdul Aziz, Mohd Faeez Saiful Bakhtiar, Nur’Hidayah Che Ahmat,
Mohd Syaquif Yasin Kamaruddin & Noor Azmi Ahmad
Faculty of Hotel & Tourism Management, Universiti Teknologi MARA, Malaysia

ABSTRACT: Hotel’s Information and CommunicationTechnology (ICT) has affected society and its surround-
ings in many ways. Most of hotels in this world use ICT as to ease their tasks such as taking reservation, room
management, telecommunication, and guest accounting. In Malaysia, hotels have started to use ICT application
as an important strategic asset. ICT has been rapidly changed or enhanced from time to time and many hotels
invest a lot of money to ensure that they have the latest technology. By using quantitative approach, this paper
analyzed the levels of usage of ICT applications used in Room Division and Food and Beverage Department of
hotels. Through self-administered questionnaires, 350 respondents from 28 five stars hotels in Kuala Lumpur
were approached using random stratified sampling. It appears that room division department has the highest
level of ICT usage. This outcome had significant implication to the hotel operators on how to prioritize the
importance of the hotel’s ICT application.

Keywords: ICT applications, level of usage, room division, food and beverage

1 INTRODUCTION

Technology has affected society and its surroundings
in many ways. Moreover, information technology dra-
matically changes with new features and capabilities,
moving away from the data processing era to strate-
gic information systems era. Technology which is
commonly known as information and communication
technology (ICT) is applied in the hospitality indus-
try as an important strategic asset (Cho and Olsen,
1998). Most of hotels in the world use ICT to ease their
tasks such as taking reservation, room management,
telecommunication, and guest accounting. According
to DiPietro (2010), ICT has been rapidly changed or
enhanced from time to time and many hotels invest a
lot of money to ensure that they have the latest technol-
ogy. Even though ICT seems to give positive impacts,
ICT might also cause negative impacts as well. As
mentioned by Sigala (2003), by fully depending on
technology use will not generate the maximum result.

Many organizations have gradually increased their
investment in information technology for planning in
order to boost the efficiency of their business pro-
cesses, support management decision-making, and
improve productivity (Kim et al. 2006). Moreover,
improving productivity is the main role of information
technology (IT) in the hotel industry, while informa-
tion resources have long played an important role in
conducting successful hotel operations (Ham, Woo
and Jeong, 2005). Next, by implementing IT systems
has resulted in decreased costs, greater productivity
and increased revenues in the hotel industry (Siguaw,

Enz and Namasivayam, 2000; Huo, 1998), improving
customer service and business operations (Sweat and
Hibbard, 1999; Barcheldor, 1999;Van Hoof,Verbeeten
and Combrink, 1996).

There are numerous hotels that apply technology in
their operation. It is a challenge for the organization
to adopt new technologies and learn how to use them
to build a better system, at the same time to priori-
tize which systems are the most important one. Some
impacts of the new technology may have dysfunc-
tional consequences for users, which may sabotage the
main objective for implementing the new technology
or system. Effects of a new system or technology could
include changes in stress, job satisfaction, quality of
work life, and other work related outcomes with impor-
tant consequences for the productivity and efficiency
of operations. In this study, the researchers focused on
the level of usage of ICT applications that is available
in 5-star hotels located within the Kuala Lumpur area.

2 LITERATURE REVIEW

2.1 ICT applications in hotel industry

Many researchers have wondered that the operation of
information technology (IT) in the lodging industry
has increased productivity, reduced costs, improved
service quality, improved guest satisfaction and long-
term profitability (Cobanoglu, Corbaci, and Ryan,
2001). ICT offers several advantages for hotels of all
sizes. One of the advantages is increased effectiveness
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due to cost decrease and revenue expansion. Another
advantage is higher quality customer relationships due
to the possibility of personal contact services and
dialogue with the customer (Wang, 2008). Given the
benefits that IT offers to the lodging industry, the wide
use of technology would appear to be an expected
conclusion (Siguaw, Enz and Namasivayam, 2000).

2.2 ICT applications in room division department

According to Ham, Kim and Jeong (2005) as well
as Lam, Cho and Qu (2007), they said that since
IT has been apparent to have remarkable return
in competition, hotel industry have broadly relies
on IT to improve their employees’ productivity and
efficiency, as well as customer satisfaction. Many
researchers have instituted that there is positive con-
nection between IT investment and organization pro-
ductivity and performance (Byrd & Turner, 2001;
Powell & Dent-Micallef, 1997; Rai, Patnayakuni, &
Patnayakuni, 1997). However, according to Davis
(1989) and Davis, Bagozzi and Warshaw (1992),
although there are positive effects and advantage, there
will be barriers of external factors that influenced
the acceptance of IT and new IT would not be fully
accepted.

The most typical IT tool in hotel organization is
hotel information system (HIS). According to Ham,
Kim and Jeong (2005), HIS can be divided into four
categories which are front office system, guest-related
interface, restaurant and banquet management system
and back office system. But among these, hotel front
office system (HFOS) is the most important system
in HIS especially in room division department. This
is because its operate 24 hours a day and 365 days a
years. In addition, Bailey and Pearson (1983) as well
as Eldon (1997) said that HFOS offers information in
a useful format and the information is clear. They also
said that the system supplies accurate and sufficient
information to the users. This was supported by Ahn,
Ryu and Han (2004) told that HFOS offer an up-to-
date, relevant and necessary information to the user
which will satisfied the users need. To ease the use of
HFOS, the manager and HIS practitioners must super-
vise by providing a swift support in case a problem
happen and provide training to help the employees to
understand and utilised the HFOS without problem.

2.3 ICT Applications in food and beverage
department

According to International Quality and Productivity
Center (2001), as firm develop improvement in the
new Digital Economy, organizations are relying on
their IT departments to plan, build up, and install
on-line solutions. Firms nowadays especially hotels
are using IT to unite with their stakeholders such as
consumers, suppliers, workers and management.

As stated by Kearns (1997), information technology
(IT) and management information systems (MIS) are
identical terms. They are just a set of interconnected

computerized mechanism that work mutually to col-
lect, retrieve, process, store and distribute information
for the reason of facilitating planning, control, coordi-
nation, analysis and decision-making in firm (Laudon
and Laudon, 1998). According to Choe (1998) as well
as Huber (2003), Restaurant Management Information
Systems (RMIS), is a system that shore up the manage-
ment in their decision-making processes as well as in
traditional financial reporting, variance reporting and
forecasting. RMIS have been used to develop store per-
formance in many ways. Zhang and Lado (2001) said
that by well deploying RMIS at operational level, com-
panies may develop and force their unique operational
resources and capabilities.

3 METHODOLOGY

This research adopts the descriptive design research,
and was conducted in quantitative manner since it is
targeted to examine and measure the level of usage of
ICT application in hotels. A quantitative approach was
used to gather the data by distributing questionnaire to
the sample that has been determined. It involves gath-
ering numerical data using structured questionnaires
from individuals. The research took place in the 5 stars
hotels around Kuala Lumpur. For the study population,
this research used sample of 5-star hotel employees in
Kuala Lumpur. From the recent record, there are 97
hotels in Kuala Lumpur with 28 hotels are 5-stars rat-
ing (Tourism Malaysia, 2011). The researchers chose
the convenience sampling and distributed 350 ques-
tionnaires to 28 hotels that is involved in this study.
175 employees were randomly chosen for Food and
Beverage Department while another 175 employees
were also randomly chosen from Room Division.

4 FINDINGS

4.1 Response rate

The researchers distributed a total of 350 question-
naires to the employees who work in Food and Bever-
age (F&B) department and Room Division of the 5-star
hotels around Kuala Lumpur with a purpose of data
collecting. Out of 350 questionnaires, both researchers
only managed to collect 235 questionnaires; 116 ques-
tionnaires from Room Division and 119 questionnaires
from Food and Beverage. There was no missing value
in any of the survey. The total percentage of respond
rate that the researchers secured was 67.1%.

4.2 Respondent’s background profile

Information that could be found in the background
profile was the respondent’s gender, age, education,
and experience. Frequency and percentage value of the
profiles were used against all demographic profile.

Out of 235 respondents, 41.3% which was 97
respondents were male. Meanwhile, the balance which
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Table 1. Result of mean and standard deviation of room
division.

check room guest guest
reservation in/out status info account

N Valid 116 116 116 116 116
Missing 0 0 0 0 0

Mean 4.91 5.08 4.90 4.76 4.65

Std. Deviation 1.060 1.026 1.008 .984 1.073

was 58.7% or 138 respondents were female. It rep-
resented that majority of employees in 5-stars hotels
were female. Besides that, for the age group, the high-
est percentage of 63.8%, goes to under 29 years old.
Followed by the age range between 30 and 39 years
old (25.1%). Next was the range of 40 to 49 years old
with 9.8%. Lastly, 50 years old and above with 1.3%.
Based on this information, it was clear that number
of employees with ages under 29 years old were very
high compared to the other three groups.

In terms of education, 44.7% respondents have
completed college or university with diploma and
degree level. Followed b 23.8% of those who were only
entered college and university. At the percentage of
18.7%, goes to those who had completed secondary or
high school. Next was completed postgraduate degree
with 10.2% and lastly 2.6% representing those who
their education level was less than secondary or high
school. Here, shows that majority of the employees in
the 5-star hotel in Kuala Lumpur were holding cer-
tificates of diploma and degrees. For experience, the
highest percentage was 0 to 2 years with 37.9%. Fol-
lowed by 3 to 4 years with 31.1%, 18.3% were 5 to 6
years and 9.4% represent those who have 7 to 10 years
working experience in hotel industry. From this range,
it shows that many employees were actually lack of
experience in the hotel industry.

4.3 Mean scores and standard deviation of ICT
application dimensions

All of the items are based on 6-point of Likert scale
(1 = never, 2 = very low, 3 = low, 4 = occasionally,
5 = high and 6 = very high). In Room Division, there
were five ICT application systems that were frequently
used being analyzed. The application or systems were
reservation system, check-in or out system, room
status system, guest information system and guest
accounting system. Based on table 4.1, it shows the
result of mean scores and standard deviation of room
division ICT application. The mean score results was
in the range of 4.65 to 4.99. The highest mean score
was 5.08 (SD = 1.026) which was check in/out sys-
tem. This shows most of the respondent agree that this
system is the most frequently use application system
in hotel. Then, it followed by reservation system with
mean score 4.91 (SD = 1.060). Next it is room sta-
tus system with 4.90 (SD = 1.008), guest information

Table 2. Result of mean and standard deviation of food and
beverage.

Menu Beverage
management Sales Control Cost
system analysis system control

N Valid 119 119 119 119
Missing 0 0 0 0

Mean 4.65 4.92 4.76 5.05

Std. Deviation 1.005 .825 .965 .812

Table 3. Result of compare mean and standard deviation of
both dimensions.

Room division Food and beverage

N Valid 116 119
Missing 0 0

Mean 5.30 4.82
Std. Deviation .879 .759

system with 4.76 (SD = 0.984) and lastly the least fre-
quent usage was guest accounting system with 4.65
(SD = 1.073). Meanwhile, for standard deviation, it
shows that the most constant answer was guest infor-
mation system with 0.984. This was due to it has the
lowest value of standard deviation.

On the other hand, for the frequencies of usage
level in Food and Beverage’s ICT application, there
were four items being analyzed. The items were menu
management system, sales analysis system, beverage
control system and cost control system. The result
of mean score was in the range of 4.65 to 4.97. As
shown in table 4.2, the highest mean scores was 5.05
(SD = 0.812) which is cost control system. Most of
the respondent agreed that cost control system was
the most frequent application or system being used in
hotel. Next, it is follow by sales analysis system with
mean score 4.92 (SD = 0.825), beverage control sys-
tem with 4.76 (SD = 0.965), and finally, it is menu
management system with mean 4.65 (SD = 1.005).
Meanwhile, for standard deviation, the most constant
answer and the lowest value is cost control system with
0.812.

Finally, it was the comparison between mean scores
and standard deviation between Room Division and
Food and Beverage (F&B) department. This test was
to find which department used the most frequent
ICT applications in hotel. In table 4.3, it shows that
it was only 0.48 slightly different between this two
department. The Room Division was the most ICT
application usage in the hotel with a mean score 5.30
(SD = 0.879). On the other hand, Food and Beverage
show that their mean score was 4.82 (SD = 0.759).
Meanwhile, in term of standard deviation, Food and
Beverage department show the lowest value with 0.759
and it was the most constant variable.
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5 CONCLUSION

5.1 Summary of the findings

The researchers need to determine the most significant
attributes and variables in ICT application dimensions.
The results were examined through comparing the
mean score of each variables and attributes.

Based on table 4.3, the highest level of usage
item under Room Division ICT application is Check-
in/out System with a mean score of 5.08 compare
with other variables. The results supported Wang and
Wang (2010) study. According to them, hotel just send
a text message to guest’s mobile phone asking the
guest if they would like to begin the check-in/out
process and the hotel would do it immediately. In
addition, the availability of a check-in/check-out sys-
tem in room division can decrease paper costs and
reduce the labor requirements of the hotel (Sirirak,
Islam and Khang, 2011). Meanwhile in Food and
Beverage ICT Application, the highest level of usage
item was cost control with mean score was 5.05.
This result is consistent with Ham, Kim and Jeong
(2005) study. Based on them, food and beverage outlet
that implement IT, executed significantly better than
other outlets in term of cost control and profitabil-
ity. The result of each dimension was determined right
after each of the item was analyzed. It appears that
the most important dimension was Room Division
ICT application. The mean score for room division
was 5.30. The most important variable was concluded
from this finding. Ham, Kim and Jeong (2005) stated
that by installing computer applications in the room
division department, likes reservation management,
room-management and guest accounting modules, can
enhanced hotels performance.

5.2 Implication

This study provides knowledge based on the impor-
tant of ICT applications used in hotel that can assist
managers to prioritize which system that needs to be
emphasized. The findings showed that the usage of
ICT application in Room Division is crucial since it is
the first thing that represents the service of the hotel to
the customer. Furthermore, the check in/out is the most
important item in the room division section and it is
one of the essential function for room division pertain-
ing to guest service. From this study, the researchers
hoped that it can help the managers of hotels to use
the findings as guidance for them to prioritize the ICT
application in their hotel. Since the usage of ICT appli-
cations are important in 5-stars hotels, the 3 and 4-stars
might also apply the same technology applications in
order to improve their hotels’ performance. Lastly, the
researchers also hope that it could contribute to the
academicians and researchers theoretically.

5.3 Limitations and recommendations for future
research

Along the process of this study, the researchers
encountered few limitations regarding the study. This

limitation could be highlighted so that it can be consid-
ered for future research. The limitation was this study
only contributed on the most important ICT applica-
tions that applied in Room Division and Food and
Beverage Department. The study limits information
on the relationship and influences between the ICT
applications that is available in the hotel and hotel per-
formance. Furthermore, from the respondents’ data,
other information such as comparison between expe-
rience and position could be done. By doing these,
varieties of results will be gained, and it is highly
recommended for further studies.
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ABSTRACT: Technology is defined as a tool or machine that helps to fulfill tasks easier and simpler. Despite
of its universal advantages and benefits upon the development of the hotel industry, the acceptance of hotel
employees towards the usage of technology is still uncertain and imprecise. This study examines employees’
acceptance on the usages of technology in four and five stars hotel daily operations. At this intensity, the
employees were required to express their experiences of using the Point of Sales (POS) System installed in the
hotel operation. Sample populations of this study were among the front liners who working in coffee house.
Results revealed that, most of employees’ perceived usefulness and perceived ease of use of POS system in
coffee house operation. At this stage, it can be concluded that employees perceive the applications of technology
towards their daily tasks routine positively. This situation highlights several important spots which need to be in
high concern by any hotel operators.

Keywords: technology, perceived usefulness, perceived ease of use, TAM, technology acceptance.

1 INTRODUCTION

Wally andAmin (1994) defined technology as a tool or
machine that helps to fulfill tasks easier and simpler.
Thus, it can be seen that the applications of technol-
ogy has been widely used in almost every sector in
the world. As mentioned by Jensen (2004), technol-
ogy has developed significantly over the past decade.
In line with that, he also mentioned that the applica-
tion of technology has given much benefit in term of
communication, networking and database technology.
Moreover, through technology huge volume of data
can be accessed and send securely, received instan-
taneously and stored efficiently (Jensen 2004). In
relation with that notion, Devarpanah (2001) men-
tioned that technology is necessary in any organization
since it is important for rapid business development
and most of business environment required technology
in order to improve their business operation.

Fine (1998), also highlighted that technology sys-
tem can assists the organization by improving skills
to the staff; minimize the administration problem
and improving performance monitoring. In addition,
weighing evidence, evaluating alternative, predicting
outcomes and making complex decisions is the major
factor that influence organization to apply the tech-
nology system in business environment (Uzoka and
Famuyiwa, 2004).

While the world is rapidly applying technology as
the medium of achieving effectiveness and efficiencies

and productivity, the service industry is parallel with
that mission. According to Law and Jogaratnam
(2005), the investment of technology benefits the hotel
if it enables customers to have a better experience and
the hotel staff to work more efficiently to better assist
the customers. It shows that, technology adoption also
may give benefit to the hotel operation.

Overall, all the examples pertaining to the tech-
nology highlighted by the researchers previously, can
obviously be seen within the daily hotels’ operation
around the globe. With the focus on the employees’
efficiencies and effectiveness, it is critical for any hotel
operator to understand the staffs’ level of acceptance
towards the technology applied. With different level
of education, knowledge and experience, it is assumed
that the level of employees’ acceptance upon the use
of technology in their daily tasks is different.

Acceptance of a technology only can be deter-
mined by individual intentions towards the technology
(Shumaila, Gordon and John, 2007). This notion sug-
gested that not every employee is willing to accept
and willing to use the system provided. Some employ-
ees might be interested to use and few others might
just ignore the adaptation to such system. This might
happen because lack of training among the staffs.
Davies,Taylor and Savery (2001) supported the idea by
mentioning that staff members are likely to be given
any form of training. This training would be a good
technology application approach as user will fulfill
utilize technology if they are familiar with that system
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and they will be more likely to select the applica-
tion which they perceive is easier to use (Wagner and
Flannery 2004).

According to Wagner and Flannery (2004), only
three out of nine individuals might not be computer
literate and might not know how to utilize the system.
Therefore, employees who are illiterate may feel inad-
equate to adapt the system compared to their literate
colleagues. They will have some difficulties on using
a system during an operation time. This will lead to
failure in the management of the operation, thus from
this observation, the need to measure and investigate
the acceptance level of employees towards hotel F&B
technology in hotel business is arise.This is significant
as the successful utilization of system in F&B depart-
ment basically depending on the level of employees’
acceptance towards the technology applies. Due to
this reason, this paper examines to what extent the
employee perceived the usefulness and ease of use of
technology in their daily operation task, specifically
on the application of Point of Sale System (POS) in
the Food and Beverage Department operations.

2 RESEARCH METHODOLOGIES AND DATA
COLLECTION PROCESS

This study was conducted at four and five stars hotel
in Kuala Lumpur. It focused on the individual level of
analysis and in this case, the relevant unit of analysis
was frontliners working in F&B department, specif-
ically coffee house. As the four and five stars hotels
are promising high quality of services, the pledge had
encouraged the organizations to adopt and practice
a high technological system in their operations. The
system applied is more up to date and could highly
increase the performance of the staffs in order to
achieve their certain objectives of the operation.There-
fore, it is worth at this stage for the researcher to collect
reliable and valid information regarding the perspec-
tives of employees’acceptance towards the technology
applied among those hotels.

The researchers applied self-administered question-
naires as their quantitative data collection method.
Permissions were requested from each participating
hotels and “drop-off/pick-up method” was adopted.
The researchers distributed the questionnaires to each
coffee house manager of each hotel that agree to
participate and the managers then distribute to their
employees. The respondents were asked to indicate
their perceptions on technology usage and their level of
acceptance. Within a period of a week, the researchers
collected the completed questionnaires from each
participating hotels.

In planning the research instrument, considera-
tion was initially given to two related issues. Firstly,
considering the difference in customers’ profiles and
experience levels, the questionnaires had been very
simple and easy to understand. Questions were there-
fore composed as understandable as possible with
simple language to reduce any possible uncertainty.

Table 1. Number and percentage (%) of the overall respon-
dents reported by gender, age, position, working experience
and education background.

All

Variables n %

Gender:
Male 60 46.9
Female 68 53.1

Age:
25 Years and below 76 59.4
26–35 Years 43 33.6
36–45 Years 8 6.3
46–55 Years 1 0.8
56 Years and above 0 0

Position:
Waiter 60 46.9
Waitress 68 53.1
Supervisor 0 0
Others 0 0

Work Experience:
2 Years 53 41.4
2–5 Years 54 42.2
5–10 Years 18 14.1
More than 10 Years 3 2.3

Secondly, the use of Bahasa Malaysia and English
is appropriate as both languages are widely used in
Malaysia. In addition, some respondents might have a
poor understanding of either language. Since this study
is quantitative in nature, there is a need to develop
the questionnaire in order to get the better result. The
questionnaire was divided into 4 sections which are,
demographic, evaluation on perceived usefulness and
perceived ease of use, career fit, task fit, and question
regarding the acceptance of technology use from the
view of workers.

3 RESULTS & ANALYSES

Owing to the different star rating of the hotels involved
in this study, it was assumed that employees who are
working in four star hotels may have had different per-
ceptions of the POS system applied in the five stars
hotel. A comparative analysis between all hotels was
initially undertaken to determine the homogeneity of
the data obtained. The results of One-wayANOVA and
post-hoc (Scheffe test) showed that no statistical sig-
nificant differences appeared on any of the 30 items
with a significance level of p > 0.05, p > 0.01 and
p > 0.001. In other words, there were no fundamen-
tal underlying differences between any perceptions of
the respondents. Therefore, regardless of the hotels’
star ratings, respondents’ perceptions of POS system
were identical.

3.1 Respondent profile

Based on the 128 questionnaires collected, the female
respondents (n = 68) exceeded the male (n = 60) with
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Table 2. Mean scores for items on respondents’ perceived
usefulness towards POS.

No. Item n Mean S.D

1 Accomplish task more quickly 128 5.09 0.664
2 Improve my job performance 128 5.23 0.737
3 Increase my productivity 128 5.10 0.686
4 Enhance my effectiveness 128 5.13 0.725
5 Easier to do my job 128 5.11 0.751
6 Useful In my job 128 5.23 0.745

the score difference of 6.2 percents. This is obvi-
ous as each hotel hired more female workers than
male workers in the coffee house operation. In addi-
tion, most respondents came from the age of group
between 25 years and below (n = 76, % = 59.4). It
could be assumed that, management is more likely
to hire young workers in the coffee house operation.
Moreover, working in F&B operation requires a high
level of physical activity and the working hour is not
fixed according to a timetable. Next, the result is
followed by the age of group between 26–35 years
(n = 43, % = 33.6), 36–45 years (n = 8, % = 6.3) and
age between 46–55 years (n=1, % = 0.8). No respon-
dents came from the age group of 56 years and above.
Meanwhile, the position of waitress recorded the high-
est number of respondents (n = 68, % = 53.1) and the
waiter (n = 60, % = 46.9). Based on the data, it reveals
that there is an equivalent number between gender
and position in coffee house operation. Last but not
least, it cannot be denied that high job turnover is still
become one of the most critical problems within the
hotel industry. The notion relates with the next per-
centage score as the staffs who has working there for
more than 10 years are only 2.3 percents (n = 3).Years
between 2–5 is the highest with 50 percents (n = 54),
followed by 2 years 41.4 percent (n = 53) and 5–10
years with 14.1 percents (n = 18).

3.2 Analysis of employees’ perception towards
perceived usefulness and perceived ease of use

Perceived usefulness can be defined as an Individual
belief, by using a specific application system, it will
help to increase his or her job performance within orga-
nization (Yousafzai et al., 2007). Table 2 shows the
positive means score presented by the respondent on
perceived usefulness towards the application of POS
system. This can obviously be revealed from the mean
score highlighted for item two as most of the respon-
dents agreed that, POS will assist them in improving
their job performance (item 2, m = 5.23) and it is also
useful for them in coffee house operation (item 6,
m = 5.23). At this stage, it can be assumed that most of
the employees in coffee house operation rely on POS
system in order to perform better in their job task.
This is evident in item 4, where they believe that, POS
helps them to enhance their effectiveness in daily oper-
ation (item 4, mean = 5.13). It probably gives a clear

Table 3. Mean scores for the items on respondents’ per-
ceived ease of use towards POS.

No. Item N Mean (m) S.D

1 Easy to learn 128 5.05 0.751
2 Easy to get POS to do 128 5.05 0.904

what I want it to do
3 Clear and understandable 128 5.01 0.846
4 Flexible to interact with 128 5.01 0.854
5 Easy to become skillful 128 4.98 0.873
6 Easy to use 128 5.12 0.819

picture in term of the functionality of POS system
in coffee house operation. Thus, it cannot be denied
that most of the respondents perceived POS system as
useful. Item three revealed that most of the respon-
dents agreed that POS will increase their productivity
(item 3, mean = 5.10). The respondents also agreed
that POS would enable them to accomplish their task
more quickly (item 1, mean = 5.09).

Perceived ease of use can be defined as a people
who tend to use or not to use an application in order to
help them to perform their job better. Table 3 depicts
the respondents’ perception on the ease of use of POS
system. Item 6 shows that most of respondent would
find POS system is easy to use (item 6, m = 5.12). It
can be assumed that, employee who did not able to
fully utilize the POS system also feel that it is a need
for them to use POS in order to help them to perform
their job better. In line with that, most of respondents
agreed that, learning to operate POS would be easy for
them as they also found that it is easy to get POS to do
according to their instructions. This is highlighted by
item number one and two which stand as the second
highest mean scores in perceived ease of use (item
1, 2 m = 5.05). Therefore, it can be considered that
employees’ knowledge towards POS is still shallow.
This might happen because they are only dealing with
POS for the same purpose everyday as most of them
do not realize that the system are capable to perform
more tasks as instructed. On the other hand, most of the
employee in coffee house operation also agreed that,
their interaction with POS would be clear and under-
standable (item 3, m = 5.01) and they would find POS
to be flexible to interact with (item 4, m = 5.01). It
shows that, the only factor that may lead to the accep-
tance of POS system is the ways of employee believe
the functionality and the benefit of POS system itself.
At this stage, it cannot be argued that most of employ-
ees did perceive the ease of use of POS system in the
coffee house operation.

Table 4 shows that most of employees have a pos-
itive acceptance towards the POS system in coffee
house function. Majority of the employee were willing
to continue using the POS system in coffee house oper-
ation. This is proved by a clear evident from the mean
score (m = 4.62) given to item number three. At this
stage, it can be concluded that, the employees’percep-
tion towards POS is strong in terms of helping them
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Table 4. Mean scores for the items on respondents’ accep-
tance towards POS system.

Mean
No. Item n (m) S.D

1 I predict, I will continue 128 4.55 0.741
using this system

2 Does not required a lot of 128 3.91 1.097
mental efforts

3 I will continue using this 128 4.62 0.814
system

in their daily job task. Furthermore, this conclusion is
supported by item number two as some of respondents
also predicted to continue using the POS system in the
future (m = 4.55). At this stage, the employees’ accep-
tance would contribute to the development of the new
technology in the future. However, even though most
of respondent are willing to continue this system in
future, they will still not be able to fully utilize the sys-
tem since the item “Interacting with this POS system
does not required a lot of my mental efforts” has a mini-
mum score (m = 3.91). In other words, POS system can
be considered as an alternative to the employee even
though they are not familiar and not capable enough
to fully utilize the POS system.

4 DISCUSSION AND IMPLICATIONS

What can be said from the preceding analyses is that,
most of employees in coffee house operation perceived
usefulness and perceived ease of use of POS system
optimistically. Some of employees are capable enough
with the system and belief that without POS system
in coffee house operation it might affect their job per-
formance. In addition, even though there are different
perceptions towards POS system in coffee house oper-
ation, most of employees agree to still using POS
system in the future. At this stage, it can be concluded
that even employees are not able to fully utilize the
POS system, they still believe that without POS sys-
tem they are not able to perform job task better. In the
mean time, career fit and task fit are the factors that
contribute to the perceived usefulness and perceived
ease of use towards POS system. Based on the con-
clusions gathered, it shows that, career fit might lead
to the perceived ease of use of POS system, where by
task fit might influence the perceived usefulness of
POS system.

Although the result highlighted the meaningful and
significant findings, there are still some limitations
encountered during the research process. Since this
study is focusing on coffee house operation in hotel
business, it cannot be generalized and represent the
whole concept of employees acceptance towards tech-
nology in the whole organization of the hotel and even
in the different department in hotel operation. More-
over, the question arises whether the finding would

be the same or different if the survey was conducted
in different department in hotel operation or in any
business environment.

5 CONCLUSIONS

Since this study is focusing on employees’ acceptance
towards POS system in coffee house operation, it can
be as a reference to other potential researcher to use the
information here in order to explore into a bigger area.
Understanding on employees’ acceptance toward POS
system is necessary because the system need human
skills in order to make in functional. It is good for
management to put a higher consideration towards this
matter and make them able to identify the employees’
acceptance level towards POS system. In addition, no
matter how excellent the technology install in coffee
house operation, if the employees itself did not able to
fully utilize the system; it might lead to the failure in
business operation.
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ABSTRACT: The use of natural pigment with additional benefits were highly appreciated by consumers.
Natural active colour of pitaya fruit betalain is stable over a higher range of pH (3–9) and a better substitute
for anthocyanin pigment which is easily influenced by pH changes. The objective of this study is to develop a
powdered colouring made from pitaya juice. Pitaya juice was spray dried using maltodextrin with 10 dextrose
equivalent (DE), 15DE and 20DE as carrier and ascorbic acid as additive to preserve the colour. The dried
powder content for antioxidant and polyphenolic was evaluated using Folin-ciocalteau reagent, 2,2-diphenyl-1-
picryldrazil (DPPH) and ferric reducing power (FRAP) antioxidant assay. The results showed that maltodextrin
at different degree of dextrose equivalent did not show any significant difference (p > 0.05) in total phenolic
content, DPPH and FRAP assay.Ascorbic acid at 0.1, 0.5 and 1.0% showed that the highest percentage of ascorbic
acid content exhibited the higher (p < 0.05) total phenolic acid value of 350.4 mg gallic acid equivalent/100 g
sample. DPPH and FRAP assay showed similar trend with 46.3% and 9.7 mg catechin equivalent/100 g sample.
Pitaya powder with ascorbic acid has potential to be incorporated as functional ingredient into other products
being developed.

Keywords: pitaya, antioxidant, functional ingredient, powder

1 INTRODUCTION

The use of natural pigment with additional benefit
was highly appreciated by consumers. Natural pig-
ment which was found in fruit juices has some added
value for its colour and functional properties. How-
ever, juices that had short shelf life and proper storage
is costly. Therefore dried juice was able to maintain
the fruits pytochemicals properties for a longer period
thus helps in reducing handling and storage cost.

Research now focused on maintaining the pyto-
chemical contents in food (Sewald & DeVries, 23
Ogos 2008). Food processing was found to increase the
flavonol content in food (Stewart, Bozonnet, Mullen,
Jenkins, Lean & Crozier, 2000; Price & Rhodes,
1997). And these flavonoids are absorbed in the
small intestine without changes (Bermúdez-Soto &
Tomás-Barberán, 2004).

Pitaya is a fruit recently planted commercially in
several states in Malaysia. It is a climbing cactus orig-
inated from Latin America with medium-large fruit
bearing large green or red scales (Nerd & Mizrahi,
1997). Pitaya has gained popularity for its red-ultra

violet betalain colour which contained antioxidant
properties (Wu, Hsu, Chen, Chiu, Lin & Ho, 2006;
Kanner, Harel & Granit, 2001). Betalain, a water
soluble nitrogenous pigment consisted of red-ultra vio-
let betacyanin and yellowish betaxanthin (Moreno,
Garcia-a-Viguera, Gil & Gil-Izquierdo, 2008). Beta-
lain from pitaya fuits are better than beet root betalain
because it lacks the “earthy“ taste due to geosmine
and pyrazine (MoBhammer, Stintzing & Carle, 2006;
Stintzing & Carle, 2007). There are many studies on
the drying of fruits, among them are cactus pear pow-
der (MoBhammer et al., 2006), roselle (Duangmal,
Saicheua & Sueeprasan, 2007), black carrot (Ersus &
Yurdagel, 2007) and carotenoid (Tang & Chen, 2000).
Most of the research focused on fruits with antho-
cyanin content. However the usage of anthocyanin as
colouring are limited due to its instability. Therefore
pitaya served as another source of red pigment with
antioxidant content and is stable over a wide pH ratio.

Spray drying is a process widely used to produce
fruit juices powders (Abadio, Domingues, Borges &
Oliveira, 2004; Cano-Chauca, Stringheta, Ramos &
Cal-Vidal, 2005; Quek, Chok & Swedlund, 2007).This
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method helps in producing powders with good qual-
ity, low water activity and easier transport and storage
(Tonon, Brabet & Hubinger, 2008). It is useful in dry-
ing material which are heat sensitive, by increasing
flowability and solubility (Chiou & Langrish, 2007).
Ramamoorthy and Bono (2007) reported spray dried
extracts had higher antioxidant activity and flavonoid
content as compared to the extract which are vacuum
dried. Cai & Corke (2000) stated that food properties
such as nutrients, colour and flavor are a function of
maltodextrin DE. Thus it is the objective of this study
to dry pitaya juice using maltodextrin as carrier and
adding ascorbic acid at 0.1, 0.5 and 1.0% to maintain
the pigment phytochemical content of the spray dried
powder.

2 MATERIALS AND METHODS

2.1 Total phenolic content

Total phenolic content were determined using Folin-
Ciocalteu reagent, modification method by Wolfe,
Wu & Liu (2003). Gallic acid was used as standard
and the concentration of total phenolic compounds in
the extracts were calculated by standard curve inter-
polation. Results were reported as mg gallic acid
equivalent/100 g dried sample.

2.2 DPPH assay

Free radical scavenging activity were measured by the
2,2-diphenyl-1-picrylhydrazil (DPPH) according to a
modified method by Wu et al. (2006). Sample extracts
(100ul) were added into 3.9 ml of DPPH reagent
(prepared with 24mg of DPPH/L of methanol). The
percentage of DPPH scavenging activity is expressed
by the following formula,

DPPH inhibition = [
(Initial abs − sample abs)

Initial absorbance
× 100]

2.3 FRAP assay

FRAP method were according to Benzie and Strain
(1996) which measures the ferric reducing ability of
plasma (FRAP). The method is based on the reduc-
tion of a ferric 2,4,6-tripyridyl-s-triazine complex
(Fe3+-TPTZ) to the ferrous form (Fe2+-TPTZ). The
stock solutions included 300 mM acetate buffer (3.1
g C2H3NaO2.3H2O) and 16 mL C2H4O2), pH 3.6,
10 mM TPTZ (2, 4, 6-tripyridyl-s-triazine) solution
in 40 mM HCl, and 20 mM FeCl3.6H2O solution.
The fresh working solution was prepared by mix-
ing 25 mL acetate buffer, 2.5 mL TPTZ solution, and
2.5 mL FeCl3.6H2O solution and then warmed at 37◦C
before using.The reagent was added into 100 ul sample
extracts. The reduced form of blue colour were read at
93 nm after 30 minutes. Trolox was used as standard
and ferric reducing power of the extracts were cal-
culated by standard curve interpolation. Results were
expressed as mg Trolox equivalent/100 g dry weight.

Table 1. Mean (n = 2) for the Polyphenolic Content, DPPH
test and FRAP assay for Pitaya Powder with Maltodextrin
DE10, 15 and 20.

TP (mg gallic FRAP (mg
acid/100 g catechin/100 g

Maltodextrin powder DPPH (%) powder)

MDE 10 252.5a 41.5a 5.7a

MDE 15 210.6a 28.7b 4.8a

MDE 20 222.5a 38.8a 5.4a

Different letter in the same column showed significant
difference (p < 0.05).

2.4 Powder preparation

Pitaya juice added with water at ratio of 1:1 and mal-
todextrin at 25% before spray dried (SD06 LabPlant,
UK).The powder sample was collected and kept sealed
in a plastic bag until further usage.

2.5 Research design

Powder prepared with 3 types of maltodextrin at dex-
trose equivalent of 10, 15 and 20 was added with
acorbic acid at three level of concentration 0.1, 0.5
and 1.0% before being spray dried. Factorial analy-
sis using SAS statistical package version 9.1 (2002)
were used. ANOVA test were used to determine signif-
icant difference (p<0.05) while DUNCAN were used
to determine the significant sample. Each parameter
and test was in duplicate.

3 RESULTS AND DISCUSSION

The result in Table 1 showed polyphenolic con-
tent, DPPH % and FRAP assay result for pitaya
powder with maltodextrin DE10, 15 and 20. Mal-
todextrin was incorporated into the pitaya juice act-
ing as carrier. Pitaya juice is high in sugars and
acids and thus not suitable to be spray dried with-
out carrier. Maltodextrin was chosen due to its low
cost (Jaya & Das, 2004; Jaya, Das & Mani, 2006),
bland taste (Rodríguez-Hernández, Gonzalez-Garcia,
Grajales-Lagunes & Ruiz-Cabrera, 2005), has low vis-
cosity as compared to its high volume (Abadio et al.,
2004) and are available in different size molecules
(Desobry, Netto, & Labuza, 1997). During spray dry-
ing, some pigment was lossed due to high temperature
used (data not showed). However in this study the dif-
ferent degree of polymerization in maltodextrin did not
show any significant difference (p>0.05) in the content
of polyphenol, DPPH test and FRAP assay for pitaya
powder. Our result differs from Rodriguez-Hernandez
et al. (2005) maybe due to the maltodextrin DE which
are in closer range.

The result in Table 2 showed the polyphenolic,
DPPH test and FRAP assay for pitaya powder with
ascorbic acid at 0.1, 0.5 and 1.0%. The more ascor-
bic acid added into pitaya juice the higher (p<0.05)
polyphenol, DPPH and FRAP result.
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Table 2. Mean (n = 2) result for polyphenolic content,
DPPH test and FRAP assay for Pitaya powder with ascorbic
acid at 0.1, 0.5 and 1.0%.

TP FRAP
(mg gallic (mg catechin/

Ascorbic acid/100 g 100 g
acid (%) powder) DPPH (%) powder)

0.1 127.5c 20.1b 1.3c

0.5 207.6b 42.6a 4.9b

1.0 350.4a 46.3a 9.7a

Different letter in the same column showed significant
difference (p < 0.05).

It was argued that ascorbic acid is also an antiox-
idant apart from its usual usage as an additive to
stabilize food products. DPPH and FRAP method has
been shown to be influenced by the reducing power
of ascorbic acid, however, the detection of polyphenol
content in pitaya powder showed significant increment
of phenolic content with ascorbic acid added. Ascor-
bic acid was added to preserved the betalain pigment
(Cai & Corke, 2000). Thus it can be suggested
that ascorbic acid has preserved the betalain content
through the spray drying process.

4 RECOMMENDATIONS

The product will be suitable to be used as powdered
drink to increase the consumption of antioxidant pyto-
chemicals for people. Furthermore it can also be
use as functional ingredient into other food product
development.

5 CONCLUSIONS

Different degree of polymerization in maltodextrin has
no significant effect on the polyphenol content. The
trend was also true in DPPH and FRAP assay. Ascor-
bic acid content in pitaya juice influence the overall
content of polyphenol, DPPH and FRAP result in the
pitaya powder as the end product. Higher ascorbic
acid content in pitaya juice proved to be beneficial in
maintaining the polyphenolic content in pitaya powder.
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Proximate compositions and physicochemical characteristic of soybean
waste in chicken patty
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ABSTRACT: A study was conducted to formulate a chicken burger from the soy bean waste product. In this
study proximate compositions and physicochemical were analyzed. This process involved cleaning, mincing,
mixing, homogenizing, forming and freezing the sample at the temperature of 20◦C before they were analyzed.
There were four (4) treatment of chicken burger consisting of i) control chicken burger (C); ii) chicken burger
with 15% of soy bean waste (T1); iii) chicken burger with 20% of soy bean waste (T2); and iv) chicken burger
with 25% of soy bean waste (T3). Proximate analysis and physicochemical analysis which included the colour
analysis were conducted for this study. Findings demonstrated that sample T2 contains the highest moisture and
protein level compared to other samples. There were significant differences (p < 0.05) between all products in
terms of the fat analysis, protein and carbohydrate. Meanwhile, there is no significant difference (p > 0.05) in
terms of the moisture analysis and ashes content in all four samples. Findings also revealed that the soybean
waste in the chicken patty has shows an increment in the brightness level (L*) and an increment in the redness
level (a*) after the frying process. There is no significant difference (p > 0.05) between all samples. However,
there is no difference existed for every formulation on their 9 weeks of cold storage process, which suggested
that the colour change of patties will only be influenced by the time and temperature of frying process.

Keywords: chicken burger, soy bean waste, colour analysis, burger process, proximate compositions

1 INRODUCTION

Burger was first introduced in this country through
restaurants that offers fast-food meals. Meat products
such as burger, sausage, hotdog and nugget have been
generally accepted and eaten in Malaysia mainly in
the fast-food restaurants such as KFC, McDonalds and
A&W (Babji et al. 2000). The most famous meat prod-
uct in Malaysia is burger (both chicken and beef). The
local burger products such as Sri Rasa, Ramly, Pur-
nama, Saudi and Ayam A1 are also available in the
market. Ingredients such as textured vegetable protein,
starch, bread powder, soy flour, egg powder, potato,
gluten and casinate are used in producing burger (Babji
& Seri Cempaka, 1995). These ingredients contain
high value of nutrient (Tee et al. 1998). And for this
reason, burger contains the sufficient amount of macro
and micro nutrients needed in human being.

According to Lin and Mei (2000), in the low-fat
meat system, the emulation stability and the ability
to contain water development, depending on the sta-
ble complex formation and the deformation of meat
protein during the heating process can be achieved
through the combination of isolated soy protein, algi-
nate and carrageenan.The main purpose to use isolated
soy protein is to a) increase the thickness; b) reduce
water loss; c) stabilize the emulation and; d) reduced
the production cost (Mott, 1998). This research was

conducted to evaluate the three ranges of chicken soy
burger formulations, which each of it contains soy bean
waste at the level of 15%, 20% and 25%. The aspect of
this research includes on the evaluation of total cook-
ing loss, texture analysis and the sensory evaluation.
The analysis outcomes were then compared between
the three samples (T1, T2 and T3) which had different
formulations together with the control sample.

2 MATERIAL AND METHODS

Sample preparation was prepared according to Table 1
below. In the preparation, the chicken breasts were
skinned off, cleaned and minced in the meat blender.
The meat was kept cold in the freezer (−20◦C). Burger
was mixed (Hobart mixer) at the temperature of ±5◦C.
The temperature must be maintained between 10–
15◦C. Salt and STPP were added and mixed slowly
for 1½ minute before going through a higher speed.
ISP and cold water were added and mixed for another
2 minutes.

2.1 Instructions of chicken burger processing

Chicken fat was later added into the mixture and
the mixing resumed for 4 minutes. The temperature
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Table 1. The difference of mixture percentage for each
formula.

*C T1 T2 T3
Ingredient (%) (%) (%) (%)

Boneless, skinless 77.00 62.00 57.00 52.00
chicken breasts

Cold water 9.00 9.00 9.00 9.00
Chicken fat 9.00 9.00 9.00 9.00
Salt 0.60 0.60 0.60 0.60
STPP 0.20 0.20 0.20 0.20
ISP 3.00 3.00 3.00 3.00
Chicken stock powder 0.54 0.54 0.54 0.54
Pepper 0.22 0.22 0.22 0.22
Onion powder 0.22 0.22 0.22 0.22
Nutmeg powder 0.22 0.22 0.22 0.22
Grinded soy bean – 15.00 20.00 25.00

Total 100.00 100.00 100.00 100.00

*C act as controller while T1, T2 and T3 functions as for-
mula modulator which determined by the replacing of meat
to soybean.

of the mixture was regularly checked to ensure that
temperature was maintained at 10–15◦C. Next the final
ingredients (chicken stock powder, pepper, garlic pow-
der, and nutmeg powder) were added for flavouring
purpose. For the sample of T1, T2 and T3, this was the
time where the finely grind soybean was added into
the mixture. Then, the mixture was beaten for another
2 minutes.

After the mixing process was done, 75 gm of the
mixture was added into mould to produce the burger.
The moulded burger was then put on a tray, packed
into a plastic container, labelled and transferred to a
freezer (−18◦C).

2.2 Chicken soy burger processing

Soybean has to be first processed before it can be
mixed together in the burger mixture. This is the soy
burger processing flowchart.

2.3 Method in processing chicken soy
burger

During the process, the meat has to be defrosted in the
temperature of −5◦C. Then, the meat was put into the
electric mixer (Hobart). Salt and STPP were added and
mixed using a specified speed during the process.Tem-
perature was taken regularly because the mixture has
to be kept at the temperature between 10–15◦C. Then,
the flavouring and spices were added together with
the grinded soybean. Next, the mixture was weighed
at 75 gram per burger before it was moulded. After
they were moulded and kept cold in the temperature
of −18◦C for 1 to 2 hour, they were packed separately
and stored for the analysis purposes which took about
9 weeks.

Exhibit 1. Chicken soy burger processing flowchart.

2.4 Proximate analysis

2.4.1 Ashes content determination
5.0 g dry weight of the samples were heated inside
a heating saucer using an electric heater Hot-plate
Magnetic Stirrer model 34532 brand Snijders until
there is no smoke produced. They are then inciner-
ated in muffle burner NEY model 2-252 II Series at
the temperature of 550◦C for a night (AOAC 1990)

Calculation:

2.4.2 Water content determination
The water content determination was analyzed using
the oven method (AOAC 1990). The water content is
determined by heating 5 g wet weight of the samples
blended in an oven at the temperature of 105◦C until the
weight of the sample become permanent (overnight).
The weight loss is reported as the percentage of water
content.

Calculation:

2.4.3 Fat content determination
The Soxhlet Extraction method is used in determin-
ing the fat content of the samples (AOAC 1990). The
analysis is done using the Soxhlet instrument. The alu-
minum Soxhlet pitchers must be dried and the readings
of the pitchers’ weight (Wa) are taken after they are
cooled. 1 g (Wb) of each dried samples is weighted
twice, wrapped with the filtering paper and put inside
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the cone container for Soxhlet extraction. Each pitcher
in filled with 50 ml of hexane. The pitchers and the
cone container are put on the Soxtec System HTI1043
Extractor Unit (Sweden). The process begins with 20
minutes of boiling, followed by the rinsing process
for 35 minutes and finally the evaporation process for
about 10 minutes.After the extraction, only the pitcher
that contains fat will be dried in an oven at the temper-
ature of 100C for 20 minutes and be cooled down in
the drying container. The final weight of each pitcher
(Wc) is taken.

Calculation:

2.5 Protein content determination

The protein content determination is measured based
on the Makrojedahl’s method (AOAC 1990) using the
Tecator Kjeltec system which consists of Tecator 2020
Digester and Kjeltec System 1026 Distilling Unit.
0.5 g of dried samples (dried overnight at the tem-
perature of 60◦C) are put into the kjeldahl’s tubes,
with one tube left empty. Half a spatula of booster
(Su2SO4:K2SO4) and 12 ml thick H2SO4 (95–98%)
are put into each tube. The digestion takes on 45 min-
utes at 420◦C temperature until it changes color to
transparent green. The sample was cool down for 15
minutes. 75 ml of distilled water is added inside all
tubes. Then the distillation, nitration of the empty tube
and the samples with the KjeltecAnalyzer is done. The
nitration is done slowly with 0.05 M hydrochloric acid
until the bolic acid changes to its original colour which
is pink. The titration readings are taken in counting the
protein percentage.

Calculation:

2.6 Carbohydrate content

The determination of carbohydrate content is done by
the subtraction of total % of all nutrients to 100%. The
result is determined as the % of carbohydrate content.

Table 2.

Proximate
composition C T1 T2 T3

Moisture 65.74a 66.37a 67.10a 64.76a
Ashes 1.98a 2.29a 2.12a 2.09a
Fat 10.78b 7.79c 8.32c 12.71a
Protein 17.46b 17.96a 18.03a 16.16c
Carbohydrate 4.05a 5.60a 4.44a 4.30a

Calculation:

2.7 Colour determination

The colour is determined with the use of cali-
brated Minolta Colormetre Model CR-300 from Japan.
Before the instrument is calibrated with a white mar-
ble at the value of L = 92.4, a = 0.3134 and b = 0.3198.
The brightness level (L), redness (a*) and yellowness
(b*) can be obtained from the range after the readings
are taken 3 times. Samples that will be used are the
samples of C, T1, T2 and T3, which are exposed to
the room temperature. Three replications are done for
each sample.

2.8 Statistical analysis

Proximate compositions data and physicochemical
data was evaluated by using the Statistical Analysis
System package (SAS) version 18.0 by conducting
Analysis of Variance method (ANOVA) and the Dun-
can Multiple Range Test to see the significant differ-
ence observed that follows the subject studied at the
level of confidence 95% (p < 0.05).

3 RESULTS AND DISCUSSION

3.1 Proximate analysis

The proximate analysis is conducted in determining
the percentage of fat, ashes, carbohydrate and moisture
in the research sample. Based on Table 2, generally
there is no significant differences (p > 0.05) between
all the types of burger produced in this research.

3.1.1 Moisture content
From the research, there is no significant difference
(p > 0.05) between C to T3. However, T2 gives a high
percentage, which is 67.10 ± 0.76, followed by T1,
C and T3 with means of 66.37 ± 1.33, 65.73 ± 0.23
and 64.76 ± 0.35 respectively. The overall moisture
content in all samples is between 64%–67%. This is
parallel to the result of the research done by Tee et al.
(1988), when he stated that chicken breast contains
70.9% moisture.
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3.2 Ashes content

For its ashes content, there is no significant difference
(p > 0.05) between these four samples that are C to
T3. In this context, T2 shares similar ashes content
with T3. Generally, the ashes content is in between
the means of 1 to 2.10%, more than what is stated by
Tee et al. (1988) in his research, which found that the
ashes content in a raw chicken meat is only 1%. This
is determined by the additional substances used as the
ingredients in producing the chicken soy burger that
contributes to the increment of this value.

3.3 Fat content

There is a significant difference (p < 0.05) in the fat
content. However, T3 noted the highest mean percent-
age that is 12.71 ± 0.52 whileT1 noted the lowest mean
percentage for its fat content that is 7.79 ± 0.77. It
is said that the decrement of protein content and the
increment of water content will lower down the fat
content (Marquez et al. 1989).

3.4 Protein content

From the analysis conducted, there is a significant
difference (p < 0.05) for the protein percentage in
all samples. The T2 sample noted the highest mean
percentage that is 18.03 ± 0.11 while T3 noted the
lowest mean percentage for the protein content that is
16.16 ± 0.04. This is perhaps, due to the high percent-
age of fat content in T3 that lowered down the protein
content in this sample. It was also found that the protein
content existence is determined by the chicken parts
used becauseTee et al. (1988) reported that 18.4% pro-
tein can be found in chicken breast while Holland et al.
(1992) stated that protein content in bright chicken
meat is 21.8%.

3.4.1 Carbohydrate content
In addition, there is no significant difference
(p > 0.05) for the carbohydrate content in all four sam-
ples. T1 has the highest carbohydrate content with
5.60 ± 1.85 followed by T2, T3 and C with means per-
centage of 4.44 ± 0.16, 4.30 ± 0.81 and 4.05 ± 0.27
respectively.

3.5 Colour analysis

3.5.1 Brightness density level (L*)
The level of brightness (L*) rises for all four samples
throughout the 9 weeks of storing but insignificant
(p < 0.05). In all formulation, the level of brightness
(L*) increases through the storage period. This might
be due to the protein extraction and the shrinkage
of myofibril that raises the spread of light and gives
higher brightness level.This is also due to the lipid oxi-
dation in the extraction of protein muscles (Farouk &
Swan 1997).

3.5.2 Redness level (a*)
The level of redness (a*) in chicken soy burger is as
shown in Exhibit 3 below. It is found that overall,
the redness level (a*) has no significant difference
(p > 0.05) in all research samples. The T1 formula-
tion has the highest redness level (a*). Meanwhile,
there is a decrement in the redness level (a*) of both
the control formulation and T1 in the ninth week of
storage period. In this research, it is found that none
of the samples have significant difference (p > 0.05)
from week 0 to week 9 of storage.

The redness of meat is basically determined by the
level of hemoglobin in the meat. The high level of hem
gives a darker shade of red for meat. However, chicken
meat, which is categorized under white meat has lower
level of redness (a*) as compared to beef. The level of
redness in the meat is between 12.1–13.3 (Hague et al.
1994).

3.5.3 Yellowness level (b*)
Value (b*) is an attribute which is also taken into
account in determining the level of yellowness in any
substance. The increment in value (b*) is shown by
the bright yellow colour of the particular substance
and the decrement of value (b*) will resulted to the
colour that is greenish. It was found that there are
a significant difference (p > 0.05) in the yellowness
value (b*) in all four samples through the 9 weeks
of storage period. This study shows that stretching
the storage period will not give an impact to the yel-
lowness value (b*). The yellowness value (b*) in all
samples might be determined by the ingredients in the
burger such as fat, soybean waste and ISP (Isolated
Soy Protein). According to Farouk and Swan (1998),
the yellowness level (b*) will increase when there
is fat in the sample because of the yellow pigment
contained in fat.

4 CONCLUSIONS

Through this research, it can be seen that the sample
T2 contains the highest moisture and protein level as
compared to other samples.There were significant dif-
ferences of (p < 0.05) between all products in terms
of the fat analysis, protein and carbohydrate. Mean-
while, there is no significant difference (p > 0.05) in
terms of the moisture analysis and ashes content in
all of the four samples. As for the colour analysis,
findings also revealed that the soybean waste in the
chicken patty has shown an increment in the bright-
ness level (L*) and an increment in the redness level
(a*) after the frying process. There is no significant
difference (p > 0.05) between all samples. However,
there is no difference existed for every formulation
on their 9 weeks of cold storage process, which sug-
gested that the colour change of patties will only
be influenced by the time and temperature of frying
process.
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The potential of nanotechnology application in improving bioactivity of
Malaysian plants
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ABSTRACT: Malaysia is a tropical country with thousand of plants that are rich in active components
food ingredients. The active components derived from plants can for traditional medicine as well as exhibit
anti-oxidative, antimicrobial, anti-inflammatory, antitumor- promoting and anti-carcinogenic properties. It is
generally known that the main dietary constituents contributing to these protective effects are the antioxidant
components as well as a wide variety of free radical scavenging molecules such as phenolic compounds, nitro-
gen compounds, vitamins and terpenoids. However it is being reported that these major constituents such as
flavonoids and lignans are compounds with poor water solubility, larger particle size and complex chemical
structure thus limit their absorption in the body system and in food. It has been practically proved that particle
size reduction strategies including nanotechnology can improve solubility and increase the dissolution rate of
poorly water- soluble active ingredients. Nanotechnology helps the active ingredients to disperse stably and
homogeneously as compared to its raw material. In addition, the physicochemical, antioxidant properties and
medicinal characterization of traditional medicine are also being optimized.

Keywords: antioxidant, Malaysian plants, nanotechnology, active component.

1 INTRODUCTION

Nanotechnology is generally a new and fast emerg-
ing field involved in the manufacture, processing and
application of structures, devices and systems through
development of materials in the nanoscale dimen-
sion which is less than 100 nm (Bouwmeester, et al.,
2009). Nanotechnology is gaining momentum and
becoming a worldwide important tool for the food and
bioprocessing industry which possibly can improve
production processes to provide products with better
characteristics and new functionalities in the food and
bioprocessing industry. Due to uniqueness of nanopar-
ticle characteristics, this technology rapidly growing
and is an important tool in the food and bioprocessing
industry (Neethirajan & Jayas, 2011) as well as in the
nutraceuticals and functional foods manufacture for
human health improvement (Chen, et al., 2006). It is
estimated $ 1 trilion of nanotechnology related prod-
ucts are going to be developed in the year 2011–2015
where as the demand & market value for nanotechnol-
ogy food & food processing would become more than
$20 billion by the 2010.(Valdés, González, Calzón, &
Díaz-García, 2009).

Several researchers proved that nanosuspen-
sion technology can improve the characteristic of
macrostructured herbs by enhancing their water sol-
ubility, bioavailabilty as well as antioxidant properties
(Liu, Chen, Shih, & Kuo, 2008) of quercetin (Gao,
et al., 2011), Chinese Medicines Plants (Ma, et al.,

2009; Su, Fu, Quan, & Wang, 2006; Yen, Wua, Lin,
Cham, & Lin, 2008) and in insoluble drug (Itoh,
Pongpeerapat, Tozuka, Oguchi, & Yamamoto, 2003;
Sonada, Horibe, Oshima, Iwasaki, & Watano, 2008).
It is in line with other researchers where they claimed
that reduction of particle size can improve quality
(Zhao, Yang, Gai, & Yang 2009). However, very lim-
ited source of information can be obtained on the
effect of nanotechnology on the bioactivity effective-
ness of Malaysian plants. Thus this paper provides
some overview and related researches to food nan-
otechnology and its implication on plant’s bioactivity.
The information provided might be useful for improv-
ing its functional properties as well as to broaden up
its applications.

2 LITERATURE REVIEW

2.1 Bioactivity compounds of Malaysian plants

Malaysia being a tropical country enjoys the privi-
lege of abundant rain forests, consisting of thousands
of plants that are rich in phytochemicals compo-
nents which are important as the source of traditional
medicines. Approximately 16% from 10,000 higher
plants species and 2000 species of lower plants avail-
able in Peninsular Malaysia, are claimed to be used
for medicinal purposes (Gurib- Fakim, 2006) The
active compounds that are scientifically detected have
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become a key for development of alternative drugs and
food ingredients.

Recent studies done by scientists around the world
have explored the potential of these components
which can exhibit anti-oxidative (Lim, Lim, & Tee,
2007; Liyana- Pathirana, Shahidi, & Alasalvar, 2006).
Antimicrobial (Kamatou, Viljoen, & Steenkamp,
2010; Oonmetta-aree, Suzuki, Gasaluck, & Eumke,
2006) anti-inflammatory (Kamatou, et al., 2010;
Muniappan Sundararaj, 2003; Nonato, et al., 2009)
antitumor promoting (Chung, Jung, Surh, Lee, & Park,
2001; Mackeen, et al., 2000) and anti-carcinogenic
properties (Chung, et al., 2001; Sripanidkulchai, et al.,
2002). It has long been known that plants possessed
antioxidative properties and have been used worldwide
especially in traditional preparations to treat many dis-
eases. Antioxidants reduce the oxidative stress in cells
by protecting the cell against DNA damage, enhanc-
ing the efficiency of DNA repair, decreasing oxygen
concentration, intercepting singlet oxygen, prevent-
ing first chain initiation by scavenging initial radicals,
binding metal ion catalysts, decomposing primary
products to nonradical compounds and chain break-
ing to prevent continued hydrogen abstraction from
substrates (Saha, et al., 2004) and therefore are useful
in the treatment of many human diseases.

It is generally known that the main dietary con-
stituents contributing to these protective effects are
the antioxidant components as well as a wide vari-
ety of free radical scavenging molecules hydro-
gen donating compounds, singlet oxygen quenchers
and/or metal ion chelators (Ikram, et al., 2009)
such as phenolic compounds (e.g. phenolic acids,
flavonoids, quinones, coumarins, lignans, stilbenes,
tannins), nitrogen compounds(alkaloids, amines, beta-
lains), vitamins, terpenoids(including carotenoids),
and some other endogenous metabolites which are
rich in antioxidant activity contributed to this property
(Juntachote, Berghofer, Siebenhandl, & Bauer, 2007).
Moreover antioxidants also play a vital role in food
quality by reducing the nutritional loss and preventing
the formation of harmful substances during the storage
of the food (Roy, et al., 2011).

Several studies had been conducted by scientists
in Asia to explore the presence of active components
in plants for free radical scavenging molecules with
antioxidant, antimicrobial, anti carcinogenic proper-
ties. In the study done (Kusuma, et al., 2011), they
found that S. polyanthum ripened fruit, M. koenigii
leaves,and Z. purpurea rhizome extracts have signif-
icantly displayed those properties. Significant anti-
cancer, anti aging, immune-stimulatory properties are
also shown in Traditional Chinese Medicine such as C
uscuta chinensis L. (Yen, et al., 2008) Salvia miltior-
rhiza (Liu, et al., 2008), due to presence of flavonoid
saponin, lignans as well as salvianolic acid B and
tetramethylpyrazine.

Generally, Malaysia also possesses an abundance
of vegetables, herbs and fruits that are relatively good
sources of antioxidant components as good as syn-
thetic antioxidant. Accumulating evidences provided

by local scientists showed that selected Malaysian
plants effectively have this potential which includes
subtropical fruits such as ciku (Manilkara zapota),
star fruits (Averrhoa carambola L.), and guava (Psid-
ium guajava) (Leong & Shui, 2002). Surprisingly,
Ikram et al., (2009) found that Malaysian underuti-
lized fruits such as sentol (Sandoricum sp), asam
gelugor (Garcinia prainiana) and buah melaka (Phyl-
lanthus emblica) are also rich in antioxidant compo-
nents. High antioxidant capacity are being observed
in the studied fruits that has sour (e.g. Baccau-
rea, Garcinia, Mangifera and Pometia) and bitter
tastes (e.g.Phyllanthus and Averrhoa). Whereas Saha
et al., (2004) found that FTC and TBA values
of methanolic of seven Malaysian medicinal plants
includingLasianthus oblongus, Psychotria rostrata,
Spermacoceexilis, Chasalia chartacea, Hedyotis ver-
ticillata, Sperma Spermacoce articularis and Leea
indica showed strong antioxidant activity comparable
to or higher than α tocopherol BHT and quercetin.

Moreover, the water extract of tenggek burung
(Melicope lunu-ankenda), kesum (polygonum minus),
guava (Psidium guajava L.) and mango (Mangifera
indica L.), effectively inhibit lipid oxidation in
mechanically deboned chicken meat (MDCM)
sausages and chicken ball during frozen storage
comparable to BHA/BHT and rosemary oleoresin
Herbalox R. (Norhidayah, Babji, Shazali, Norazmir, &
H., 2011; Noriham, Babji, & Aminah., 2005) Studies
on local plants such as turmeric (Gurcuma domes-
tica), asam gelugur (Garcinia atroviri atroviridis),
mengkudu (Morinda citrifolia), pegaga (Centella asi-
atica) and ginger (Zingiber officinale) also exhibited
good antioxidant activities (Hussin, et al., 2007; Ikram,
et al., 2009; Stoilova, Krastanov, Stoyanova, Denev, &
Gargova, 2007; Zin, Abdul-Hamid, & Osman, 2002).

2.2 Nanotechnology application in plants

Due to these amazing functional properties, recently
many of research are being done to make use of these
materials to replace synthetic antioxidants as well as
drugs. However, it is being reported that the original
medicines which include herbs with major constituents
such as flavonoids and lignans are hard to be effectively
absorbed primarily due to poor solubility in either
water or oil, larger particle size and complex chem-
ical structure (Ma, et al., 2009; Sonada, et al., 2008;
Takatsuka, Endo, Jianguo, Yuminoki, & Hashimoto,
2009; Yen, et al., 2008). Thus, numerous studies have
been conducted to improve the value in use and over-
come this problem. It has been practically proved
that particle size reduction strategies particularly nan-
otechnology can improve solubility and increase the
dissolution rate of poorly water soluble active phar-
maceutical ingredients (Itoh, et al., 2003; Kim, et al.,
2008; Sonada, et al., 2008; Su, et al., 2006).

Nanotechnology is the technology that produce
nanoparticles with a size in the range of 10–1000 nm.
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Nanoparticles produced through nanotechnology pos-
sesses many advantages, such as increasing compound
solubility, reducing medicinal doses and improving
the absorbency of medicinal doses compared with
the respective crude drugs preparations (Brigger,
Dubernet, & Couvreur, 2002). Generally, greater intra-
cellular uptake and bioactivity shown by nanoparticles
compared to microparticles due to their small size
and relative mobility. Su et al., (2006) revealed that
nanonization of Rhizoma Chuanxiong increased yield
extraction and enhanced the bioactivity effectiveness
where the cellular tissues are broken into pieces, dis-
persed stably and homogeneously as compared to its
raw material.

Additionally, the active ingredients were also fully
dissolved. It is in proportion to Ma et al., (2009) where
they found that the physicochemical and medicinal
characterization of Liuwei Dihuang was optimized
after ground to 161.9 nm which previously was incon-
sistently absorbed in its macroparticle. When the plant
medicine undergoes nanonization into nano size, the
cell membrane and cell walls were crushed into pieces,
thus the active constituents could directly contact with
outer solvent. On the other hand, the contact area
of the plant medicine in the form of nanoparticle
with body fluid also increased thus promotes faster
absorption and higher bioavailability. Better hepato-
protective effect were illustrated by treated rats with
50mg/kg of nano-Cuscuta chinensis than125 mg/kg of
(P < 0.05) as reported by Yen et al., (2008). In addi-
tion, nano-cuscuta chinensis can give similar outcome
to ethanolic cuscuta chinensis at lower dosage (five
times as less as ethanolic cuscuta chinensis). It is due
to the ability of nanoparticles to penetrate through-
out the submucosal layers while microparticles were
predominantly localized in the epithelial lining only
(Manharaj & Chen, 2006).

Antioxidant properties in several plants were also
affected by this technology. Liu et al., (2008) reported
that Danshen samples prepared using nanotechnol-
ogy exhibited more scavenging power compared to it’s
traditionally ground material based on DPPH radical
scavenging and ferrous ions chelating assays. More-
over the reducing power of nanosized Dashen was also
significantly better than the common preparations.
Thus they suggested that modern technique which is
nanotechnology give greater release of active compo-
nents in tested samples. Active components release is
affected by particle size.

Smaller particles have larger surface area; therefore,
most of the active components associated would be at
or near the particle surface, leading to faster release.
Whereas, larger particles have large cores which allow
more drug to be encapsulated and slowly diffuse out
(Manharaj & Chen, 2006).

The application of nanotechnology in insoluble
drugs is also well documented. Sonoda et al., (2008)
explored the effect of this technology to the poorly
water-soluble drug flurbiprofen (FP) and found that the
dissolution property was improved by the formation
of crystalline nanoparticle drugs. Similar results also

showed in ursodeoxycholic acid (UDCA), diphenyl
hydrantoin (phenytoin) and biphenyl dimethyl dicar-
boxylate (DDB) thereby increases its concentration
in blood to the desired level (Itoh, et al., 2003; Kim,
et al., 2008; Ma, et al., 2009). All these studies showed
that the particle reduction technology especially nan-
otechnology can effectively improved the functional
properties of medicinal plants as well as in insoluble
drugs. The next interest thing to do with the scien-
tific knowledge that were obtained was to actually
introduce new techniques and approaches for better
extraction of active component in plants focusing on
local plants and explore the calculated safe dosage of
nanostructured plant extracts as food ingredients to
improve food quality.

3 CONCLUSIONS

Nanotechnology is generally a new and fast emerg-
ing field involved in the manufacture, processing
and application of structures, devices and systems
through development of materials in the nanoscale
dimension, which is less than 100nm. This technology
obviously improved the extraction yield, enhanced dis-
solution, increased their therapeutic effectiveness and
improved antioxidant bioactivity compared to their
crude or micronized materials. In conclusion, it is
appears reasonable to suggest that nanoparticle sys-
tem can be applied to overcome other water poorly
soluble herbal medicine limitations, decrease dosage
for disease treatment as well as improve food quality.
However, since this technology is relatively new espe-
cially in the food sectors, thus lot more researches need
to be conducted to scientifically prove the implications
of this technology to the human wellness.
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ABSTRACT: Applying some “beneficial technologies” on “Small and Medium Enterprises (SMEs)” will have
crucial benefits in the structure of these enterprises. For this paper, Customer Relationship Management (CRM)
would be as the technology and SMEs would be the small and medium sized hotels. Among all SMEs, CRM
works so well especially in hotels because it helps them to understand their guests, show their appreciation to
them, as well as to gather some useful practical data about their customers. These will enable the hotels to present
better services to the guests in their next visit.The importance of recognizing the right way of implementing CRM
in small and medium sized hotels should always be considered by enterprises. This paper is about the importance
of CRM and its different usages on SME hotels. Moreover, the challenges of SME hotels in implementing CRM
will be discussed.

Keywords: Small and Medium Enterprises, Customer Relationship Management, customer importance, and
small and medium sized hotels

1 INTRODUCTION

The hospitality industry is mainly process-driven.
There are certain critical processes that can be easily
identified and defined by hospitality industry. One of
these processes is customer relationship management
(CRM).

It is necessary for hospitality firms to respond to
changes in customers’ demand and services requested
quickly. CRM systems make this possibility easy
through data collection or data mining within the sec-
tor which leads to positive impact on productivity,
service quality, and profitability as well. Thus, hotels
which are the focus of the hospitality industry must
provide consistent services, recognition, even rewards,
during and after the customer visit. Data collection and
mining are therefore critical to deliver effective CRM,
particularly CRM “in the moment”, (Haley & Watson,
2002).

Imrie and Fyall, (2000) emphasized that although
large hotels have complicated CRM procedures
according to strong branding and loyalty plans, small
hotels have no access to such options.

That is exactly related to many customers who
would not visit small hotels for the second time. They
usually would not spend their time in the same location
for business and leisure.

Furthermore, leisure customers frequently prefer to
visit different places to chase diversity. Whereas it was
mentioned by too many researchers about different
organizations: Hotels should focus on attracting new
customers as well as keeping the old customers.

2 SMALL AND MEDIUM SIZED HOTELS

There are different definitions for small and medium
sized hotels worldwide. Cerovic et al. (2005) catego-
rized hotel accommodations such as below:

• Small hotels (5–50 rooms)
• Medium sized hotels (51–200 rooms)
• Large hotels (more than 200 rooms)

Luciani (1999) defined that small sized hotels are
often 3 stars with less than 60 rooms. Sigala, (2003a)
also believed that 30 to 60 rooms is a good indicator
for differentiating micro or family hotels from small
and bigger ones, respectively. In accord with WTO,
one SME hotel has below 50 rooms and it employs
less than ten persons; it is most located in marginal
places, (Main, 2001). Actually, these personalisation
and uniqueness of lodging experiences create benefits
for the tourists who spend time in SME hotels, (Main,
2001).

According to Morrison (1998) the definition of
small hotel as a business entity is:financed by one indi-
vidual or small group, directly managed by its owner(s)
in a personalised manner and not through the medium
of a formalised management structure.

In the article of Holverson & Revaz (2006), they
emphasized that “as the world’s large hotel groups con-
solidate and benefit from economies of scale, scope,
and concentrated resources for acquiring the latest
technology and expertise in order to build strong
brands for more sophisticated and demanding cus-
tomers, there is increasing pressure on small and
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medium sized independent hotels to be able to continue
to perform well or even to survive.”

The competitive advantage to have SME hotels and
to function them as well, according to Main (2001), is
their ability to being flexible in comparison to inflexi-
ble standardised hotel brands. In these kinds of hotels
customisation and therefore the capability to engage
with niche markets is allowed. However, indepen-
dent hotels beside SME hotels, suffer intrinsic defects,
(Holverson & Revaz, 2006). Dominated by family
businesses, there may be limited development due to
noneconomic incentives, limited marketing, quality
assurance challenges, pricing policies, cost control,
and a lack of financial resources, (Morrison, 1998). In
addition, Morrison (1998), referred to the areas which
caused more problems and there were underutilised
assets, decreasing pro?t margins and more sensitiv-
ity to occupancy, and seasonal fluctuations than larger
hotels.

Buhalis and Main (1997) recognized the most prob-
lematic conditions in SME hotels: the shortage of
capital, the absence of economies of scale, an under-
utilised economies of scope, the pripherality, an inad-
equate management skills, an inadequate marketing
skills and expertise, an insufficient power of bargain-
ing inside the distribution channel, and the shortage
of representation in revealing the place of electronic
marketing.

There is little evidence that hotels, and especially
the small and medium sized ones, pay any attention to
make their processes formal in terms of service map-
ping or blueprinting. The challenge is then to improve
the processes efficiently which will lead to save costs,
improve processes, and enhance customer satisfaction.

According to Luciani (1999), “small and medium
sized hotels are managed through a family oriented
view and they are not directly interested in growth,
also their major concern is about the way to survive
in the changing market”. Small and medium sized
hotels are dependent on family members. Addition-
ally, their lack of management expertise contributes to
reduced technology infrastructure and adapting to new
processes/technology, thus these hotels fail to remain
reactive to innovation.

3 CUSTOMER

In the present hospitality industry, satisfying cus-
tomers through beautiful landscape, nature, or com-
fortable hotel beds is no longer adequate, (Jonsson &
Devonish, 2009). It is vital to enhance customer-
relationship capability which can provide more orga-
nizational performance, customer satisfaction, and
competitiveness.

In recent years, the focus of the market has trans-
ferred to building customer relationship and retain-
ing valuable customers rather than striving for new
customers, (Day & Montgomery, 1999). There is a
common characteristic among small hotels and other
SMEs mentioned by Moriarty et al. (2008) that says

small hotels and other SMEs have preoccupied with
the act of customer acquisition, so there is less attempt
to retain the existing customers.

For better performance, companies tend to focus
on the key components and develop a clear link to
the customer’s needs, (Day, 2003). Buttle, (2000) indi-
cated that customer relationship management focus
on strategically developing and maintaining long-term
mutually beneficial relationship between important
key customers. Peppers & Roger, (1993) believes that
following four simple steps (confirm, segment, inter-
act and customize), enterprises can start the implemen-
tation of customer relationship management in any
situation. In addition to the actual practice of the four
steps, companies need to rethink the most fundamen-
tal business philosophy, thoroughly review the attitude
of managers and employees, or even build a company
culture.

The value of retaining main customers will continue
to increase the company’s profits, (Reichheld, 1996).
Companies should differentiate customers (Nykamp,
2001) instead of differentiating products and they
should shift their focus from market share to customer
share.

4 CUSTOMER RELATIONSHIP
MANAGEMENT

Hotels use customer relationship management (CRM)
extensively. According to Lin and Su, (2003) hotel
industry is one of the industries which better suited
for CRM than others. Significant advances in informa-
tion technology (IT) provided businesses with a chance
of maintaining and nurturing customer relationships
impressively thorough CRM ..(Zineldin, 2000).

Most hotel processes are dependent on the con-
tinuous collection of data to enhance the customer
experience, monitor their return on investment, and
to better develop products and services. CRM gathers
data by considering customers’ visits, reservation, and
traffic to the hotel websites. The added value by guests
provides added income to the hotel and also effective
CRM leads to increased customer loyalty, optimized
customer lifetime value, and therefore overall revenue
enhancement.

Customer relationship management produces some
attractive challenges for small independent hotels,
(Moriarty, et al. 2008). To implement CRM suc-
cessfully in SME hotels, there are some important
aspects regarding customers which should be consid-
ered such as:

• Pursuing customer retention
• Training and inspiring employees to treat customers

differently and keeping them satisfied
• The sensitivity to respond to customer changes

To get better and continuous customer relation-
ship, top management involvement is very important;
managers must put in greater effort in understanding
their customer. Besides that, hotel receptionist or other
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front-line staffs who are more in contact with hotel
guests have a vital role in implementing CRM in the
right way. Their behaviour and their role in collecting
information about customer needs play an important
part in applying CRM in SME hotels. Development
of new service design and testing need to concern
the customer’s feeling and active cooperation of front-
line staff, (Jones, 1996). In addition to that, small and
medium sized hotels’ owners and general managers
are usually in contact with their customers in the field
directly, or by speaking to their customers will generate
important sources of innovative ideas.

Referring to Stokes and Lomax (2002), the manage-
ment word of mouth to recommend customer acqui-
sition is too prominent. The more top management
owns the initiative, the quicker customer relationship
and loyalty will build, .(Pratt, 2007).

CRM is a company-wide business strategy which
requires cooperation between departments for being
successful. That cooperation, even in a small hotel
sometimes needs a gentle force from above to keep
the program in a right way (Pratt, 2007).

5 SUMMARY

The hospitality industry is process-driven and they
need beneficial technologies in their enterprises to
sustained and make profit. One of the significant pro-
cesses is customer relationship management (CRM).
Hotels as a part of the hospitality industry need CRM
in their system and technology has assisted hotels in
collecting data related to customers’visits, reservation,
satisfaction and traffic to the hotel websites.

Moreover, to implement CRM successfully in SME
hotels, customers should be their main priority. All
SME hotels must try to keep the existing customers and
attract the new ones by training and inspiring employ-
ees to treat customers differently and ensure that they
are satisfied.

Finally, without top management involvement and
agreement, there will be no success in implementing
CRM. In every company to get better and longer cus-
tomer relationship, top management involvement has
a very important function.
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ABSTRACT: This paper provides an overview of health tourism industry in Malaysia and explores the potential
and opportunity for branding Kuching City as a health tourism destination. It discusses the New Economic Model
(NEM) as a way to unleash the country’s growth potential in the industry. This paper also presents problems
affecting the tourism industry and the prospects for health tourism as the drive toward multiplying economic
base for Tourism sectors. Finally, the paper highlights strategies and recommendations for the growth of health
tourism and the branding of Kuching City as health tourism destination.

Keywords: Health tourism, destinations, New Economic Model, branding, Kuching City

1 INTRODUCTION

1.1 Background of study

Health tourism, from a consumer perspective, can be
defined as traveling for the maintenance, enhance-
ment or restoration of wellbeing in mind and body
(Carrera & Bridges, 2006). From a supplier perspec-
tive, health tourism can be defined as traveling to
destinations, which provide facilities and health-care
services explicitly and in addition to their regular
tourist amenities (Goodrich & Goodrich, 1987). In that
regard, Malaysia is an excellent choice for meeting the
healthcare needs of international medical and health
tourism patients.

Malaysia is one of the fastest emerging destinations
for health tourism in Asia, mainly catering for Asian
health travelers. The majority of Malaysia’s medical
tourists come from Indonesia mainly due to the supe-
rior quality of healthcare that Malaysia offers (APHM,
2007). The same reason draws health travelers from
other Asian countries like Bangladesh and Pakistan.
Patients from richer Asian countries like Singapore
and Japan, that represent the second and third highest
origins of medical travelers respectively, visit Malaysia
due to the lower prices of medical procedures.

Whilst Middle Eastern medical travelers visit
Malaysia for both the price and the quality of health-
care provided, Australians and people from the Euro-
pean Union are attracted not only to the lower cost
of medical procedures in Malaysia but also English is
widely spoken in Malaysia.

In addition, the favorable exchange rate of the
US Dollar to the Malaysian Ringgit (RM) makes
the already low cost medical treatment an incredible
value to medical tourists. The majority of hospitals in
Malaysia are offering services to medical tourists are
privately owned institutions following internationally

recognized standards in healthcare. Currently, there are
at least 35 hospitals in Malaysia that are being geared
towards medical tourism. Most of these hospitals are
accredited by international bodies including the Inter-
national Organization for Standardization (ISO) and
the Joint Commissions International (JCI) among oth-
ers, making them on par with medical institutions in
western countries.

Furthermore, the Malaysian government is actively
promoting the medical tourism industry as a strategic
industry in healthcare sector. With patient safety as pri-
ority, the government, ensures, strict compliance to the
international health standards. The Malaysian Society
for Quality in Health (MSQH) was formed through
the initiatives of both the Ministry of Health Malaysia
and the Association of Private Hospitals of Malaysia,
which takes care of quality standards being followed at
all levels of health care related to medical practition-
ers, facilities, procedures etc. This is one of the very
important ways of ensuring delivery of true care to the
medical tourism community and also this benefits the
international community who opt for Malaysia as a
second home.

Thus, medical tourism in Malaysia echoes a safe
and beneficial alternative to those patients who have
faced the problems of long waiting lists and expensive
medical treatments back home. And a great opportu-
nity to make Malaysia a second home on this very
important and compelling reason of medical facili-
ties well is within the reach. Toward this end, being
considered one of the cleanest cities in Malaysia and
was voted as one of the world’s healthiest cities, rec-
ognized and awarded by both United Nations (UN)
and World Health Organization(WHO) and by the
Alliance of Healthy Cities in Suzhou, China, it is very
timely to consider Kuching City as Health Tourism
destinations.
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1.2 Statement of the problem

It is estimated that the health tourism in Asia will be
worth USD4 billion (RM14.2 billion) in 2012 and
Malaysia, as one of the top destinations for health
tourists from around the world, expects to earn up
to USD590 million (RM2.1 billion) within five years
until 2017(MOH, 2008).

According to the Association of Private Hospitals
Malaysia, the number of foreigners seeking healthcare
services in Malaysia has grown from 75,210 patients in
year 2001 to 341,288 patients in year 2007 which gen-
erated a total of RM203.66 million (USD59 million)
in revenue.

In between the year 2000 to 2007, the increase of
receipts from health tourism has been growing at 30
percent per year and this is forecasted to continue
yearly. It is expected that a total of RM584 million or
more in medical revenue will be generated. This is a
constructive advantage reported by Association of Pri-
vate Hospital Malaysia (APHM, 2008). Health tourism
industry in Malaysia though seems to be growing, but
it has yet to reach its full potential as resources are not
used to the utmost.

In 2010, health tourism was estimated at USD40
billion annually in USA alone. It was reported that
more than 2.9 million patients visited Malaysia and
neighboring countries to seek medical treatments
in the past year. Deloitte, a statistical consultant
firm of international repute estimates the number
to increase by 17 percent, year by year and there
will be 2 million patients or tourists coming to Asia
Pacific region from United States or Canadian region
(Deloitte, 2009).

In nutshell, the industry is encouraged and expected
to grow and prosper in the years to come, thus allowing
healthcare providers, facilitators, and corporate play-
ers to leverage and prosper to provide much needed
support to the health care sector.

To date, hospitals also reported a corresponding
increase in revenue from this sector.Thus, the facts and
figures show strong market position for health tourism
for Malaysia, and ultimately post an immense oppor-
tunity for branding Kuching City as health tourism
destinations.

1.3 Objective of the study

The overall objective of this study is to get an overview
of the emerging health tourism sector, its potential
to grab the opportunity and address issues. Specific
questions addressed in this study are:

i. What is the current development of health tourism
in Malaysia?

ii. What are the future prospects – what is the vision
for the industry in Malaysia?

iii. What are medical and health tourism develop-
ment perspective in Sarawak, particularly Kuching
City?

2 LITERATURE REVIEW

This section will review the literature that relates to
the development of medical tourism and the emer-
gence of branding into the tourism industry. Early
publications examine the relation between tourism,
travel and health care. Examples are found in World
Health Statistics Quarterly (Pasini, 1989) and Health
Policy (Sheaff, 1997). The year 2002 shows an ethical
voice towards reproductive tourism (Pennings, 2002).
From 2003, the debate and the volume around medical
tourism intensify in context.

In 2007, bothThe Lancet (MacReady, 2007) and the
WHO Bulletin (Chinai & Goswami, 2007) reported
on the phenomenon. New countries are reported to
be engaged in medical tourism, such as reported in
The Journal of the Korea Medical Association (Woo,
2009).

The relation between public or primary care and
medical tourism is an emerging interest, especially
in Asian regions (Dedmon, 2009). Medical tourism
is installing itself within existing national, interna-
tional and local frameworks. Health and business with
health-related products and services are a mega trend
in the twenty-first century (Nefiodov, 1999).

The term brand in this article is defined according
to Freundt (2006) from the perspective of behavioral
sciences as a distinctive image of a product, service
or any other associations of a carrier rooted deeply in
the psyche of the consumer, which has influence on
choice and decision. These brand associations are part
of the brand image (Meffert et al., 2005) and can be
established on various association levels (Kotler et al.,
2007). In the tourism context, Clarke (2000) refers to
the reduction of the impact of intangibility as one of
the benefits of branding.

According to Domiszlaff (1992), the aim of brand
policy is to secure a monopoly position in the psyche of
the consumer. Brand trust again can be seen as a central
determinant of brand loyalty (Chaudhuri & Holbrook,
2001; Matzler et al., 2008). To create a brand which
induces trust and commitment and has unique brand
associations, and thus a strong brand (Koll & von
Wallpach, 2009), marketers should therefore establish
brand associations close to the consumers’ personal-
ity. When a product is able to carry a strong brand
we define it as in principle “brand compatible” or
“brandable”.

Branding started to expand into the tourism indus-
try only recently (Wagner & Peters, 2009). In tourism
management literature, there is now a notable stream
of research dealing with the general issue of destina-
tion branding (Hosany et al., 2006; Tasci & Kozak,
2006).

As Smith & Puczkó (2008, p. 203) state: “It is not
uncommon in health and wellness tourism that brands
are seen as either only logos or a term”. But marketing
in health tourism differs in one very important aspect
from marketing in tourism in general – it involves
some kind of health element which is one of the most
personal and sensitive aspects for consumer.
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Table 1. Malaysia medical tourism patients in year 2003–
2007.

2003 2004 2005 2006 2007

102,946 174,189 232,161 296,687 341,288

A brand based on this value structure, sharing the
same values as its customers, would then have all the
potential of becoming a strong brand with loyal cus-
tomers. The significance of such an influential brand
is very high because it is a guarantee for greater sales
and revenues.The value structure identified here could
function as a basis for developing behavioral branding
in health tourism since brands are usually seen as either
logos or a term (Smith & Puczkó, 2008).

3 RESEARCH METHODOLOGY

The study utilized secondary data from various agen-
cies. Resources in term of statistics and graph were
gathered from agencies such as Ministry of Health,
Ministry of Culture, Art and Tourism, Malaysia
Tourism Promotion Board,Association of Private Hos-
pital Malaysia (APHM), and Malaysia External Trade
Development Corporation (MATRADE). Data was
also obtained from the International Medical Travel
Journal (IMTJ) and academic journal on medical and
health tourism.

4 FINDINGS

The findings are divided into three sections:

4.1 An overview of medical and health
tourism in Malaysia

Malaysia started streamlining its health services sec-
tor for global competition and health tourism in 1990s.
Malaysia is now a strong competitor in the global
health tourism market and its delivery of healthcare is
being internationally acknowledged. Malaysia is expe-
riencing a tremendous pace of tourism development.
Tourism sector has been recognized by Malaysian gov-
ernment as a major source of revenue and catalyst to
the Malaysian economic renaissance.

The amount of medical tourist Malaysia in 2007
has tripled since 2003, with figures already reach-
ing more than 282,000 for the first nine months in
year 2008 alone, which is 16 percent higher than in
2007. The 2007 figures indicate Indonesia at the top
of the list and accounting for 72 percent of foreign
patients to Malaysia, followed by 10 percent from
Singapore and another 5 percent from Japan according
to HealthCare Patients Visiting Malaysia. This fig-
ure is also supported by the Association of Private
Hospitals of Malaysia (APHM) as shown inTable 1 and
Table 2.

Table 2. Malaysia medical tourism patients by country of
origin (year: 2007).

Indonesia Singapore Japan India Europe Others

72% 10% 5% 4% 3% 6%

Malaysia is known to as political stable, multicul-
tural environment, wide choice of specialty hospitals,
skilled professionals, friendly staff who can speak
different languages, and competitive pricing were
the main factors driving health tourism in Malaysia
(MATRADE, 2010).

There are 229 private hospitals, of which 35 were
identified as promoters of health tourism in Malaysia.
Treatment for medical health is at a lower cost com-
pared to other countries. A cardiac bypass surgery in
Malaysia would cost around USD9000 and USD15000
at other countries.

In 2010, Malaysia earned revenue of RM379 mil-
lion and expecting to increase 17 percent in healthcare
and dental tourism by 2012. Malaysia is well on its
way to develop itself as a health tourism hub and is the
most visited health tourism destination by UK patients,
attracting 8.5% of all UK medical and health tourists
every year (MOH, 2010).

4.2 The new economic model and health tourism

The New Economic Policy has identified the need to
focus on the key sectors that can be leaders in gener-
ating high growth rates. Malaysia has considered new
areas of tourism such as medical and health tourism
that refers as a high-potential growth sector. Malaysia
has a wealth of expertise, the opportunity to leverage
specialization and has gained first mover advantages,
which will attract high-end tourists who seek exclu-
siveness and high value services. Having more than
30 offices worldwide, MTPB has the advantage of
promoting Malaysia on the international scene.

The New Economic Model (NEM) will create
Malaysia that will be renowned for transformation
arising from the resourcefulness of its people exem-
plified by its rich cultural traditions. The economy
will be market-led, well-governed, regionally inte-
grated, entrepreneurial and innovative. The private
sector will be the main driver of growth dominated by
high value added goods and services in a competitive
environment.

In moving Malaysia towards the core characteris-
tics of the NEM, a new and bold approach to unleash
the country’s growth potential. This new approach
is relevant to health tourism as “Private sector-led
growth”, and hence can promote competition across
and within sectors to revive private investment and
market dynamism.

Malaysian Prime Minister, Najib Razak recently
said.” Medical tourism is a high priority to posi-
tion Malaysia as a world-class healthcare services
provider.The key is to make sure Malaysia’s regulatory
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environment is ready to support investment (Najib,
2009). Malaysia Tourism Promotion Board (MTPB)
is embarking on a three-year project to collect market
data on health tourism, as the country seeks to increase
the number of people visiting the country for medi-
cal treatment. According to analysts Frost & Sullivan
(2009), healthcare expenditure in Malaysia is driven
by increased privatization within the healthcare ser-
vice provision. The market for healthcare services has
also received a positive impetus from health tourism.

Due to the increase in demand for medical
and health tourism, the Malaysian government has
set up several referral gateways to assist medical
tourists. One of them is the health tourism web-
site www.malaysiahealthcare.com that assists medical
tourists globally.

5 THE WAY FORWARD

Under the Sarawak Corridor of Renewal Energy
(SCORE) plan and strategies tourism is one of the
primary focus. Even though the focus is more on the
natural attractions but the concept of tourism still pre-
vail for other mode sector. The following suggestions
are recommended so as to boost Kuching City as a
health tourism destination.

i. Costs. The costs in Kuching would be consider-
ably cheap as compare to other developing Asian
countries such as Singapore. The primary target
market for Kuching could be of middle to high
income group from Indonesia, Singapore, Japan,
India, Europe and Brunei.

ii. Capacity. More designated hospitals are needed
to overcome the current lack of capacity such
as new such as medical centers and hospitals
could be completely devoted to and promote spe-
cific areas of expertise/medical tourism products
cancer treatment, cosmetic surgery and retire-
ment village with complete medical facilities.
Hospital with adjacent with hotel facilities is
recommended to ease the accompanying family
members.

iii. Government support. One of the common strategy
is to encourage local and foreign investment in
the healthcare sector by easing the regulation and
providing more incentives

iv. Travel facilitation. The government should ease
the entry/exit requirement for medical and health
tourists.

v. Medical practitioners. Expert team of various
field of medicine may need to be boosted. Holis-
tic healing may be incorporated with the modern
medicine to help healing and recuperation of the
patients.

vi. Communication skills. Though the primary target
market are patients from Kalimantan and Brunei
where language barrier is at its minumum. How-
ever, the basis of cross cultural training should
be incorporated to ensure patients would trust the
services rendered.

vii. Promotion. The tourism bodies or organization
should support the medical promotion campaign
in foreign countries so as to attract potential
patients and medical tourists. The government
shall initiate an iconic branding for Kuching City
to map itself as a health tourism destination.Thus,
as an Islamic country, we can tap Middle East
patients as one of potential markets.

6 DISCUSIONS AND CONCLUSION

6.1 Health services in Kuching City

The health services provided by the Sarawak Health
Department are delivered through a network of static
and mobile facilities that provide promotive, preven-
tive, curative and rehabilitative care. Under the gov-
ernment entity, Kuching houses the Sarawak General
Hospital which offers a complete and comprehensive
clinical services and facilities.Another additional state
of the art services and facilities is the Cardiac Cen-
tre which began its operations in Kota Samarahan on
January 1, 2011.

Kuching also house a few private medical centers
such as Normah Medical Specialist Centre (NMSC)
located in Petra Jaya.NMSC has been accredited by
the Malaysian Society for Quality in Health with full
certification in 2005 which patients seeking treatment
in NMSC will receive the same level of care and treat-
ment protocols as their counter parts in the developed
countries.

Other private hospitals are Timberland Medical
Centre and KPJ Specialist Centre. Both offers 24-Hour
Accident & Emergency, ambulance, laboratory and
outpatient clinic. Other medical facilities are Blood
bank, Coronary Care Unit, delivery suites, Diagnos-
tic Imaging (Radiology) Department, Haemodialysis
Unit, Intensive Care Unit, Neonatal Intensive Care
Unit, Neuro Diagnostic Services and others.

6.2 Branding Kuching city as health tourism
destination

Kuching, the state capital of Sarawak having a popu-
lation of approximately 450,000 is one of Malaysia’s
most rewarding travel destinations. Kuching City was
also voted as one of the cleanest cities in Malaysia
and as one of the world’s healthiest cities, recognized
and awarded by both United Nations (UN) and World
Health Organization (WHO) and by the Alliance of
Healthy Cities in Suzhou, China.

The state government is serious in tapping revenue
from medical tourism as there is a demand for health-
care services from neighboring KalimantanIndonesia.
Datuk Amar Abang Johari Tun Openg, The Minister
of Tourism returning from Kalimantan said that the
response was very encouraging for Kuching to be pro-
moted as a health tourism destination (Borneo Post,
9th December 2011). He further disclosed that about
550,000 Indonesian tourists visited the state in 2011.
Many of them are seeking medical treatment at private

266



hospitals in Kuching and Sibu (Borneo Post, 12th May
2012).

With the low cost flight by Kalstar and Batavia
Air and now MASwings, more people from the city
of Pontianak can come to Kuching City for medical
treatment. As Malaysia was targeting revenue of some
RM430 million from healthcare travel in 2011, a 22
percent increase is expected in 2012 and Kuching City
is named as part of the contributor to health tourism
revenue (MOT, 2011).

Medical and health tourism industry would have
promising future if private hospitals and hotels could
collaborate to introduce post-treatment packages to
patients and their family members. The post-treatment
package is a new trend that should not be overlooked
by health and tourism industry players in the state.

Record shows that on the average, Indonesian
patients spent four days in the state. The number of
Indonesian tourists represented 15 per cent of the
total 3.8 million tourists visiting the state last year.
Sarawak is to adopt a new approach in promoting
health tourism. Private hospitals should see beyond
providing medical services and collaborate with hotels
for patients to stay and rest at hotels after treatment. In
view of the above, hence it is timely for Kuching City
to initiate a course of action into Branding Kuching as
Health Tourism Destination.

There are vast opportunities for branding Kuch-
ing City as health tourism destination. Under a more
market-driven economic policy guided by the NEM,
health tourism is capable of facilitating economic
growth, while also helping to generate incomes and
providing jobs. With a well developed tourism infras-
tructure and low cost of living, Kuching City makes it
affordable for overseas patients to spend an extended
period of convalescence in the city. Relaxed, quiet and
with several medical centers a short distance from
beautiful beaches, the opportunities for ample period
of recovery are numerous.

Undoubtedly, Kuching City is a tourist’s heaven and
it is no exception for patients coming from medical
and health tourism. Kuching City is a home to many
beautiful beaches and resorts. Patients can enjoy the
exotic beaches or go for sightseeing. While patients
for less critical care cases can enjoy an exhilarating
tourist experience, it also offers enough opportunity
for critically-ill patients to take a leisurely vacation.

Kuching City has gained reputation as one of the
preferred locations for medical tourism and health-
care at highly economical prices. Thus, Kuching City
has the potential to attract and satisfy this emerging
demand. Overall, Kuching City needs to differentiate
itself and to grasp this opportunity to become a popular
and trusted choice as health tourism destination.
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Creating new dimension in marketing new destination in Jordan: Suggested
strategy for Aqaba region
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ABSTRACT: The main goal of this research is to improve marketing of tourism destinations in Aqaba region
by including the well-known archaeological site in Madain Saleh north western Saudi Arabia. Recently Aqaba
region witnessed major developments in tourism infrastructure by the construction of luxury hotels and resorts
undertaken by Tala Bay, Saraya, Ayla, Marsa Zayed projects with upon completion will transform Aqaba into
an important tourist destination in the region. These giant tourist projects will definitely require serious and
innovative venues of marketing able to generate large numbers of tourists from around the world. Aqaba is
marketed with Wadi Rum and Petra as the golden triangle of tourism. By including Madain Saleh the sister
city of Petra the name will be the golden quadrangle of tourism. Joint marketing the four destinations with the
cooperation of Saudi Arabia tourism authority will open the door for citizens and residents from the Gulf States
to travel and see deferent destination. Cruiseship tourism will also be considered.

Keywords: Jordan, Aqaba, destination marketing

1 INTRODUCTION

World tourism reached 970 billion tourists during 2011
and expected to climb to around 1.5 billion by the year
202. In over 150 countries, tourism is one of the top
five export earners, and in 60 it is the number one.
Tourism is the main source of foreign exchange for
one third of the developing countries and one-half of
the less developed countries.

According to United Nations World Tourism Orga-
nization (UNWTO) the Middle East received 60 mil-
lion international tourist arrivals in 2010. The region
experienced rapid growth (14.2%) (UNTWO 2010).
Jordan receives tourists from around the World who
are attracted to visit its diverse tourist sites, such as,
historical places, like the worldwide famous Petra
(UNESCO World Heritage Site since 1985, and one
of the New Seven Wonders of the World), Jerash,
Madaba, Baptism site on the east bank of the Jordan
river, unspoiled natural locations such as Wadi Rum
and the coastal city of Aqaba on the Red Sea which is
known for its coral reefs. Jordan is known for being an
“open museum” where all phases of civilizations are
represented.

Jordan experienced a steady increase in tourism
during the first decade of the 21st century. Over
seven million travelers arrived in Jordan in 2010 and
spent more than 2 billion Jordanian Dinars ($ 2.4 bil-
lion), which contributed over 13.2% to national GDP.
Direct employment reached 42,500 in 2010 and is

estimated to support several hundred thousand full
time-equivalent jobs economy-wide when the full mul-
tiplier impact is accounted for. It is expected that more
than 25,000 workers will be needed by the tourism
sector over the next five years.

Tourism will continue to be a long term driver of
economic growth in Jordan, accounting for the largest
slice of GDP in Jordan’s productive economy. This
strategy builds on this solid foundation by improving
Jordan’s overall competitiveness as a tourism desti-
nation and positioning the country as a distinctive
and culturally enriching experience for visitors. Health
tourism is a fast growing sector focused in the Dead
Sea area where major health spas exist in luxurious
resorts using Dead Sea water and minerals from hot
springs in Hammat Maeen. Medical tourism is in large
demand from Arab and foreign nationals who come to
seek medical services offered in many private hospitals
which are equipped by up-to-date medical equipments
and well trained physicians and nursing staff.

Tourism in Jordan is served by a wide range of hotel
chains and budget hotels and motels, furnished suites
and flats which meet the needs of tourists of all cat-
egories. Transport facilities by air and land connect
Jordan with the World. Visas are granted at port of
arrival for most world nationals (Wikipedia, 2012).
Queen Alia International Airport is being rebuild to
serve nine million passengers annually in the first
phase; twelve million in the second phase.
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Business men from Jordan and Gulf region are
investing heavily in tourist infra-structure in the form
of luxury hotels, spas, resorts and massive real estate
projects in Amman, Dead Sea coastline and Aqaba.
Tourism is one of Jordan’s major industries and in
2010, eight million tourists from various countries vis-
ited Jordan, with tourist receipts amounting to about
three and half billion dollars in addition to one billion
earned through medical tourism. In Jordan tourism
industry reached 10% – 12% sustained annual growth
owing to several factors such as, Jordan’s geographical
locations, rich cultural heritage, holy places, stability
and security.

Map of tourism sties in Jordan and Saudi Arabia.

2 STUDY PROBLEM

Tourism industry in Jordan still faces the problem of
short stay of tourists compared with the wide range
of touristic sites spread in various and distinguished
locations. In the past tourism marketing was directed
towards European countries, United States of America
and someAsian countries. Incoming tourism to Jordan
from these countries decreased in 2011 due the current
political changes known as the “Arab Spring”. It is esti-
mated that Jordan lost 25% of its tourism market. The
main motive of this study is the search for new and sus-
tainable markets aimed at tourist generating countries
such as theArabian Gulf and SaudiArabia in particular
since it shares close by sites which can be marketed in
a joint package. This will result in prolonging tourists
stay. Aqaba can serve as the main destination with its
mega tourism facilities which require an aggressive
marketing strategy to increase numbers of potential
tourists.

This paper proposes a new marketing strategy which
will expand the current one called the golden tri-
angle meaning Aqaba, Wadi Rum and Petra. These
three destinations complement each other by offering
diverse element ranging from seaside tourism, adven-
ture tourism and heritage tourism. The new proposed
strategy aims to include Madain Saleh, a heritage site
in the northwestern of Saudi Arabia known as Petra’s
sister, which will be called the golden quadruple.
The vast and great richness of these tourist destina-
tions require new direction of marketing. In order to
understand that we will shed lights on the components
of each destination.

1. Components of Tourism Products in Aqaba Region:
Aqaba is located on the Red Sea in the southern part

of Jordan. It is the only seaport. Coastline is 27 km
(17 mi). The population of 100.000 people is set to
double over the next ten years. Aqaba benefits from
natural advantages by its location and closeness to
Petra and Wadi Rum on one side and Sinai and Sharm
al Sheikh on the Egyptian side, Madain Saleh on the
Saudi Arabian side. (doing business 2012)

Aqaba Special Economic Zone (ASEZ) has been
responsible for most of the city’s development since
it opened in 2001. It was launched as a duty-free,
low tax multi-sectural development zone encompass-
ing the entire Jordanian coastline. According to the
strategic plan 2001–2020 the zone targets 50% of
investments in the tourism industry, 30% in a variety of
services. (bouportal 2012) In addition to the existing
hotels, resorts, shopping centers, water sports and div-
ing centers, Aqaba is going through mega and touristic
projects most of which will be completed by the year
2015. They include the following:

a. Saraya Aqaba is a major tourist and real estate
development projects. The project comprises of
shopping, dining, entertainment, accommodations
within the context of an authentically styled ancient
city. Saraya Aqaba features six luxury five star
hotels with more than 1200 rooms and a water
park, convention center and residential develop-
ments such as beach front villas, town houses and
apartments. The total project cost is estimated at
over one billion U.S. dollars. (Aqaba Development
Corporation, Jordan 2012)

Saraya tourist projects, Aqaba.

b. Ayla project is one of the most successful investment
projects in Aqaba. Located at the northern tip of the
Gulf of Aqaba. 432 hectares of which 75 hectares
of lagoons which will be filled by sea water. 1,550
luxury hotel rooms, the hotels are:

Grand Hyatt Hotel 300 rooms
Ayla Spa Hotel 200 rooms
Ayla Beach Hotel 250 rooms
Ayla Palace Hotel 450 rooms
Regency Hyatt Hotel 350 rooms
Waterfront Villas 72 units
Waterfront Townhouses 866 units
Waterfront Apartments 730 units
Golf Villas 171 units
Golf Townhouses 235 units
Golf Apartments 610 units
Commercial Apartments 200 units

270



and 100,000 sq.m of retail and commercial busi-
nesses and recreational amenities such as water
parks, science museum, beach clubs, historical
preservations and Jordan’s first 18-hole golf course.

The objectives of this project are to:

(1) create a world-class destination for tourism.
(2) attract residential communities from Jordan,

Gulf states and others, and
(3) increase Aqaba’s shorelines.

The distinguished aspect of this project is that
it extends 2 km from the waterfront, increasing
appearance of the beach by 17 km. Keeping in mind
that its original access to the coastline is 235 m. The
total cost of this project is expected to reach 2.1 bil-
lion U.S. dollars. The first phase will be completed
by the end of 2015 with the cost of 600 million U.S.
dollars.

c. Marsa Zayed is one of the largest real estate projects
and tourism in Jordan. The project extends over an
area of 2.3 sq kilometers and includes 2 kilome-
ters of waterfront. It overlooks the Red Sea with the
aim of establishing one of the finest resorts, cen-
ters and tourist destinations. The project will turn
the waterfront into an environment for the use of
multi-purpose spread by residential towers and areas
reserved for recreational facilities, tourism and the
custom business and world-class hotels to more than
three million square meters of land. The project
will include 3,000 hotel rooms, luxury marinas, a
cruise ship terminal, 30,000 villas, town houses and
apartments, as well as shopping districts. No doubt
that Marsa Zayed’s project will transform the city
of Aqaba to become one of Jordan’s touristic land-
marks. The total cost of this mega project will reach
10 billion U.S. dollars when completed in 2017.
It will be implemented in several phases; the first
phase will be finished in 2014.

d. Tala Bay, this resort is located 14 km south of the city
of Aqaba. It stretches over two kilometers private
sandy beach on the Red Sea. In the center of Tala
Bay is the Marina Town which embraces the pic-
turesque private marina. The town consists of villas,
apartments, duplexes, swimming pools, commercial
centers, restaurants and more. Over three hundred
apartments have been sold. Another Tala Bay fea-
ture is the Private Beach Club which includes four
international-brand hotels (1,400 rooms) and an 18-
hole golf course. Tala Bay is now one of Jordan’s
most spectacular attractions. The total cost of this
project is 680 million U.S. dollars. (Wikipedia 2012)

Besides the above mentioned touristic projects
Aqaba enjoys other attractions such as shop-
ping centers, souvenir shops, ethnic restaurants,
marine life and archaeological museums. Aqaba
is served by King Hussein International Airport
which receives direct flights from various parts
of the world. It is well connected with Amman
by a major highway. The population of Aqaba
is 100.000 people. It is expected to double in
the next ten years. Certainly, the town benefits

from some natural advantages. Its close proxim-
ity with Wadi Rum, Petra, Sharm al Sheikh in
Egypt and Suez Canal, Israel and Saudi Arabia.
Aqaba is aiming to increase its hotel supply room
from just 4,000 to 20,000 over the next ten years.
(atlastours 2012)

2. Petra:
Petra is a great tourist attraction and most valuable

treasure among many other heritage sites in Jordan. It
is located in Wadi Musa in southern Jordan, 250 km
from Amman and 100 km from Aqaba and Wadi Rum.
Capital of the Nabataeans who ruled from the 4th c.
BC to 106 AD when Petra fell under the domain of the
Roman Empire. (Browning, 1973)

Petra is a city carved into the sheer rock face by
the Nabataeans. The Greeks gave it the name “Petra”
which means “rock”. It is well known for its “rose-
red color”. The city spreads over giant red mountains
decorated by vast mausoleums which are well known
for sculpted architectural facades such as the famous
Al-Khazneh (treasury) with its well preserved columns
and sculpted figures, 30 m. wide and 43 m. high. A
major feature of Petra is the entrance through the Siq,
a narrow passage, wide enough for a car, over 1 km. in
length bordered on either side by swinging 80 m. high
cliffs.

There are hundreds of elaborate rock-cut tombs with
intricate carvings and a Roman-style theatre which
could seat 3,000 people. Petra flourished as a result
of being an important junction for the silk, spice
and other trade routes that linked China, India and
Southern Arabia with Egypt, Syria, Greece and Rome.
Petra was rediscovered for the western world by a
Swiss explorer Johann Ludwig Burkhardt in 1812.
(McKenzie, 1990).

Petra is recognized as one of the World heritage
sites in Jordan by UNESCO. It came second in the
new Seven Wonders of the World competition in 2007
which gave it a great publicity as a tourist destination.
There are several five star hotels, restaurants and gift
shops which facilitates the tourist’s stay.The number of
visitors to Petra reached 975.285 in 2010. Petra offers
jobs to many of the local people.

Al-Khazneh Architectural Façade, Petra.

271



3. Wadi Rum:
Is situated 70 km, to the north of Aqaba and 120 km

south of Petra and is one of Jordan’s important tourist
destinations. It attracts large numbers of local and for-
eign tourists who look for adventures in a mountainous
desert area. Jabal Rum (1,734 meters above sea level)
is the highest peak in Jordan. The main attractions of
Wadi Rum are trekking, mountain climbing, camel and
horse safari, day trippers from Aqaba or Petra. (Escort
1994).

Scene of Wadi Rum.

Wadi Rum shaped massive mountains rise vertically
out of the pink desert sand which separate one dark
mass from another in a breathtaking scene cliffs eroded
by wind look like faces of men, animals and mon-
sters. Wadi Rum has been inhabited since prehistoric
times with many cultures including the Nabataeans. A
famous Nabatean temple is Allat dates to the 1st cen-
tury BC. Inscriptions and ancient rock drawings are
found in many locations in Wadi Rum.

Movie makers saw in Wadi Rum a great location
shooting films such as Lawrence ofArabia, Red Planet
and Passion in the Desert and more. Wadi Rum joined
UNESCO World Heritage list in 2011. This win is
considered as a recognition for Jordan and its her-
itage and will have a great impact on the country’s
tourism sector. It is the fourth UNESCO World Her-
itage listed site. 300,000 visited Wadi Rum in 2010
mostly foreigner, activities include guided four wheel
drive (4WD) tours, horse and camel trekking, hiking
and individual camping, 28 desert campsites are run
by local Bedouin with the Wadi Rum management.
Today the village of Wadi Rum is inhabited by few
hundred Bedouin who depend on tourism to improve
their income. (Amyan, Jawabreh, Alsaryreh, Malkawi,
2011).

4. Madain Saleh (Al Hijr):
Is one of the best known archaeological sites in

Saudi Arabia. It is located in northwest Saudi Arabia,
some 400 km north of Madina. A sister city of Petra
and the southern capital of the Nabataens. Inhabited
some 2000 years ago. (Babelli, 2009). The city flour-
ished because of the Nabataeans activities in the trade
of incense and spice in particular between the East
and the Roman Greek and Egyptian empires. (Ansary,
Al-Hassan, 2001)

Madain Saleh resembles Petra in many ways. It has
about 130 tomb and dwelling hewed out of the rock

formation extending over some 13 km. The facades of
the tombs are decorated by columns, lions, eagles and
snakes and some inscriptions.

Architectural Façade, Madain Saleh.

Madain Saleh is the first site in Saudi Arabia to join
the list of World Heritage sites (2008) is a recognition
of its cultural value. The site dates back to between
3rd BC and 1st century AD which represents one of
the earliest examples of pre-Islamic society in Saudi
Arabia. Near Madain Saleh is the Madain Saleh Train
Station and a Turkish fort, that used to make a town
of the Hejaz Railway. The line was built by the Turks
during the Ottoman Empire to connect Constantino-
ple, Madina and Mecca to ease the Haj pilgrimage
for Muslims. It was operational between 1908–1917,
when it was destroyed by Arabs fighting Turkish rule.
The station has been well-preserved as a museum and
features numerous buildings and several train parts.

3 MARKETING STRATEGY:

In light of the major touristic projects constructed or
awaiting completion in Aqaba as has been described,
this will transform Aqaba into a major tourist desti-
nation on the Red Sea. The billions of dollars being
invested in touristic projects definitely require a new
thinking of how to market Aqaba as a destination
for tourists. The suggested marketing strategy of
tourism destinations in southern region of Jordan will
concentrate on the following:

1. Marketing the golden triangle (Petra, Wadi Rum and
Aqaba) to include Madain Saleh, northwest of Saudi
Arabia under the title the golden quadruple. Choos-
ing Madain Saleh as a fourth tourist destination in the
region is based on the similarities with Petra and Wadi
Rum. They can be summarized as such:

a. Petra is the capital of the Nabataeans in the north
and Madain Saleh, sister city and capi tal in the
south.

b. Architectural monuments in both sites reflect the
ingenuity of Nabataeans which intrigues tourists.

c. Though rock colours and formations in both sites
are different, in Petra rocks are red-rose and cream
colour in Madain Saleh. Weathering effects shaped
mountains in both sites in two styles alike.
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d. Distance between Petra and Wadi Rum is 100 km.
and Madain Saleh is close to 400 km. A major road
connects them which makes them accessible for
tourists.

e. Wadi Rum shares with Madain Saleh mountain
climbing sports and hiking in desert areas Riding
balloons and free jumping endurance horse racing,
meditation tourism, new to Wadi Rum, can be also
practiced in Madain Saleh which will attract more
tourists to both sites.

f. Madain Saleh attracts large numbers of local
tourists, Saudis and foreign residents will be able
to extend their trips to include Wadi Rum, Petra
and Aqaba. Around 70 thousand tourists visisted
Madain Saleh in the past nine months, in 2011, it
is interesting to say that Malaysians were among
them. Recently, the Higher Commission for tourism
in Saudi Arabia launched a program called, “Dis-
cover the Touristic World of Saudia” in cooperation
with Saudi Arabian Airlines and local travel agen-
cies. This campaign is directed towards foreign
tourists from the world and to locals and residents.
(Alriyadh, 2010)

In addition to what Petra, Wadi Rum and Madain
Saleh have to offer to tourists we find Aqaba a resort
city equipped to meet the tourist needs in terms of
hotels of different classes and furnished dwellings,
sporting activities, shopping centers, entertainment
and many more. The golden quadruple should be mar-
keted as a full package which opens the window to
tourism from Jordan to Saudi Arabia and vice versa.
This strategy will prolong the stay of tourists which is
translated to increase the tourism receipts.

The Kingdom of Saudi Arabia is opening its doors
to tourists from around the World. New legislations are
issued to control and organize incoming tours to visit a
new destination which has so much to offer to tourists
in terms of heritage sites, religious places, desert
adventure, eco-tourism, geological tourism and many
more.At this early stage of tourism in SaudiArabia the
suggested strategy of marketing the above mentioned
golden quadruple will very much pave the road for cre-
ating new tourist destinations. It is to the benefit of the
tourism industry in Jordan both on the government and
private sector to adopt such marketing strategy which
will enhance coming tourists who will have the chance
to see a wide variety of tourist sites in both coun-
tries. In light of this a joint marketing campaign from
Jordan and Saudi Arabia should be launched aiming at
various countries exporting tourists, such as, Europe,
North and South America, the Arab World, Africa and
Asia. Starting from the window of Madain Saleh and
with the help of tourism experts in Jordan, tourism in
Saudi Arabia will very soon be on the world’s tourist
map. No doubt that great and various tourist projects
being built in Aqaba do need an aggressive marketing
strategy which will attract large numbers of tourists
who will find all what they hope and expect in such
a region whose tourist sites are unique and spread in
geographical area accessible in a very short time.

2. Introducing Air-Cruise Tourism in the Region:
The location of Aqaba is the right place to make

it a base or starting point for tourists who prefer to
combine cultural and adventure tourism in Jordan and
Saudi Arabia with beach and sea resorts tourism not
only in Aqaba but along the shores of the Red Sea, in
particular Taba and Sharm el Sheikh. This will enable
cruise tourism in the region catch up with the fastest
grown sector of tourism in the World. In the meantime,
cruising around the Mediterranean is becoming very
popular.

Tourists from Saudi Arabia and the Gulf region can
be transported to Madain Saleh by air and after vis-
iting the site and neighboring attractions such as, Al
Hijaz Railway Station and archaeological site of Dedan
(Al Ula) 22 km., away they can continue their jour-
ney to Aqaba. Here the tourists have many choices to
make and combine various elements in their programs
by visiting Wadi Rum, Petra or other sites in Jordan.
Those who desire to take cruise ships to Taba and
Sharm el Sheik where they can enjoy beach tourism
and water sports can be flown back instead of return-
ing by sea to Aqaba. Such programs will no doubt give
the prospected tourist a multi facet types of tourism
experiences.

When such marketing strategy is implemented the
number of night stays will be extended which increases
the rate of occupancies in hotels and other types of
accommodations. (Vellas & Becherel, ed. 1999) The
mega tourist facilities built in Aqaba as described
before will meet the future demand of tourists. Aqaba
will be the center of the golden quadruple where one
expects to see a great flow of tourists coming from all
directions.

4 CONCLUSIONS AND RECOMMENDATIONS

Jordan has iconic tourist attractions spread all over the
country and the southern region in particular which is
being transformed to house quality accommodations
exemplified in Aqaba, Petra and Wadi Rum. Partner-
ship in planning and development, mobilized support
from private and public sector will bear fruits when
they develop a comprehensive marketing strategy with
a clear vision leading to implementation. The mega
tourist projects inAqaba require from state holders and
public sector a unified strategy based on worldwide
marketing and promotion of the quadruple triangle in
a new approach using E-tourism marketing and famil-
iarization tours to various sectors in such as travel
agencies, all media channels, airlines and others. Con-
stant work on product development and upgrade skills
of human resources through periodic high standard
training.

Jordan and Saudi Arabia’s co-strategy in planning
and marketing is very much needed to make the flow of
tourists, both ways, a real and beneficial business.This
will result in the growth of domestic and international
visitors. Increase tourist expenditure and creation of

273



new jobs. Ultimately it will raise industry competitive-
ness and business performance to facilitate long-term
growth.

The strategy should include the cruise market
between Aqaba and Sharm El Sheikh, which has not
been marketed at the regional and global levels. This
segment of tourism will serve millions of ex-patriots
living and working in the Gulf countries with high
incomes who look for new tourist destinations where
they can spend their short holidays. Aqaba region with
its diverse tourism products will be the right choice for
visitors because of its proximity and security.
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ABSTRACT: The primary aim of this paper is to explore how Malay myths and traditional values have been
represented in tourism marketing. The analysis focuses on the representation of two Malay myths which are
embedded with the core traditional values and have been included in the Malaysian tourism brochures published
from 1962 to 2007. Utilising a content analysis method, findings reveal that a range of themes portraying
Orientalism, Otherness and globalisation are reflected in the representation of Malay myths. Malay values
ingrained in the narrative of utilised myths include the significance of conveying crucial messages in a delicate
way especially the rejection of a marriage proposal and that indirect communication is a symbol of politeness.
Findings of this paper add to the understanding of the representation of myths in place marketing by demonstrating
that a place’s identity can be accentuated via the incorporation of unusual and unique tales such as those related
to a strange request for a wedding dowry and a violent brawl involving kitchen pots and pans.

Keywords: myth, legend, representation, content analysis and tourism marketing

1 INTRODUCTION

Many destinations around the world have made use of
ancient myths and legends to entice tourist visitation
(Light 2007; Reiss 2006). In fact, mythological tales
associated with the Celtic, Maori and Greek traditions
continue to be featured in tourism promotional mate-
rials. In the context of legends, it is claimed that these
tales are included in destination marketing as they can
act as tourism appeals and motivation agents (Reiss,
2006).Although it is acknowledged that the incorpora-
tion of mythological stories can play significant roles
in destination marketing, thus far, there are limited
studies which have investigated into this area. Hence,
the aim of this paper was to explore one of the under
researched areas, the representation of mythological
tales and traditional values in tourism marketing. The
analysis focuses on Malay mythological stories which
are ingrained with the core Malay values included in
tourism brochures produced by the Malaysian national
promotional bodies published from 1962 to 2007. The
paper concentrates on the Malay myths as ‘Malay’ is
the main ethnic group in Malaysia and there is a paucity
of studies which have inspected this area in the con-
text of tourism. The following section will explain the
concepts used in this paper.

2 LITERATURE REVIEW

2.1 The concept of ‘Myth’ and ‘Legend’

It is claimed that the meaning of ‘myth’ as story
originated from the Greek term “muthos” (Larue,

1975, p.5) or “mythos” (Spence, 1949; Humphrey,
1996). In Greek, “mythos” can stand for “word”, “say-
ing” or “story” (Willis, 1993, p.10). Two of the key
attributes of ‘myths’ identified from a number of def-
initions available in literature are that ‘myths’ are
tales and these stories are sacred or regarded by some
or traditional societies, as true. For example Has-
san (1952) considered ‘myths’ as “a group of stories
often sacred and often treating transcendental themes
like death, afterlife, creation, and gods” (p.206).
Rosenberg (1997) mentions that myths often com-
municate sacred tales. A reason for why myths can
be viewed as sacred is because they usually depict
religious beliefs and rituals (Bascom, 1965). Other
characteristics of ‘myth’that have been put forward are
that they are closely linked to history, religious beliefs,
worldviews and ritualistic practices (O’Connell, 1995;
Othman, 2008; Davies, 1994).

Another term which is closely linked to ‘myth’
is ‘legend’. Although a number of academicians
(Bascom, 1965; Fontenrose, 1971; Dundes, 1984) have
laid out the differences between these two terms, it is
recognised that only scholars from specific academic
fields such as folklorists have made an attempt to
distinguish between ‘myths’ and ‘legends’ (Winzeler,
2008). In the context of this paper, the concept of
‘myths’ shall also comprise of ‘legends’ as a more
holistic approach of the term is adopted.

2.2 Key attributes of the Malay myths

There are several criteria which are regarded as at the
core of the Malay myths. The essence of the Malay
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concept of myths is that myths represent an important
component of the Malays’ unique concept of history,
which also encompasses mythical and legendary tales
(Othman, 2008). Besides, it is argued that the choice
of incorporating myths and legends in recording and
writing the Malay historical texts represents one of
the Malay cultural values referred to as the concept of
“kehalusan” which can be explained as being polite or
deferential (Brown, 1948, as cited in Phillipson, 2007).
The second characteristic of the Malay myths is the
presence of magic (Omar, 1993). It is said that magical
elements captivated the interest of earlyWestern schol-
ars and contemporary academicians. In fact, Winzeler
(1983) argues that the study of magic is one of the areas
of the Malay myths which has captivated the attention
of scholars the most. Another attribute of the Malay
myths is they comprise stories of universal themes.
Ismail (2000) states that both positive and negative
universal themes associated with mythical stories such
as love, sacrifice, faithfulness and envy are reflected in
the Malay myths found on Langkawi Island. The rep-
resentation of religious values is another core criterion
of the Malay myth. In the discussion of Malay myths,
several authors (Skeat, 1900; Winstedt, 1982; Oth-
man, 2008) assert that although the Malays are mostly
Muslims, their myths incorporate tales which repre-
sent a combination of past and contemporary religious
beliefs.

2.3 Tourism representation

‘Representation’ is one of the important concepts in
many fields including tourism. It is maintained that
tourism is an industry that relies significantly on a
selection of representations (Papson, 1981, as cited
in Hunter, 2008). There are several reasons for why
representation is considered significant in the con-
text of tourism. To begin with, in place promotion,
‘representation’ is vital in “making destinations under-
standable and desirable to visitors” (Hunter, 2011,
p.335). It is explained that representation is crucial
as “tourism is not a product since it cannot be sam-
pled in advance” (Dann, 1996, p.79) and it involves
the selling of meanings and experiences through the
production of romanticised images (Chatelard 2001;
Dann 1996).

2.4 Representation of mythological aspects in
tourism promotion

Past works which examined mythological components
in tourism (Gingging, 2007; Adams,1984; Buzinde,
Choi and Wang, 2012) revealed that themes such as
exoticism, traditional lifestyles and uniqueness of cul-
tural identity are presented.The analysis of these works
found that primarily some of these themes are used by
tourism marketers to accentuate the portrayals of Ori-
entalism and the exotic Otherness. Gingging (2007)
reveals that even though the practice of headhunting
is viewed by some as an embarrassing and a bizarre
tradition, it can help the projections of exoticism and

mysticism in tourism promotion. Therefore, images
and icons connected to headhunting have been pre-
sented in promotional efforts including the catchy
tagline “I Lost My Head in Borneo” (Gingging 2007).
Furthermore, it is reflected in the study carried out
by Buzinde et al. (2012) that cultural and religious
attributes containing mythical elements including feng
shui and voodoo are represented in tourism promotion
to create the portrayal of the exotic Other.

It is proposed that mythological elements can be
used in tourism marketing to accentuate the distinc-
tive identity of particular ethnic groups or destinations.
For example the representation of Manas legend which
depicts the epic tale of a well-known historical fig-
ure has been used in Kyrgyzstan Republic to highlight
the distinctive Kyrgyz identity in destination market-
ing (Thompson, Schofield, Foster and Bakieva, 2006).
The association of Kyrgyz people with Manas is an
acceptable self-representation of the country’s identity
as it narrates the positive history, spirit and national-
ism (Thompson et al., 2006). Gingging (2007) reveals
that the promotion of the head hunting ritual is one of
the effective approaches in maintaining the Kadazan
Dusun native identity as the federal government in
Malaysia strongly promotes nation building. Overall,
it is reflected that mythological elements including
legends and traditional rituals are normally associ-
ated with rare and unusual supernatural beliefs. As
a result of the association with these elements, the
uniqueness of particular ethnic groups and places can
be accentuated in destination marketing.

Via the analysis of King Arthur’s legend, Reiss
(2006) argued that well-known legends can play an
important role in encouraging tourist visitations and
can be employed as a unique selling preposition (USP)
in destination marketing. The legend associated with
Count Dracula has also put Romania on the global
tourist market (Cosma, Negrusa and Napoca, 2007).
However, Light (2007) argues that Dracula’s legends
and the development based on this tale were not wel-
comed by Romanians. It is claimed that the myth of
Dracula is not consistent with the image of a devel-
oped nation which Romania intended to portray (Light,
2007).

3 METHOD

3.1 Content analysis

The assessment of the representation of the Malay
myths was carried out using a content analysis method.
A content analysis method was adopted in this paper
as it has been accepted by scholars (e.g. Krippen-
dorff, 2004; Neuendorff, 2002; Weber, 1990) as a
reliable means to examine communication content
including brochures. It is a suitable tool to analyse
the representation of myths and legends in brochures
as this technique can be adopted to examine both
quantitative and qualitative components (Granehaim
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&Lundman, 2004). This paper adopted both quali-
tative and quantitative approaches in exploring the
tourism representation of myths despite the majority
of past studies paying more attention to the qualitative
aspects. A combination of these approaches can lead
to a broader understanding of the investigation of the
portrayal of the Malay myths. Moreover, it is possi-
ble to identify the significance of the representation
of these tales in tourism brochures. The analysis con-
ducted in this paper only comprises of the assessment
of the textual part of the brochures. Besides, the analy-
sis only involves examining the mythological tales that
are represented directly in the brochures.

3.2 Data collection and analysis

During the data collection process all past brochures
were analysed and digitally scanned at the Tourism
Malaysia Resource Centre located at the Putra World
Trade Centre. The time frame for the analysis of the
brochures (45 years) was determined based on the
earliest tourism brochures kept at Tourism Malaysia’s
Resource Centre. The earliest brochures kept at this
centre are two brochures published in 1962. The lat-
est editions of the brochures used in this study are
brochures published in 2007. In the analysis of the
representation, only Malay myths that are directly
mentioned in the brochures are examined. The rep-
resentation of these myths is then assessed based on
the manifest and latent aspects conveyed within the
tales. The operational definition of the term ‘myth’
adopted in this paper includes narrative of traditional
stories describing supernatural events, magical acts,
sacredness and mysticism. Other traditional tales that
are represented as Malay myths are also included in
the analysis. These mainly comprise stories which are
introduced in tourism brochures using statements such
as “according to myth”, “legend says” or other similar
openings.

4 FINDINGS AND DISCUSSIONS

Overall, 226 brochures published in English were anal-
ysed. Numerous myths and legends associated with
multi-ethnic societies in Malaysia have been included
in tourism brochures. There are 23 myths which can
be linked to the Malay ethnic group directly are rep-
resented in tourism brochures. However, the analysis
carried out in this paper only focuses on the tales
depicting a brawl between Mat Chincang and Mat
Raya and the Mount Ledang Princess as these sto-
ries are embedded with the core traditional Malay
values.

4.1 Legend of the brawl between Mat Chinchang
and Mat Raya

This legend is incorporated into 12 brochures pub-
lished over four decades. It is integrated into the
brochures as part of the promotion of two places on

Langkawi Island, Telaga Air Hangat (Hot Springs) and
Kuah. There are several components of the tale of the
brawl represented in the brochures. In the brochures
published in the 1970s and 1980s, longer versions of
the tale are featured to describe the site of Telaga Air
Hangat. The main component of this legend which
is represented in the earlier brochure publications
includes a story of a fierce brawl between two families
which started because of the rejection of a marriage
proposal. Other parts of the legend consist of tales
depicting how the fight resulted in the cooking utensils
being shattered and scattered all over the place and the
fight between two rival fathers ended after they were
changed into two mountains. However, the analysis of
the tale depicting the brawl between Mat Chinchang
and Mat Raya reveals that over the years, some details
of this legend have been omitted from brochures. With
the exception of the brochure ‘Langkawi 2005’, the
description of this tale in brochures published in the
1990s and 2000s has been shortened. Details such as
the reason for the fierce fight between two fathers
and how the brawl ended are omitted from these
brochures.

Furthermore, in the 1990s and 2000s, this legend
is added into brochures as part of the background
description of the capital town of Langkawi, Kuah.
It is stated in the later brochure publications that “the
name Kuah is a Malay word meaning gravy and is asso-
ciated with an ancient legend of two battling giants
who overturned a gigantic pot of curry at the spot
where the town now stands” (Brochures Langkawi,
1999; 2000; 2001; 2002; 2003; 2006; 2007). How-
ever, the brochure ‘Langkawi 2005’ featured a slightly
longer version of the tale of the brawl. It is stated in
this brochure that “The main town, Kuah, which in
Malay means gravy, is associated with the legend of
two giants who spilled a pot of gravy at the spot where
the town is presently located. According to folklore,
two of the highest mountains in Langkawi are named
after the two giants – Mat Cincang and Mat Raya”
(Brochure Langkawi, 2005). There is one additional
element mentioned in the brochure ‘Langkawi 2005’.
The origin of the names of two of the highest mountains
on Langkawi Island is stated. One element which has
not been included in earlier brochures is that the legend
is connected to two giants. Giants were first mentioned
in the brochure ‘Langkawi’ published in 1999. In the
brochures published prior to 1999, it is stated that the
brawl occurred between two powerful fathers. Fur-
thermore, earlier publication of the brochures includes
other place names on Langkawi Island besides Kuah
and Telaga Air Hangat which originated from this leg-
endary brawl. Brochures published in the 1990s and
2000s have omitted these details.

The description of the legend associated with the
legendary brawl is incorporated with a number of ele-
ments related to Langkawi Island. Firstly, the natural
formation of Langkawi and the origin of place names
on the island from the traditional view of the locals are
depicted in the tale included in the brochures. The rep-
resentation related to the cause of the brawl between
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two fathers reveals one of the core Malay traditional
values. It is reflected within the longer version of the
legend in the brochures published in the 1970s and
1980s that a rejection of a marriage is a serious mat-
ter in the traditional Malay society and can lead to
dangerous consequences. Although according to the
traditional Malay belief, the legend of the wedding
feast’s brawl is a tale involving giants, this element has
only been added to brochures from 1999 onwards. In
the context of tourism, the inclusion of a tale involving
giants can add a commercial value to lure tourists as
legends involving giants are commonly found in vari-
ous parts of the world including England, New Zealand
and Ireland. Therefore, as Western tourists are famil-
iar with this type of tale, it can be exploited to attract
tourists from the West.

4.2 The legend of the Mount Ledang Princess

Another legend which showcases the social relation-
ship involving marriage is the tale of the Mount Ledang
Princess. The analysis uncovered that this tale is not
represented widely in tourism brochures. The legend
has been absent from the Malaysian brochures for
four decades and has only been incorporated into the
brochures published in 2001. Although this legend is
included in two brochures which are published four
years apart, there are some different elements that have
been employed as part of the portrayal of the tale of
the Mount Ledang princess. The brochure published
in 2001 contains more details while the brochure pub-
lished in 2005 comprises of brief descriptions relating
to the princess and the mountain. The analysis of this
legend identified that there are only two components
of the stories that are represented in both brochures.
These include details regarding Mount Ledang being
the residence of the Mount Ledang Princess and the
connection between the princess and Sultan Mansur
Shah of Malacca.

Other components of the legend which are
employed in the brochure published in 2001 include
information relating to the secret cave on Mount
Ledang which has been the dwelling place of the
princess, connections to supernatural encounters and a
twilight zone, and details of the dowry that the princess
asked for from Sultan Mansur Shah. These elements
are apparent in the description included in the brochure
published in 2001. According to legend there was a
beautiful princess who captivated the heart of Sultan
Mansur Shah of Malacca during the 15th century. He
wanted to marry her but she set impossible conditions
for him. She asked him to build a golden bridge link-
ing his palace in Malacca to the mountain.The princess
also asked the sultan to bring her seven jars of women’s
tears, seven trays of the hearts of mosquitoes and seven
bowls containing the blood of the Sultan’s son, all of
which the Sultan could not fulfil! (Brochure Malaysia
Hill Resorts, 2001).

However, there is one part of the legend which
only appears in the brochure published in 2005. This
brochure includes the statement that the Mount Ledang

Princess is believed to be ill-fated. This brochure
claims that “Popular folklore cites that this was the
dwelling place of a beautiful but ill-fated princess
who spurned a famous prince from Melaka in the 15th
century”

4.3 Discussions

There are a few characteristics of the Malay myths
mentioned in the literature review section that are iden-
tifiable in the narrative of myths included in brochures.
These include the claims made by Othman (2008)
that myths are intimately link to historical tales, the
observation of the presence of religious beliefs and
traditional worldviews (O’Connell, 1995; Bascom,
1965; Davies, 1994) and the reflection of universal
and local values (Ismail, 2000). Elements depicting
primitive worldviews are reflected in the legend of the
brawl between Mat Chinchang and Mat Raya which
depict the traditional Malay beliefs of the forma-
tion of Langkawi’s natural environment. Traditional
Malay values are embedded in these three tales. One
of the essences of the Malay values associated with
the concept of “kehalusan” (Brown, 1948, as cited in
Phillipson, 2007) is evident in the Malay myths. It is
shown in the representation of these two tales that it is
crucial to convey important messages delicately. The
legend of the Mount Ledang princess illustrates the
proper way to reject a marriage proposal whereas the
legend of the brawl demonstrates the serious conse-
quence of the rejection of a marriage proposal in the
Malay society.

The representation of these two Malay myths reveals
tales which are selected to be used in tourism promo-
tion and are utilised as part of the background descrip-
tion of two places in Malaysia. Findings of this paper
support previous findings (Gingging 2007; Buzinde
et al., 2012) via the assessment of the representa-
tion of Malay myths in tourism brochures showing
that the incorporation of mythological components
which mainly depict stories involving supernatural,
magical and mystical aspects add to the projection
of destinations in Malaysia as Oriental and Otherness
destinations. These attributes are accentuated via the
supernatural and traditional mythological tales which
depict the aura of mysticism, exoticism and primi-
tive worldviews. However, findings of this paper add
that the representation of Malay myths also convey
themes of globalisation via a tale involving a giant.
Therefore, it is shown in this paper that the rep-
resentation of Malay myths in tourism promotional
brochures projects a combination of Orientalism, Oth-
erness and globalisation themes. Findings of this
paper also contribute to the understanding of the
representation of myths in tourism marketing by show-
ing the utilisation of myths which contain rare and
unique supernatural tales such as those of a strange
request for a wedding dowry and a severe brawl which
destroyed and scattered pots and pans can enhance
a distinctive image of particular ethnic groups and
destinations.
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However, only some of the attributes of the Malay
myths are identifiable in the representation of the
legends analysed in this paper as just small parts
of the mythological stories are included in tourism
brochures. It is recognized that the legend of the Mount
Ledang princess has great potential to be utilised in
tourism promotion as it is argued by Reiss (2006) that
the exceptionally well-known legend has the power
to lure tourists and to give a competitive advantage.
Although the site that originally employed the legend
of the brawl between Mat Raya and Mat Chinchang
has been developed, it is still a good marketing strat-
egy to adopt the legend in its tourism promotion or
to employ the longer version of this legend as part of
the background description of the island. Langkawi is
well-known as a legendary island and it is proposed
that the use of well-known legends can accentuate and
give a competitive advantage in destination marketing.

5 CONCLUSION

In conclusion, findings of this paper show that the
legend associated with the brawl of Mat Chinchang
and Mat Raya is fairly represented while the famous
Malay legend, the Mount Ledang princess’ tale, is
under-represented in tourism promotional brochures.
Over the years, the representation of the legend of
the wedding feast’s brawl has been incorporated into
place marketing and has experienced several transfor-
mations. It is identified that some of these alterations
were done in order to fit tourism development and to
lure tourists. Overall, the inclusion of Malay myths in
tourism marketing projects a range of themes and a
number of traditional values are reflected in the narra-
tive of Malay mythological stories featured in tourism
brochures.
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ABSTRACT: This study explores how a Malaysian wine consumer can become a wine connoisseur when it
is known what it takes to achieve this status. As a non-wine producing country and recent importer of wine,
the culture and the consuming habits can be considered quite young. The main objective of this research is to
investigate on a possible pattern among different profiles of Malaysian wine connoisseurs in order to observe and
point out the similarities and differences during the process. Structured interviews were designed according to
certain profiles and conducted within Klang Valley. Results reveal a modification of the sociocultural dimension
and the importance of a third party influencing the connoisseur during the process. Marketers and professionals
from the beverage industry can use the outcome of this study and develop strategies and further stage opportunities
to develop wine businesses.

Keywords: wine, wine connoisseur, drinking patterns, Malaysia

1 INTRODUCTION

Malaysia is a multi-racial country which consists of
Malay, Chinese and Indian races with an estimated
population of 28.4 million people in 2010. Islam is the
largest and the official religion. The other large reli-
gions include Buddhism, Hinduism, and Christianity.
The Malays are Muslims who therefore typically do
not consume alcohol on religious grounds. Further-
more, the population and their religions create a real
complexity in the wine market and its strategies as a
Chinese or Indian may be Buddhist, Muslim or even-
tually Christian. The Malaysian wine market is highly
dominated by the Chinese, who represent over a third
of total population, hence, limit the size of the market
for wine. (NZ Trade & Enterprise, 2007). In general,
Malaysians associate wine with healthier lifestyle, due
to marketing and publicity, it’s the reason why red wine
is sold much more than a white wine or rosé wine.
Knowing that most of the Malaysian wine drinkers
are located in urban areas (Euromonitor, 2007), wine
market is really a sector which can be developed and
which is not congested yet even if the competition is
important.There is a need for wine marketers and wine
related professionals to understand consumer behavior
in order to forecast and influence consumer behavior
to isolate specific groups of consumer based on their
intention to drink wine, drinking habits and preference
of wine.

Being a country in a non-wine producing region,
what could be the parameters in what a wine consumer
can climb the ladder of the consumption behavior?

What could be the influences involved to change the
culture and the people drinking habits?

Most wine consumption researches in Malaysia
done by Euromonitor, National Statistics and Mar-
ket Research have barely enclosed questions and
understanding regarding wine consumer preferences,
consumption situation, lifestyle and perception and
motivation toward wine drinking. However, accord-
ing to New Zealand Trade and Enterprise report, the
influence of western culture and its effect on the
local culture let place to different type of consump-
tion and drinking behaviors. “Wine is becoming a
cultural symbol of refinement, affluence and sophis-
tication for many, particularly for those exposed to
western lifestyle” (NZ Trade & Enterprise, 2006, p2).
The interest of the study concerns the wine connois-
seurs. As non-wine producing country and seeing the
modifications in the drinking habits of Malaysians, it
can be very interesting to study how a Malaysian wine
consumer can become a wine connoisseur when it is
known what it takes to reach this level. The transition
process from wine consumer to wine connoisseur can
be studied and analyzed in order to observe and under-
stand if a pattern can be observed amongst different
profile of wine connoisseur.

2 KNOWING WHO IS A WINE CONNOISSEUR

2.1 Wine customer drinking motivation

Steve Charters (2006) suggests the exploration of con-
sumer motivation using a threefold model, looking
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at the utilitarian (physical) benefit, symbolic reasons
and experimental motivation. Using the paradigm of
consumer research as a means of exploring motiva-
tion – the factors’ influences the wine drinkers will
be assessing through the field of study on anthropol-
ogy, sociology, psychology and history, and insights
of these disciplines will also applied, where relevant.
(Charters, 2006) Why do people choose to drink wine?
Consumer behavior which related to decision mak-
ing in wine consumption is guided by consumers’
individual values, and as a result the appreciation of
wine is the impact of satisfying those values of an
individual (Charters, 2006). Charters (2006) has devel-
oped a framework for wine consumption based on the
utilitarian, symbolic and experiential dimensions of
consumption.

These three approaches, utilitarian, symbolic and
experiential, have been conceptualized and applied in
analyzing wine consumption purpose. However, it is
important to stress that no single act of consumption
fall into just one category, nor is a repeated act of con-
sumption consistently giving the same motivational
weighting at each repetition. It has been noted that
there are cultural differences in the relative impor-
tance of the three purposes of consumption (Wong &
Ahuvia, 1998), so that, for instance, in Chinese soci-
eties the display of close family ties may be a
more important symbolic goal than European cultures
(Charters, 2006).

2.2 Wine market segmentation

The wine market segmentation model (table 1), ini-
tiated by Spawton (1991), attempt to propose four
segments of wine drinkers. From new wine drinkers
to connoisseurs, the consumer goes through different
steps involving changes in the behavior and consump-
tion attitude. The framework acknowledges that wine
consumers are becoming more knowledgeable about
wine, and generally drinking less wine, but wine of a
higher quality.

The table reveals the segmentation of different pro-
files of wine consumers. The four types of drinkers are
clearly identified and allow a good reference in term
of who are the actual wine drinkers.

Table 1. Wine drinker segmentation.

New wine Who are yet to establish experiences.
drinkers They drink wine socially, like coolers,

and are unsophisticated.

Beverage wine Who are very keen to consume, with
consumers little desire to ‘appreciate’ the product

and loyal to one style.

Aspirational Who focus on social aspects of drinking.
drinkers They are risk adverse and like to learn.

Connoisseurs Who are knowledgeable, regular
drinkers with a broad spectrum of tastes.

2.3 Identification

The definition from d’Hauteville given by Charters
(2006) is one of the most specific on who is a wine
connoisseur. For him, the connoisseur have to highly
involve with wine by tasting wine often, going on wine
tour, drinking almost daily and searching out new prod-
uct and focusing on region of origin. He should be
also a person who reads about wine, visits wineries
and goes on wine courses. Even this definition is very
detailed and interesting; it does not match with the
local context of Malaysia as the people are culturally,
socially and also geographically less or not in contact
with wine.

For Spawton (1991) a wine connoisseur is a person
who is knowledgeable, regular drinkers with a broad
spectrum of tastes.This definition is giving more infor-
mation about who is a connoisseur but it still gives
free thinking about who he can be. A further literature
review allows understanding a better definition more
related to this study. By using the work of Mitchell and
Greatorex about consumer behavior, Spawton (1991)
identify five main factors which can be used to identify
a connoisseur:

• Self-esteem, where wine knowledge and apprecia-
tion will create a favorable impression.

• Complementarity to meals, where the wine is pro-
jected to enhance taste and / or enjoyment

• Psychological risk, where making the wrong wine
choice is being potentially damaging his self-esteem
and maybe his recognition

• Functionality, where he will have the ability to deter-
mine if the wine is faulty and the techniques of
appreciating the wine properly.

• Economics, where the perceived value of the prod-
uct is of a standard that is relative to the price being
paid (Spawton, 1991; Preszler et al., 2009).

To summarize this definition, a wine connoisseur
has to be a hedonist person, curious, with experience
in tasting and able to differentiate different types of
wine. He has to know how to appreciate wine and have
a certain basis in knowledge in order to be able to
choose a product according to certain situations.

2.4 Becoming connoisseur

Becoming a wine connoisseur has to involve a lot
the individual as the level of expertise of a con-
noisseur engage a high involvement as was detailed
by d’Hauteville (2003). Proffitt (2008, p26) explains
about several cognitive factors that appear to drive
expert-level performance. Most important factors are
the development of automaticity, perceptual learning
and changes to knowledge structures. These factors
imply the ability, knowledge, skills that a connois-
seur should have in order to reach the level as expert.
A wine connoisseur may detect and highlight different
components than novices do.

Researches on wine connoisseur have revealed
about expert-novice differences in their abilities to
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perceive, describe, and remember the sensorial ele-
ment of a wine. Little systematic attention has high-
lighted on how the connoisseur organizes and uses
their knowledge base on winemaking and viticulture.
Knowledge, organization, structural and conceptual
principles are key component of the connoisseur pack-
age. Know-how and knowledge are important and the
involvement in wine culture has to be intensively prac-
ticed and experienced. Connoisseur might consider
how to reduce perceived risks.

2.5 Connoisseur and expertise

Wine expertise does not only focus on the cognitive
management of sensory data but also on the communi-
cation and interpretation of the information revealed.
Expectations about the taste profile for a particular
varietal may determine which flavor characteristics
they search for, subsequently identify, and ultimately
remember about a wine (Hughson, 2003). Addition-
ally, the possession of wine tasting vocabulary remains
an important factor at this level of expertise as it will
represent the hard work and focused effort to acquire
it (Proffitt, 2008, p35).

Also researches conducted among wine experts
show that there is proof of qualitative differences
among connoisseurs, based on functional criteria
(Proffitt, 2008, p12). Wine connoisseurs are people
who can answer series of question based on wine
knowledge. But it is important to know that their inter-
pretation may differ according to their tough to the
domain. As example it is important to take into con-
sideration their goals and the ways they interact with
the wine as it may differ in their representation and use
of that knowledge. For example, although sommeliers
and winemakers might both know a lot about a given
wine, they may emphasize differently on a specific
dimension.

It can be highlighted four criteria essentials to reach
the status of expertise. The use of one of those crite-
ria can be relevant when choosing a panel of experts:
(1) years of experience (also known as the ten-year
rule), (2) evidence of professional activity or certifi-
cation, (3) word of mouth referrals and (4) testing.
Ten years of experience in a domain has served as
a common rule of thumb, or benchmark, for expert
performance (Proffitt, 2008, p39).

As mentioned previously, in Malaysia, wine is not
the local culture as there is no production of wine and
history related to it. Becoming expert in this country
is a very interesting matter by trying to understand
how the diffusion of information is done. But also,
it is very interesting to understand how connoisseurs
can monitor an important dimension: the taste. The
motivation developed by Charters (2006), will be sup-
ported with what mentioned Wilson (2004) as drinking
is a key practice in the expression of identity. Even if
drinking is itself cultural as it involve a practice, it is a
practice which engage different dimension like social,
economic and political as supported by organizations
and actions of national and ethnic values.

3 METHODOLOGY

3.1 Research instrument

This exploratory research utilizes a qualitative
approach to answer the research question.A structured
interview session has been design for a 30 minutes face
to face discussion.

Three different interviews were design in order to
match to different profiles of connoisseurs:

– Connoisseurs with education
– Connoisseurs with trainings
– Connoisseurs without training neither education

By having these three categories it is possible to tar-
get all types of wine connoisseurs but it is important to
notice that further identification can be done in order
to collect more accurate data. It is important to note
that not all the participants are from the wine industry.
Being a wine connoisseur does not involve necessarily
the work dimension as it can be a hobby, a pleasure of
every day’s life or a career prospect. The segmenta-
tion was done by thinking of the various possibilities
in how a connoisseur can acquire his knowledge:
academically, professionally or self-studies.

Globally the frame used for the interviews was quasi
similar but each segment was given some specific
questions. Some of the questions are adapted to the
profile of the connoisseur, thus some may refer to the
lecturer or the trainer. A selection of questions was
asked to the interviewees to get the maximum infor-
mation and understanding of their experience during
the transition process. The final aim of this study is to
try to find similarities or differences in the process of
becoming connoisseur.

3.2 Testing an interview

An interview test was designed to verify the relevance
of the questioned asked. During the interview test,
some of the questions were revealed not appropriate as
the answer given were not matching with the informa-
tion expected.This test has been useful also to bring up
the confidence of the interviewer as it is an important
phase of the research. A lot of communication skill
is required with an extremely well knowledge of the
topic. The difficulty is to manage to extract personal
and private information.

For privacy purpose, the name of the interviewees
were hidden and replaced by letters for the analysis.
It was clearly mentioned in the introduction that name
won’t be revealed in the study and all information given
will be strictly used for research purpose only. All the
data were audio recorded then typed before processed
and analyzed.

3.3 Conducting interviews

The interviews were conducted where it was the most
convenient for the interviewee. Since the field of
research is mainly based in Klang Valley, it was not an
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issue to go and find the persons. The interviews fol-
lowed a sequential format and were audio taped with
permission of the subjects. The interviewer explained
the relevance and the need of the audio recording for
note taking and analysis only; no individual names
would be linked and highlighted. Then, the infor-
mation recovered were transcript into a table form
individually to each person. The tabling of the infor-
mation allows to generate and to combine the idea
given by one interviewee. Thus, it becomes easier to
cross table the information and combine the said by
the different interviewees.

Due to time limitation and constrains in this study,
five interviews have been organized. The participants
were selected according to the profile as connoisseur.
The search to find the correct participant was a difficult
task as the number of wine connoisseur is very low and
their identification is not revealed. Local professional
and non-professional networks were useful to find at
least participants in each category.

4 RESULTS

4.1 Wine connoisseur continuum process

In the process of becoming connoisseur, it can be noted
the presence of third parties who will influence more
or less the wine consumer at any time of the process.
Anybody is able to reach the level of connoisseur as the
process can vary according to the contacts and contexts
involved during the process. The figure 1 shows a con-
tinuum process where the consumer will go through in
order to reach the connoisseur level. Of course some
parameters need to be taken in account such as regular-
ity and involvement of the consumption or interaction
with wine. The curve shows different steps or phases
during the process. According to the interviews all the
connoisseurs show approximately the same profile as
the theory comes first and the travel last as completion
of the process and final immersion in the culture.

C “This trip brings a holistic approach to wine.
In Asia, because you are not connected to the whole
process you are only at the end. In Europe, what makes
me realized was the whole link right after the time you
plant the grape until you consume the wine”

D “The travel makes the appreciation more com-
plete […] you just not drink the end product, you
experience the work, the effort people put into the
growing and then the wine making”.

All the interviewees tend to show similar character-
istics in term of steps and importance of a third party
to bring up their confidence and understanding of the
product. If the basics are not strong then it may takes
a longer time to get the necessary sum of knowledge
to reach the ultimate level.

The figure 1 summarizes the evolution of the wine
connoisseur process and many points could be ques-
tioned. When does the tierce person really influence?
How many times and how many of them are nec-
essary? Is it a need to accomplish one stage before

Figure 1. Chart of wine connoisseur continuum process.

going further? How much time does a step need to
be accomplished and is there a sum of knowledge
required?

Most of all, the data collection tends to show that
travel will be the last phase as it will be the achievement
of the whole process. As mentioned earlier, travels
help to understand the wine in all dimensions at it will
involve the actor implicated in the making and supply
process.

5 DISCUSSION

Remembering that Malaysia is non-producing coun-
try and knowing what it takes to become connoisseur,
it was interesting to identify the similarities amongst
the interviewees. In the process, it seems that the indi-
vidual will have to get information through different
methods available in Malaysia. The wine consumer
may have the ability to taste wine following guide-
lines mentioned in books, magazines and / or internet.
Also thanks to training or education the consumer will
get extra knowledge and enrichment of skills. But at
his level, a wine consumer is not apt to be able to
understand fully what wine is at a connoisseur level,
as the cultural and human factor may influence in the
process. What the consumer could get is an access to
the upper level of the social class as wine is consider
expensive. Also in many social organizations in the
world, the dimension of taste is led by the elite which
is the higher social status. The social factor will help
the wine consumer to access to a certain environment.
Therefore, he will be able to deal with people who
know and who have experience with it. This factor is
an important dimension as it will help the consumer
to understand and access to information and people to
deal with. Regarding this part, it can be also highlight
the fact that normally the place where is the transition
will be done is in area where it is easy to communicate
and really seldom at home.

The cultural factor is the key dimension of the pro-
cess. The qualitative advantage of a connoisseur is its
ability to express himself and influence others thanks
to his experience and exposure. The cultural factor
can be shared from locals in Malaysia who have been
in contact with the wine culture or it can be directly
in the area itself. Then, travels, visits of wineries and
vineyards, expositions become the motivation and the
actions taken by the consumer.
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6 CONCLUSION

This research represents a contribution to the under-
standing of the wine connoisseur process in Malaysia
by examining the influences involved. The finality
of this study may help professionals and marketers
to develop customized concept for connoisseur and
consumer in the process. Becoming connoisseur is
achievable by any Malaysian interested and it will take
a complex but fruitful and wonderful journey to reach
that level. Nowadays for some of the Malaysians, wine
becomes part of the lifestyle and their culture.

Wine connoisseur is a very small segment and it
involves important budget as they need a wide choice
from non-expensive to expensive wine. Therefore, this
segment will be increasing as wine is more and more
accepted by the local authorities and population. Con-
sequently, the industry of wine still has a long future
and opportunities.

The following suggestions focus on the connoisseur
market but also on the consumer willing to reach that
level. As studied in this report, the process involves
many different steps in which marketers can help a
consumer to develop his needs:

– Short courses and certifications
– Wine certification courses
– Wine Clubs and Tasting Dinner
– Wine Tourism

While doing this study, a lot of data collected allow
an analysis but do not allow an in-depth understand-
ing of the process. It is possible to understand and
to explain the process but few points are still in the
doubt or in the confusion. Others researches could
focus on those matters as a lot of parameters need to
be understood.

The actual study deals with the transition process
between the consumer status and the connoisseur sta-
tus. Other researches can actually be more specific and
designed in various domains among the wine connois-
seur in order to understand the motivation and interest
and identifying the changes among the different eth-
nic groups or eventually determinate the existence of
different level among the Malaysian wine connois-
seur. The results seem to show that in Malaysia, a
wine consume will go through a long process divided
in many important phases: theoretical needs, social
needs, human needs and cultural needs.
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ABSTRACT: According to food marketing, human acceptability of food is based on its experience. Thus
different people with different experience of food will have different perception and acceptance of food. Consumer
opinions of food are also influenced by the context in which it is examined and by the expectations of some
external factors of food. Previous studies revealed that there are three different classes of variables for appreciation
of food- the food itself, individual and the situation of environment. This study seeks to look into the student’s
acceptance of food at two different locations, the sensory laboratory and the restaurant at Universiti Teknologi
MARA. Consumer panel (n = 50) were selected for hedonic test to extract their liking towards two different
kinds of crackers in restaurant and sensory laboratory booth. Tests were conducted to examine the acceptance
in terms of taste, colour, saltiness, creaminess and overall evaluations of crackers with (cracker 2) and without
fibre (cracker 1). Findings showed that there is a significance difference in colour for cracker without fiber in
both locations. Panels like the colour of the cracker differently when it is consumed in laboratory booth setting
(mean 4.76) and in restaurant (mean 5.29). Cracker with fiber showed different results. There is a significance
difference in taste, saltiness and overall evaluations for crackers with fibre. Panels like the taste, saltiness and
overall evaluations of crackers with fibre better in laboratory booth than in restaurant. Therefore, different test
locations do have impacts on the consumer’s acceptance of food. Further study has to be conducted to test the
potential of dine-in restaurant to become valid testing location for food tasting in hospitality research.

Keywords: Restaurant, laboratory, food tasting, acceptance, test location

1 INTRODUCTION

Consumer preference and acceptance of food are first
being determined with their “eyes” before the con-
sumption. Different people with different personal
experience will have different perception and accep-
tance to food. Sensory evaluation is a “scientific
discipline” used to evoke, measure, analyze and inter-
pret reactions to those characteristics of foods and
materials as they are perceived by the senses of sight,
smell, taste, touch and hearing (Institute of Food Tech-
nologist, 1981). According to Cardello (2003), the
main objective of sensory science is to uncover the
basic visual, gustatory, oldfactory and tactile mecha-
nisms that influence approach and avoidance behavior
toward foods. Depending upon research question, sen-
sory food science utilizes physicochemical, physiolog-
ical and consumer-based research methods. Sensory
test of product consisted of several methods. One of
the most common and simple method to gather con-
sumer preference and acceptance of product is by using
hedonic or affective test. This test require consumer
panel to choose or rate product based on their degree

of likeness using a 9 point (Meilgard et al., 1986) or 7
point hedonic scales (Aminah, 1994). The term “pref-
erence” was often construed to be behavioral measure
while “acceptance” or “acceptability” was reserved
for affective ratings of foods that are actually tasted
(Cardello et al. 2000).

Sensory evaluation has been used to obtain informa-
tion regarding how consumers perceive products and
also to measure consumers’ likes, dislike and prefer-
ences of food (Ishii et al. 2007). When consumers are
in the midst of consuming food, which they can taste,
smell, feel and see the food, it is expected that the
consumption emotions generated will critically impact
the extent to which a consumer is satisfied with the
experience (Philips, 2000).

In product quality evaluation and food marketing,
the use of consumer panel to determine preferences
and acceptance are common but they tend to have
had little or no formal training, thus the amount of
training and information that they may receive are
dependent on the test, the product and the company
(Lawless and Heymann, 1998). Their evaluations are
also influenced by past experience and perception of
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food. These product evaluation methods are based on
the sensory food science discipline which dealt with
human sensory perceptions and affective responses
to foods, beverages and their components (Tuorila &
Monteleone, 2009). It is multidisciplinary in nature
and uses sensory evaluation as its central method of
analysis (Tuorila & Monteleone, 2009).

According to Kramer (1959), sensory quality con-
cept can be defined as “the composite of those char-
acteristics that differentiate among individual units of
a product and have significance in determining the
degree of acceptability of that unit by the user”. Some
authors emphasized on product oriented of sensory
quality while another focused on the consumer ori-
ented of sensory quality (Costell, 2002). Thus the use
of consumer panel is deemed appropriate in determin-
ing sensory quality of food according to the second
context.

Sensory evaluation of food is usually been done in
formal testing location. Laboratory consumer tests are
classically carried out in highly standardized condi-
tions: product preparation and presentation are strictly
controlled; samples are presented in “blind” conditions
and labelled with random three-digit codes; precau-
tions are taken to get independent measurements by
placing subjects in individual tasting booths (Resur-
reccion, 1998). The environments are controlled from
extraneous factor which can affect judgments on food.
While in home use test or institutional test location,
consumer tasted food in its natural location where the
food are normally consumed.

Testing location exhibit different degree of control
which will then affect consumer responses to the prod-
uct being used (Meilgard et al., 1986). Pound et al
(2000) found that consumers are more critical when
evaluating attributes in a formal sensory laboratory. On
the contrary, consumers perceived product favourably
in terms of flavour, texture and overall preference when
evaluated in the familiar setting of the home (Kennedy
et al., 2004). Kozlowska et al. (2003) also found that
hedonic values for low sugar level samples had higher
scores as opposed to higher sugar juices when the test
was carried out at home. However, repeated exposures,
context with meal or social events may have an impact
on hedonic judgements while in the laboratory the
measurement was restricted to momentary impression
(Kozlowska et al., 2003). Meanwhile Boutrolle et al.
(2005) introduce a new criterion of robustness when
tasting food in real eating location.

Some argue that testing food in laboratory location
eliminate the human factors associated in food con-
sumption (Jaeger 2000) while in attitudinal research,
tasting of products are seldom incorporated into the
protocols (Baker & Crosbie, 1994; Van Der Pol &
Ryan, 1996).Therefore this study aimed to incorporate
the tasting experience of food in real tasting location
such as in fine dining restaurant and compare that
with tasting food in formal laboratory testing facility.
Research in the hospitality industry such as pertain-
ing to menu and portion size of food need for it to be
tested in a real eating location i.e the restaurant. Hence

testing the acceptance and preference of food in this
platform could tab a potential test methodology sets in
a restaurant.

2 MATERIALS AND METHODS

Crackers were chosen as samples for food evaluation
at both test location. Crackers from an international
company brand (Kraft®) was selected based on its
standard method of preparation and its popularity as
a leading brand in healthy crackers. It is bought from
local hypermarket and differences between the sam-
ples to be compared varied from texture to its fibre
content.

The test in laboratory testing location followed the
guidelines from ISO (1998; 1994). Samples were pre-
pared in the laboratory and presented to the panels
in blind 3-digit number coded and permutated. While
samples for fine dining taste test was put in a each
individual container, 3 digit coded and permutated
for randomness. The test in foodservice institution
was performed in mock fine dining restaurant in the
Faculty of Hotel and Tourism Management, Univer-
siti Teknologi MARA. The restaurant that has close
resemblance of actual restaurant can provide some
control on many extraneous factors that may influence
test results. Subjects were invited to the restaurant for
lunch or dinner and the test sample was served ran-
domly for each subject. They are allowed to taste as
much as they like but the tasting time frame will be
limited to 5–7 minutes in which the subjects need to
rate their liking on the score sheet.

3 RESULTS AND DISCUSSION

A paired sample t test was conducted to evaluate the
impact of the intervention on student’s evaluation on
both crackers at different locations. Generally panels
rated their liking to the samples with mean score more
than 4.00, which indicated that they neither like nor
dislike the samples. Mean score value is as showed in
Table 1. Score value of 5 indicates that they like the
samples slightly. Mean score of the two types of crack-
ers showed that results for samples tested in restaurant
are higher than that from laboratory score. Colour
attribute for crackers without fiber were found signif-
icant, with higher preference in the laboratory than in
the restaurant. The ETA square statistic (0.007) indi-
cated a small effect size. While attributes for taste,
saltiness and overall acceptability for crackers with
fiber indicate significance difference with moderate
and large effect size. Panel evaluated higher prefer-
ences on the crackers in the laboratory than in the
restaurant. All attributes for both crackers showed that
panels rate samples differently in laboratory than when
it was consumed in restaurant.

Stroebele and De Castro (2004) stated that
ambiance might play a role when evaluating products.
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Table 1. Mean score of crackers with and without fiber.

Mean score

Crackers Attributes Restaurant Laboratory

Crackers Colour 4.76 5.29*
without Taste 5.35 5.22
fiber Saltiness 5.08 5.04

Creaminess 5.16 5.16
Overall 5.41 5.35

acceptability
Crackers Colour 4.51 4.39

with Taste 4.10 4.69*
fiber Saltiness 4.16 4.63*

Creaminess 4.18 4.18
Overall 4.49 4.84*

acceptability

*p-value < 5%; paired statistics results.

However crackers is not food which normally con-
sumed in restaurant. Meals are highly structured events
that follow a series of implicit rules about where, when
and in what sequence particular foods could be served
(Marshall & Bell, 2003). Thus tasting crackers in a
restaurant could have been introduced as embedded
sequence in one of the meal structure. Furthermore,
the crackers differ in its intrinsic characteristics and
also in the ways of consumption i.e. snack/meal/diet,
dip/dunk in beverages and individual/social consump-
tion Boutroelle et al. (2007). Using more panels could
have generated better results; however this is one of
the limitations.

The differences in the mean score are not distinct
which maybe due to the same panels that were used for
both test locations. Using the same panels may have
introduced halo effect to the test methodology.

Additionally, Edwards et al (2003) showed that
customers when served identical food in different loca-
tions will use their existing expectations to rate the
food in a non-institutional setting. Thus the similar
results between restaurant and laboratory has been
showed. Our study result was supported by Pound and
Duizer (2000), which studied consumer overall liking
in four test locations (central location, in-home, teach-
ing laboratory and formal sensory laboratory) and
found that panels gave similar results at all locations.

4 CONCLUSIONS

Consumer trend of eating food away from home cre-
ated a need for it to be used as valid taste test location.
However from this study, generalization could not be
made due to several reasons such as the number of
panels is low and the food sample used could not
distinguish the difference in taste for both locations.
Structured protocol in tasting food in restaurant taking
into accounts the sequence of existing menu items and
incorporating taste sample will need to be produced.

Tasting sample food in its usual context will benefits
the hospitality industry especially when menu items
changed rapidly to suits the demand of consumer.
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ABSTRACT: The purpose of this paper is to determine the influence of price fairness, physical environment
and cleanliness on customers’ retention. The study aims to address the significance elements in customers’
decisions which are based on several factors including price fairness, physical environments and cleanliness
on customers’ retention. A single method research approach was used with strategies of inquiry that involve
sequential quantitative data collection through questionnaire survey. Overall results revealed that customers’
decisions do matters and have a significant influence on customers’ retention. The findings obtained in this
study particularly useful in helping the owner of food and beverage services in improving the quality of services,
offer more reasonable prices and adding values for customers’ dining experiences. It is suggested that the study
will help the food and beverage operators to have clear view on how important is customers’ retention and how
it can be improved in the future.

Keywords: Customer retention, customer decision, price fairness, cleanliness, physical environment, food and
beverage services.

1 INTRODUCTION

Customers’retention is often used as an indicator to see
whether the customers will return to patronize a restau-
rant. While there is no guarantee a satisfied customers’
will repeat a visit, it is almost certain that an unsatis-
fied customers’ will not return. However, in food and
beverage services, customers’ decision seems to be
more compelling. Hence, in order to succeed in this
competitive industry, restaurateurs need to understand
the factors that influence customer’s decision when
selecting a restaurant.

A review of past research emphasized various
factors influence customers’ retention in the family
restaurant including food quality (Namkung & Jang,
2007; Sulek & Hensley, 2004), on the other hand, more
researches focuses on service quality, emotional dis-
sonance, dining experience, social status, geographic
factors, promotions, brand images, trust, satisfactions,
as an essential component to explain customer reten-
tion as well as customer royalty. However, despite this
indication, Han and Kim (2009) advocated that lit-
tle research in the service literature, particularly the
restaurant sector, has examined the roles of these vari-
ables in forming customer loyalty. Furthermore, the
role of price perception in increasing the level of sat-
isfaction and in forming loyalty still remains unclear
both empirically and theoretically. Thus, the combined
effect of the elements that make up customer loyalty

in the restaurant industry should be empirically tested
to create an overall conceptual model. The primary
objective of this study, therefore, was to investigate the
relationships among three components of the physical
environment, price fairnes and cleanliness on cus-
tomers’ retention and to better understand the most
favorable factor influencing customers’retention in the
family restaurants.

2 LITERATURE REVIEW

2.1 Price fairness

Price fairness is defined as the superficial equality of
the price or usage trade-off (Bolton & Lemon, 1999).
The price fairness variable was begun as assemble on
three supports: a cost-value relationship in quantitative
which is portion size and qualitative such as food qual-
ity dimensions and the willingness to admit changes in
prices.The result is customer satisfaction for what they
traded, which includes costs and consumer features to
service quality (Lin, 2006). Herrmann et al., (2007),
concluded that customer satisfaction is directly influ-
enced by price perceptions while indirectly through the
perception of price fairness. The price fairness itself
and the way it is fixed and offered have a great impact
on satisfaction. So, the more reasonable a customer
believes the price or usage trade-off preferred, the
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more they satisfied of the service. Other studies that
have the same results, suggested that perceived price
fairness influences definitely customer satisfaction
(Martin-Consuegra et al., 2007).

2.2 Cleanliness

Pettijohn et al. (1997) suggest there are three main
factors contributed to customer retention, which are
quality; cleanliness and value while the ambiance and
menu as a second factor. In addition, Klara (2004)
found that 75 percent of customers would not come
back to the restaurant if the toilet rooms were not clean,
whileAmer (2003) found that 74 percent believed they
will leave a restaurant if viewed unclean.

There are four categories of the cleanliness dimen-
sion in this study, which are internal environment,
external environment, employee personal hygiene and
restroom. This four categories of cleanliness dimen-
sion followed the previous research according to
Barber and Scarcelli (2010). Internal environment is
the first factor which representing some item includ-
ing the cleanliness of the equipment, table, chair, floor,
wall, and service counter. Lockyer (2003) indicated
that the cleanliness of the carpets, furniture, and cush-
ions of the hotel’s guest room to be very important.
The second factor is the external environment which
representing some element of exterior cleanliness of
the restaurant area.

The third factor is employee personal hygiene which
representing the employee appearance in the restau-
rant. According to Swane et al. (2004),good personal
hygiene must follow hygienic hand practice, main-
tain personal cleanliness, wearing clean and proper
uniform, avoiding unsanitary habits and reporting ill-
ness. Swane et al. (2004) states that worker personal
hygiene is extremely important. If the worker is not
clean, the food can become contaminated. In this study,
the employee personal hygiene that need to be con-
sider are the uniforms of the employee and employee
personal hygiene consider several factors such as the
availability of soap, recycle bin, paper towers, floor
and odor.

2.3 Physical environment

Previous studies demonstrated that, physical environ-
ments could guide consumers in evaluating a restau-
rant experience (Wall & Berry, 2007). The tangible
elements indicate that ambience and design features
including aesthetics, and functionality plus social fac-
tors contribute to the physical environment (Bitner,
1992). In this perspective, physical environment con-
sists of non-human elements, including equipment,
facility layout, lighting and color which affect human
cognition, emotions, and behavior (Tompkins et al.,
2010). Restaurant decor is also known as a main
aspect of a dining experience. The decoration in a
restaurant with furniture style, comfort of seating,
paintings, and other facilities can have an impact on
how diners perceive and rate the restaurant (Sloan,

2004).The physical environment provides an impor-
tant signals to all of the hospitality organizations, but
most importantly to customers (Zeithaml & Bitner,
2003). The marketing literature has provided proof
of how the physical environment influences consumer
behavior (Bitner, 1992;Wall & Berry, 2007).The phys-
ical environment of the restaurant such as restaurant’s
atmosphere, ambience, décor and furniture can have
a huge impact on the dining experience (Sloan, 2004)
and behavioral intentions (Ryu & Jang, 2007). Physi-
cal environment should be focused upon maximizing
the positive and meaningful impact for the customers
(Berridge, 2010). Ryu and Jang (2007) empirically
found a positive relationship between restaurant facil-
ity aesthetics, which included restaurant decor, and
behavioral intentions, moderated by pleasure.

2.4 Customer retention

Customer retention has been exposed to be a pri-
mary goal in organizations that practice relationship
marketing (Gro¨ nroos, 1991; Coviello et al., 2002).
Successful organizations define what customer reten-
tion means for business and create the necessary
measures to quantify their retention rate (Aspinall
et al., 2001). Hoyer and MacInnis (2001), suggested
that customer retention is “the practice of working
to satisfy customers with the intention of developing
long-term relationships with them”. Blattberg et al.
(2001) state that customer retention is taking place
when a customer keeps on buying the same market
offering over a long period of time. In term of product
with short purchase, they define as occurring when
‘the customer continues to purchase the product or
service over a specified time period’.

3 METHODOLOGY

In this research, a single method research approach was
used with strategies of inquiry that involve sequential
quantitative data collection through questionnaire sur-
vey. In this study, the population refers to the total
number of populations in Dungun, which are approxi-
mately 123,285 peoples (Majlis Perbandaran Dungun,
2011). Roscoe (1975) mentioned that the appropriate
sample size must not be less than 30 and not more than
500. Therefore, 250 samples have been chosen as the
sample size. Questionnaires have been distributed to
the sample size, however, only 207 out of 250 question-
naires were retuned. This study employed the use of
quantitative research design with data generally gath-
ered through questionnaire as the research instrument.
A simple random sampling is being used where each
item in the population has the same probability of
being selected as part of the sample as any other item.

3.1 Research framework

The questionnaires were designed based on the vari-
ables indicated in the research framework shown in
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Figure 1. Research framework.

Table 1. Descriptive statistics.

Standard
Variables N Mean deviation

Price fairness 207 4.74 0.893
Cleanliness 207 6.31 0.703
Physical environment 207 5.14 0.973
Customers’ retention 207 5.15 0.849

in family restaurant

Table 2. Correlations

Customers’
retention

Price Physical in Family
fairness Cleanliness environment restaurant

Price fairness – 0.127 0.559∗∗ 0.665∗∗

Cleanliness 0.127 – 0.406∗∗ 0.357∗∗

Physical 0.559∗∗ 0.406∗∗ – 0.707∗∗
Environment

Customers’ 0.665∗∗ 0.357∗∗ 0.707∗∗ –
retention in
family
restaurant

Figure 1. Through literature review, this study has
identified the independent variables that contribute
to the customers’ retention which are price fairness,
cleanliness, and physical environments. The depen-
dent variable is the customers’ retention in family
restaurant.

4 FINDINGS AND DISCUSSION

All the variables indicated in the Table I above are
measured on a seven point Likert-type scale. From the
results it can be seen that the mean for all of the vari-
ables such as, price fairness (4.74); cleanliness (6.31);
physical environment (5.14) and customers’ retention
in family restaurant (5.15) indicate that the general
awareness and interest is on these issues has always
been there.

Table 3. Coefficient.

Unstandardized
coefficients

Standardized
Std. coefficients

Model B Error Beta T Sig.

1 Constant 0.395 0.366 1.077 0.283
PriceFairness 0.390 0.050 0.411 7.803 0.000
Cleanliness 0.160 0.058 0.132 2.773 0.006
Physical 0.370 0.050 0.424 7.423 0.000
Environment

Dependent variable: customers retention.

Table 4. Model summary.

Adjusted Std. error R
R of the square F Sig. F

Model square estimate change change change

1 0.615 0.527 0.620 110.466 0.000

4.1 Correlation analysis

If the p value > 0.05 the correlation is not signifi-
cant, when p value < 0.05 the correlation is significant.
From the table above, it seem to indicate that all
independent variables are significant for this study.

4.2 Regression analysis

4.2.1 The predicts of customers’ retention
To test whether the independent variable is strongly
influence the customers’ retention in family restau-
rant, a multiple regression model was proposed. The
predictor variables are price fairness, cleanliness and
physical environment. Based on the method used, the
predictor variables which are price fairness, cleanli-
ness and physical environment were found to be sig-
nificance in explaining customers’ retention in family
restaurant.

As depicted inTable 3, all the independent variables,
which are price fairness, cleanliness and physical envi-
ronment are significant. Out of all the independent
variables, price fairness and physical environment are
significant at 0.000. The largest beta coefficient is
0.424 which is for physical environment. These fur-
ther explain that this variable is the most favorable
factor that influences customers’ retention in family
restaurant in Dungun. Meanwhile, cleanliness is the
lowest of all the variables but still significant at 0.05.

As depicted in Table 4, the adjusted R-squared
of 0.615 implies that the predictor variable explain
about 61.5% of the variance/variation in the depen-
dent variable. This is quite good and a respectable
result. The ANOVA table revealed that the F-statistics
(110.466) is large and the corresponding p-value is
highly significant at 0.000.
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Table 5. ANOVA.

Model F Sig.

1 Regression residual 110.466 0.000(a)
total

As mentioned in the above discussion, it can be con-
cluded that all the independent variables namely price
fairness, cleanliness and physical environment do have
a relationship and influences customers’ retention in
family restaurant in Dungun.

4.3 Estimated models

4.3.1 To predict of customer’s retention

As we can see from the table of model sum-
mary, it shows that there is R2 = 0.620 (62%) level
of significant between all independent variables with
customers’ retention. The strongest level of significant
is R2 = 1.00 (100%). The three elements of factors
influencing restaurant decisions F-change = 110.466,
(p < .001) of the variation on customers’ retention.
The result from the table of coefficient (Standardize
Coefficient = β) shows that price fairness, cleanli-
ness and physical environments significantly influ-
ence with customer’s retention in family restaurants.
PHYSICAL ENVIRONMENTS (β = 0.424) is the
most favorable factor influencing customer’s reten-
tion followed by PRICE FAIRNESS (β = 0.411) and
CLEANLINESS (β = 0.132) respectively. Based on
the result, it shows that all the elements give the pos-
itive influence towards customers’ retention in family
restaurant in Dungun.

5 CONCLUSION

The purposes of this study is to investigate the relation-
ship between customers’ restaurant decisions which
are includes price fairness, cleanliness and physi-
cal environments towards customers’ retention and
to determine the most favorable factor that influence
customers’ retention in family restaurants in Dungun.
After conducted this study, it was found that there is
a relationship between price fairness, cleanliness and
physical environments towards customers’ retention.
The most dominant factor that contributes to cus-
tomers’ retention when they make selection is physical
environments. This indicates that Dungun consumers
do concern on physical environment which include
ambiance, environment, level of comfort and layout.

It is hope that the finding of this study will help the
restaurant’s operators to improve the quality of ser-
vices, offer more reasonable prices and adding values
for customers’ dining experiences. Furthermore, it is
also hope that restaurant’s operators will understand
and have clear view on how important is customers’
retention and the way to retain them is very crucial. For
future research, it is suggested that this study could be
extended to another place in the food and beverage
services and the conceptual model of this research
hopefully can be develop widely to represent more
accurate results from respondents in Malaysia. It is
recommended that the systematic or cluster sampling
procedures can be for the future research used to get
more general results.
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ABSTRACT: Yield management has been successfully adopted by the airline industry following the deregu-
lation in the late 1970’s. In the hotel context, yield management is a profit maximization strategy that concern
with the market sensitive pricing of fixed room capacity relative to specific market characteristics. The benefits
of yield management are well accepted in the hospitality industry, where hotel companies that adopting yield
management techniques have achieved good results. However, the research is missing a holistic examination
of important elements of effective yield management. The literature shows that market segmentation, pricing,
demand analysis; capacity management and competitors contribute to effective yield management. This study
grouped these five elements into one concept and proposed that these five elements positively impact hotel
performance. The results showed that market segmentation, pricing, demand analysis, capacity management and
competitor relate positively with hotel performance.

Keywords: yield management, market segmentation, pricing, demand analysis, capacity management and
competitor

1 INTRODUCTION

In an attempt to respond to the demands of a highly
competitive market environment, excess capacity, a
slow recovery from recession and high inflation, a
number of a major international hotel began to adopt
the management techniques known as Yield Manage-
ment. Yield management is the term used in many
service industries to describe techniques to allocate
limited resources, such as airplane seats or hotel
rooms, among a variety of customers, such as busi-
ness or leisure travelers. In relation to hotels, yield
management is a revenue maximization, which aims
to increase net yield through the predetermined market
segments at optimum price. Since these techniques are
used by firms with extremely perishable goods, or by
firms with services that cannot be stored at all, these
concepts and tools are often called perishable asset
revenue management or simply revenue management.

Hotels utilize yield management as profit maxi-
mization techniques that aim to increase net yield
through the predicted allocation of available room
capacity to pre-determined market segments at an
optimum price. In this context, yield management is
concerned with market sensitive pricing of fixed room
capacity relative to specific market characteristics.

Judging by focus of the academic literature, the use
of yield management tool is not entirely an innovation,

as most hoteliers currently practice some form of
yield management, such as the adjustment of room
rates to temper demand fluctuations between peak
and off – peak seasons, midweek and weekend busi-
ness. Despites this, previous studies have identified a
low level of understanding of the concept and its pre-
cise function (Berkus, 1988: Solomon, 1990: Gamble,
1990: Donaghy et al, 1994).

Taking into account the aforementioned issues, the
study aims to examine the adoption of Yield Manage-
ment system in Malaysian hotel industry. In particu-
lar, this study intends to investigate the influence of
Yield Management techniques on hotel performance
in terms of profitability and capacity.

2 LITERATURE REVIEW

2.1 Defining yield management

Yield, or revenue management, is the process by
which sales of a limited quantity of goods, such as
hotel rooms, airline seats, apartment leasing, rental
cars, or etc. are managed in order to maximize prof-
its. Successful yield management focuses on selling
the product in such a manner that is timely, price
competitive, and directed towards the right subset of
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customers. First used by the airline industries begin-
ning in the 1970s, yield management has evolved
in more recent years as an important tool especially
for the airline and hotel industries for staying eco-
nomically competitive in otherwise saturated business
playing field. The application of yield management
has been most effective when applied to operations
that have relatively fixed capacity, demand that is vari-
able and uncertain, perishable inventory, a high fixed
cost structure, and varying customer price sensitivity
(Nikolis, 2009).

The basic concept of yield management is based in
the economic principle of supply and demand: when
supplies are short, prices go up; when supply is high,
prices go down. Yield management is a studied, sys-
tematic method by which managers can logically place
customers within the supply demand spectrum, and
thus gain the highest yield for their products (Nikolis,
2009).

With the advent of the internet and other advances
in technology, yield management also became increas-
ingly complex (Elmaghraby and Keskinocak, 2003).
As the scope of revenue management expanded beyond
being an optimization issue to include pricing and
demand behavior, revenue management became multi-
disciplinary in nature with pricing/demand and con-
sumer research as one stream of focus, and capacity
allocation, booking policies and related supply driven
issues as the other (Kimes, 2003).

2.2 Demand analysis

Yield management borrows from the inventory related
forecasting stream and uses methods such as smooth-
ing, moving average, Box-Jenkins, etc. (Talluri and
van Ryzin 2004). Arrival rates, unconstraining meth-
ods and aggregate forecasting methods all contribute
to the quality of a forecast and differing use of these
tools among six practitioners will lead to differences
in forecasting quality. This literature emphasizes the
importance of forecasting and the elements of a qual-
ity forecast. We extend this literature by testing how
demand analysis affects performance.

2.3 Capacity management

Across industries, services differ and although
they share many similar characteristics, noconcerted
attempt has been made to understand how capacity is
constituted in different service firms. To practice yield
management in an integrated manner, a service firm
must first define what ‘capacity’ is. A helpful concept
for identifying and analyzing capacity is the Theory
of Constraints (TOC) (Goldratt, 1990). TOC is rooted
firmly within the systems paradigm and was developed
by Goldratt in the 1980s. Brown et al, (2005) defined
capacity as the potential output of a system that can be
produced in a specified time, determined by the size,
scale and configuration of the system’s transformation
inputs.

2.4 Pricing

Pricing in yield management is also a large and grow-
ing research stream. A key ability in using yield man-
agement techniques effectively to maximize revenues
is to segment customers based on their needs, business
constraints, customer characteristics and willingness
to pay. A pricing strategy to maximize the revenue
potential requires customer segmentation based on
the attributes of the customer base (Vinod, 2003).
The price at which hospitality and tourism products
are offered for sale affects the demand for those
products (Relihan, 1989) and therefore revenue and
profit. Bitran and Caldentey (2003) summarized ana-
lytical modeling research in this area. The core model
assumes price is a function of inventory (or capacity)
and time until the product perishes. To use yield man-
agement effectively, companies must develop logical
differential pricing policies.

2.5 Market segmentation

Yield management operations in the hotel need to be
able to define their market into clearly distinguishable
segments. Previous research (Dillion, 1991; Bradley
and Ingold, 1993) indicated that hoteliers already prac-
tice fragmented techniques of yield management and
most have divided their customer base into segments
such as business leisure, long and short stay. Yield
management does encourage hoteliers to extend and
refine the segmentation process to enhance net yield
‘through the provision of a more profitable product
or service which more accurately meets the needs of
more clearly defined groups of guests’ (Donaghy et al,
1995).

2.6 Competitor

Jones and Hamilton (1992) suggested that hoteliers
must identify local competition and more specifically,
be aware of the relative advantages held by each com-
petitor. Further, the management team should clarify
the hotel’s strengths and weakness within the con-
text of each target market to enable the setting of
appropriate rates. Yield management adds a level of
complexity to a hotel’s pricing structure. At some
hotels, one price may be replaced by several, each price
associated with different service options or purchase
restrictions. At other hotels the result may be better
informed negotiation with groups and greater ability
to suggest alternative dates that provide the group with
lower room rates while increasing the hotels’ revenues
(Lieberman, 1993).

3 RESEARCH METHOD

3.1 Sampling method

The data set consists of 21 five-star and 37 four-
star hotels in the Kuala Lumpur metropolitan area.
The hotel industry contains chains and non-chains
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Table 1. Descriptive analysis with regression analysis (N = 37).

Item No Scales Mean Std Deviation F value Sig

Pricing 5.05* 1.09 14.2* 0.67*
Q1 My hotel has an effective policy for setting room rates 5.35 1.23
Q2 Customers’ price elasticity information is considered when

setting room rates
4.94 1.18

Q3 We rate ourselves based on ranking & service of our hotel 4.99 1.10
Q4 Setting room rate based on competitor’s rates 5.10 1.25
Q5 We understand the value our customers place on our product

or service and set rates accordingly
4.97 1.09

Market Segmentation 5.03* 1.15 13.6* 0.58*
Q6 We group customers into strategic clusters. 5.12 1.13
Q7 We categorize customers based on similar buying

characteristics
4.98 1.15

Q8 We have distinguishable groups of customers who can be
separated through identifiable characteristics.

5.05 1.24

Q9 We promote our hotel differently to different groups of
customers.

5.10 1.20

Q10 We regularly review if we have appropriate, well-defined
market segments.

4.92 1.18

Demand Analysis 4.51* 1.13 9.5* 0.65*
Q11 We use RM system forecasts to drive business decisions 4.42 1.27
Q12 Our hotel tracks denial and regrets accurately 4.56 1.21
Q13 We ignore RM system forecasts and use forecasts from other

sources to drive business decision
4.57 1.18

Q14 Our forecasting is based on the entire event throughout
the year

4.40 1.23

Q15 We use accurate and timely data for forecasting customer
demand

4.59 1.15

Capacity Management 4.73* 1.12 11.6* 0.70*
Q16 We close availability of low-rate packages during high

demand
4.74 1.21

Q17 We practice block bookings to accommodate higher pay
group

4.62 1.23

Q18 Low rate promotion/discount during low demand 4.67 1.19
Q19 We practice overbooking to overcome cancellations &

no-shows
4.50 1.14

Q20 We require minimum length of stay during peak period 4.88 1.20
Q21 When analyzing the value of a given customer, we include

customers’ auxiliary spend (food & beverage, spa, etc)
in addition to room rate.

4.77 1.30

Competitor 5.06* 1.15 14.9* 0.47*
Q22 We based our overall rate structure on rates available at

competing hotel
4.98 1.25

Q23 Our policy for setting room rates is based on
rates achieved per market segment of all hotels

5.17 1.19

Q24 We consistently monitor marketing and promotional
activities of competing hotels

5.08 1.26

Q25 Our hotel regularly tracks source of demand for
accommodation at competing hotels

4.95 1.23

Q26 We regularly review occupancy rate of competing hotels 5.10 1.18

Hotel Performance
Q27 Revenue per Available room 5.08 1.25
Q28 Occupancy Rate 4.90 1.20

operations in multiple locations and is an appropriate
research site for this research. We focused exclu-
sively on hotels in the Kuala Lumpur metropolitan
area because of the dynamic characteristics of this
specific geographical market. The questionnaire and
a request in the context of a cover letter were mailed

to the Front Office Managers and Sales Managers
of each hotel solicited. This research used a survey-
based questionnaire of hotels’ front office, sales and
marketing manager. Quantitative analytical techniques
were used to draw inferences from this data regarding
existing relationships.
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3.2 Data analysis

The descriptive statistics were used to measure mean
scores and standard deviation. The data collected was
assessed by testing reliability and correlation was used
to test the validity of measurement of the survey
instrument.

The respondents were given 28 items in the ques-
tionnaire, which represents five techniques of yield
management consist of pricing, market segmentation,
demand analysis, capacity management and competi-
tor. This followed by hotel performance in terms of
RevPar and occupancy rate.The table also shows the F-
ratio for the regression model. This statistics assesses
the statistical significance of the overall regression
model. The F-ratio is the result of comparing the
amount of explained variance to the unexplained vari-
ance. The larger the F-ratio, the more variance in the
dependent variable is explained by the independent
variable. Based on the Duncan’s Post Hoc Test, the
mean score for every item in the table was significantly
different from each other.

In relation to the pricing, total mean is 5.05, where
two items yielded above 5.0, which measure hotel’s
effective policy for setting room rates (Q1) and set-
ting pricing rate based on competitor (Q4). Another
three items yielded above 4.9, which measure setting
pricing rate based on customer price elasticity (Q2),
ranking & service (Q3) and value of product and ser-
vice (Q5). These mean score present 4.94, 4.99 and
4.97. Furthermore, F value is 14.2, which is significant
at the p < 0.10. Therefore, this indicates that the result
is significant and null hypothesis is rejected because
there is a positive relationship between pricing and
performance.

In the context of market segmentation indicates
three items score higher than 5.00, which measure the
group of customers into strategic clusters (Q6), identi-
fiable characteristics (Q8) and promotional to different
groups of customers (Q9.) It was followed by Q7 and
Q10 that measure customers buying characteristics
and regularly review of market segmentation. These
mean score present 4.98 and 4.92. With the F-value
of 13.6 and significant at p < 0.10, null hypothesis is
rejected because there is relationship between market
segmentation and performance.

In term of demand analysis, the total score for
all items are 4.41, which is very low. Most of the
item represents the score less than 4.6. The highest
score is (Q15) where hotel use accurate & data for
forecasting and followed by (Q13) pertaining hotel’s
ability to tracks denial and regrets accurately. The rest
of the items show the value of 4.42, 4.56 and 4.40.
The result is very significant at p<010 with the F-
value of 9.5. Thus, null hypothesis is rejected because
there is positive relationship between demand analysis
and performance. Although reaching statistical signif-
icance, the actual difference in mean between the items
are quite small.

In the context of capacity management, the total
score of mean is 4.73 where each item represents
different score of mean from 4.6 to 4.8. From the

Table 2. Summary of hypothesis testing.

Regression
Regression statistical

Hypothesis (R2) significance Correlation

H1: There is a positive
relationship between 0.512* P < 0.10 r = 0.87**
pricing and hotel
performance

H2: There is a positive
relationship between 0.478* P < 0.10 r = 0.63**
demand analysis and
hotel performance

H3: There is a positive
relationship between 0.488* P < 0.10 r = 0.90**
market segmentation
and hotel performance

H4: There is a positive
relationship between 0.468* P < 0.10 r = 0.68**
capacity management
and hotel performance

H5: There is a positive
relationship between 0.492* P < 0.10 r = 0.89**
competitor and hotel
performance

table the four items show high score of mean, which
measures hotels operation during high demand (Q16),
peak period (Q20), overbooking practice (Q19) and
spending power of customer while staying in the hotel
(Q21).These represent mean of 4.74, 4.50, 4.88 and
4.77. The rest of the item gave score of 4.62 and 4.67.
With the F-value of 11.6 and significant at p<0.10,
null hypothesis is rejected because there is a posi-
tive relationship between capacity management and
performance.

In competitor, the table shows high score of mean
with the total score of 5.06. There are three items indi-
cate the score of more than 5.0 which measure com-
petitor’s room rates (Q23), marketing & promotional
activities (Q24) and occupancy rate (Q26).These items
represent score of 5.17, 5.08 and 5.10. The rest of the
items also yielded the value of 4.98 and 4.95.With the
F-value 0f 14.6 and significant at p<0.10, we can reject
null hypothesis because there is a positive relationship
between competitor and performance.

Additionally, the descriptive and regression analysis
were carried out using SPSS to find out whether the
null hypothesis should be accepted or rejected. The
results illustrated that there is significant difference
among all the items mainly in most of the variables.
Furthermore, the result of hypothesis testing which is
shown in table 2 concluded that all the yield man-
agement techniques used prove to be positive and
significance predictors of hotel performance.

The results, which derived from the descriptive
analysis, indicate that the mean scores of the related
variables are slightly high. The highest corresponds
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to hotel’s policy in setting room rates (5.35), group-
ing customer into strategic cluster (5.12) followed by
hotel’s room rates based on rates achieved per mar-
ket segment of all hotels. It is important to notice that
overall demand analysis (4.51) and overall capacity
management (4.73) yielded lower mean scores. This
may suggest that for the hotel to be good in both
demand analysis and capacity management, they need
extensive data in order for a yield management to
operate effectively.

4 CONCLUSIONS

This study is the first to empirically test yield manage-
ment techniques across all four and five star hotels in
Kuala Lumpur. This work contributes to the academic
literature by empirically testing if the yield manage-
ment techniques suggested by the academic literature
impact hotel’s performance. Considering, this is the
first study of yield management on hotels in Malaysia,
it seems that the managers interviewed did have a clear
understanding of the concept of yield management and
this is encouraging. However, it is also true that the
managers were unsure of any clear definition of the
techniques and the importance of implementation of
such techniques to their types of organizations. I hope
that this information will aid managers in allocating
resources to improve their hotel’s performance.

Hotel companies adopting yield management tech-
niques have achieved good results. Clear plans and
relevant criteria allow decision making to move down-
ward within the organization leading to greater effi-
ciency and heightened job satisfaction. The practices
policies and system that contribute to yield manage-
ment share a common orientation - namely , maximum
return on a scare resource (hotel room).

In conclusion, there is a growing evidence from
the survey that yield management may improve yield
performance but in short term. Yield improvement
varies over time, probably in relation to the strength
of demand. Most improvement is seen with respect
to those periods when demand is strong. It is therefore
clearly the ‘right thing to do’. But the sophistication of
a hotel yield management system means that improve-
ment is also dependent on’ doing things right’. Not
all hotels are necessarily optimizing all the benefits
that might result from yield management. In the end,
long-term success will continue to depend o a hotel
or a chain outperforming its competitors on a range of
factors – location, service, management expertise and
not just one single technology: yield management.

Still, the issues dealt with in this paper can be fur-
ther expanded in a number of directions. For example,
an analytical study, which takes into consideration the

factors, which might influence the implication of yield
management and usage of yield management, might
be worthwhile. Furthermore, replication of this study
using a larger sample to find out the effects of develop-
ment of yield management awareness and usage over
time is valuable. Additionally, a study, which explores
the perceived fairness of yield management practice,
is of interest.
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ABSTRACT: The aims of this study is to ascertain the restaurant attributes that associated with customer
satisfaction, especially in one of the ethnic-theme restaurant, located in Kuala Lumpur, Malaysia namely Kelantan
Delight (KD). In addition, this study also provides the critical factors that need high attention by the management
in continuing to prosper. The restaurant attributes were adopted from previous study. Customers who dined in
KD restaurant were solicited by using self-administered questionnaires. Importance-Performance analysis (IPA)
is used in order to find whether the restaurant attributes offered are met with the customer satisfaction. The result
indicates that five of the attributes need high attention by the KD management, especially with regards to the
service, atmosphere and novelty. Overall, this study helps the management of the restaurant, especially the owner
to understand and to take appropriate corrective action to survive in the competitive business environment.

Keywords: Restaurant attributes; ethnic-theme restaurant; customer satisfaction; Importance-Performance
analysis (IPA).

1 INTRODUCTION

Many studies have been written on customer satis-
faction in different types of restaurants. An earlier
study by Pettijohn, Pettijohn and Luke (1997) had
focused on customer satisfaction in fast food restau-
rant. Later, the study had been extended by Qin and
Prybutok (2008), looking at the customer satisfaction
and customer return intention within the same setting.
Shoemaker (1998) had studied on the customer satis-
faction in the university foodservice.Within the related
context, Kim, Ng, and Kim (2009) had identified the
factors involved in customer satisfaction for the col-
lege students dining facilities. Not only that, studies
pertaining to full-service restaurants had also received
an attention in order to capture the market (Sulek &
Hensley, 2004; Han, 2007). In other perspective, Liu
and Jang (2009) had recognized the satisfaction contri-
bution of the customers in the ethnic-theme restaurant.
As for the information, all the studies stated above
had view the customer satisfaction based from the
restaurant attribute. However, there is very little atten-
tion had been given to the ethnic-theme restaurant.
This had been agreed by Liu and Jang (2009), in
which Gupta, McLaughlin and Gomez (2007) asserted
that the importance of a particular attribute varies

according to the type of restaurant and the type of
customer.

Generally, ethnic-theme restaurant consists of
ethnic art, décor, music, external facade, name and
various stereotyped signals to create a unique and dis-
tinct setting which lays claim to being a reflection of
some exotic but recognizable culture (Wood & Munoz,
2007). It can be said that ethnic-theme restaurant has
a greater chance of providing consumers with a mean-
ingful dining and entertainment experience, such as
the opportunity to connect to their tradition (Negra,
2002) and interact with foreign cultures and cuisines
(Barbas, 2003). As for this study, Kelantan Delight
(KD) is considered as an ethnic-theme restaurant serv-
ing popular Kelantanese and Southern Thai cuisine in
a stylish elegant restaurant setting. This restaurant has
grown to a reputable brand name and establishing itself
at Sooka Sentral, Kuala Lumpur. As with other types
of restaurant businesses, the need to satisfy the cus-
tomers is indeed an important element for the business
survival. Therefore, the aim of this study is to identify
the attributes of the restaurant that leads to customers’
satisfaction, especially in KD restaurant. In addition,
this study will use the Importance-Performance Anal-
ysis (IPA) matrix in searching the attributes that need
a high attention by the management of KD.
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2 REVIEW OF RELATED LITERATURE

Studies (Kivela, Inbakaran & Reece, 2000; Lee, 2004;
Han & Ryu, 2009) have identified various attributes
have a favourable effect on dining satisfaction. It is
generally accepted that multi-attribute scale is appro-
priate for use in measuring customer satisfaction in
restaurants (Kivela et al, 2000). As theorized by Dube,
Renaghan and Miller (1994) that customer satisfac-
tion in restaurants is a function of multiple elements
of dining experience. Furthermore, it can be said that
different classes of restaurant business should imple-
ment different managerial strategies to compete and
succeed (Cheng, 2005).

Within the dimensions of restaurant attributes,
Yuksel and Yuksel (2002) mentioned that food plays
a key part but by no means is the only part in satisfy-
ing customer. This has been confirmed by Sulek and
Hensley (2004) study, in which the authors stated
that only three variables were found to be statistically
significant in their findings, namely food quality, din-
ing atmosphere, and seating-order fairness. On the
other hand, price and nutrition information together
with employee competency are considered as the most
influential factors of college student’s satisfaction level
in the college dining experience (Lee, 2004). In spite
of that, Okada and Hoch (2004) believed in which the
décor or ambiance of a restaurant works simultane-
ously with the quality of service and the quality of
food.

2.1 Food attributes

Food has been considered as a fundamental element
and critical components in customer’s dining experi-
ence (Ha & Jang, 2010; Namkung & Jang, 2008). It
can be said that the food can build the relationship
between the customer and the restaurant itself.This has
been supported by Meng and Elliot (2008), in which
the authors had highlighted on the importance of the
food aspects in developing customer’s satisfaction and
their loyalty within the restaurant industry. A study by
Qin and Prybutok (2009) in fast food restaurants has
found that there is a significant relationship between
food and customer satisfaction. In addition, they fur-
ther noted that food characteristics still consider as an
influential factor when customers make their decisions
in selecting restaurants.

Generally, researchers have used a variety of
attributes in measuring the food aspects (Ha & Jang,
2010). Kivela et al. (2000) have taken several attributes
into consideration including tastiness of food, menu
variety, and nutrition to examine the effect of excellent
food on customer satisfaction In the same perspec-
tive, Sulek and Hensley (2004) identified three general
attributes on food, namely; safety, appeal, and dietary
acceptability. They further explained that taste, food
presentation, texture, color, temperature, and portion
size are among the items under the appeal attributes.
For this study, the notion from Weiss (2003) was found
to be appropriate to be applied as it considered to have

a balance view for an ethnic-theme restaurant. The
attributes used in the study by Weiss (2003) includes
presentation of food, menu item variety, nutritious
food, the tastiness of food, food quality, freshness of
food and temperature of food as well.

2.2 Service

Service quality has been extensively researched within
the service marketing field and considered as one of
the most critical factors influencing customer satisfac-
tion and future behaviors (Ha & Jang, 2010). Previous
studies have quoted the importance of service quality
in determining customer satisfaction with the service
encounter (Chow, Lau, Lo, Sha & Yun„ 2007). Gen-
erally, the service quality in foodservice operations
has been characterized as individualized, intangible
and subjective in nature (Chow, et. al., 2007). The
question on how customers perceived and evaluate
service quality would be highly dependent on the ser-
vice provider’s performance during service delivery.
In addition to that, Sedlock (2010) in his article had
further explained on service quality based on his expe-
rience and what research has shown. According to
the same author, customers have common needs of
a service, which are; timeliness, reliability, empathy,
assurance, and tangibles (TREAT). This can be elab-
orated, in which customers always want services in a
timely manner, on-time and complete service every
time, want services that meet their needs, have confi-
dence in the quality of their service provider, and see
physical evidence of good service (Sedlock, 2010).

2.3 Atmosphere

The study by johns and pine (2002) had proved that
atmosphere contributes among the fundamental fac-
tors to the customer satisfaction. The same authors
also further elaborated that customers are looking for
the feeling of comfort when they dine in a restaurant
or stay in a hotel. In addition to that, Barber and Scar-
celli (2010) had labeled the atmosphere as a physical
environment, in which it refers to tangible elements
of the service. On the same ground, Meng and Elliot
(2008) identify that tangibles such as décor, dining
area comfortably, and cleanliness of both the dining
area and restrooms were all shown to impact on ser-
vice quality. Likewise, Barber and Scarcelli (2010)
further added that the appearance of the physical facil-
ities, personnel, communication materials, and other
physical features are comprised in the atmosphere and
used to provide services in the service facility.This has
supported the notion by Raajpoot (2002), in which he
claimed that tangible factors are one of the few dimen-
sions to have been consistently used by service quality
researchers.

2.4 Novelty

Humans are endowed with two essential modes of
consumption, namely thinking and sensing. An earlier
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study by Hirschman (1984) posited that the consump-
tion of products will stimulate the human thoughts
and/or senses as the outcome. This has been further
explained by Weiss (2003), in which the stimulation
from the consumption consists of three constructs;
cognition seeking, sensation seeking and novelty seek-
ing. However, this study tends to focus more on novelty
seeking behavior since the sample of the study is
reflected the ethnic-theme restaurant. Generally, nov-
elty seeking behavior relates to a person’s desire to seek
out novel experiences, or new sources of stimulation
(Weiss, 2003), whereas Jang and Feng (2007) define
novelty seeking behavior as the degree of contrast
between present perception and past experience. With
regards to the restaurant industry, a study by Weiss
(2003) found that customer’s satisfaction with novelty
was significantly lower as compared to other attributes.
Typically, ethnic-theme restaurants have tried to sell
themselves on the promise of providing a new dif-
ferent experience to their customers. Unfortunately,
Weiss (2003) further stated that the customers do not
feel that these restaurants are providing the new dining
experience.AlthoughWeiss (2003) may have indicated
that customers may less satisfy with novel dining expe-
riences, the results may differ in the perspective of
ethnic-theme restaurant in this country.

3 METHODOLOGY

Survey methods by using self-administered question-
naires were used, in which it was adapted from Weiss
(2003) and respondents for this study were the cus-
tomers who dined at KD restaurant. The questionnaire
consists of three sections. Section 1 and 2 contained 26
items each, whereas Section 3 reflects on the demo-
graphic profile of the respondents. Items in Section
1 were used to assess on how important the restau-
rant attributes were to respondents. Meanwhile, items
in Section 2 were used to measure if the KD restau-
rant has met respondents’expectations on the attribute.
Referring to the study by Weiss (2003), the restau-
rant attributes are divided into four categories, namely
food, service, atmosphere, and novelty. Altogether,
there were 7 items listed under each food and service
attributes. The remaining 8 items categorized under
the atmosphere and the last 4 items is within novelty
attributes.

Apart from that, the Importance-Performance anal-
ysis (IPA) or sometimes known as Quadrant analysis
was used in searching the attributes that required high
attention for KD restaurant. It is based on the concept
that satisfaction is a result of a preference for an object
or service and the performance is judged by the cus-
tomers. The respondents were asked to rate restaurant
attributes based on its importance and on the organi-
zation’s performance of the selected attributes. This
analysis can be visualized easily from quadrant anal-
ysis plot. The average of the importance scores given
by the customer for each item was plotted on a scat-
ter graph to make it easy to understand at a glance.

Figure 1. Caption of IPA plot.

Figure 2. Caption of IPA for food attributes.

With the data obtained, the average importance score
was plotted on the x-axis, while average performance
scores was plotted on the y-axis for each item mea-
sured. Both reference lines were set at 4.0 based on
a scale of 1 to 5. From this plot, the areas where
there is a scope for improvement were highlighted
and identified. The interpretation of the IPA plot is
summarized in Figure 1. Quadrant I represent the
company’s strengths (high importance and high per-
formance); Quadrant II shows the weaknesses (high
importance, but low performance); Quadrant III con-
tains items of low importance and low performance,
hence low priority for improvement; and Quadrant IV
contain items with low priority, but high performance,
hence, over-utilization of resources.

4 FINDINGS

4.1 IPA for food attributes

Figure 2 shows the graphical presentation of the IPA
on food attributes of KD. The top right- hand quadrant
(Quadrant 1) of the plot shows that KD is already per-
forming well in terms of food presentation, nutrition,
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Figure 3. Caption of IPA for service attributes.

temperature of the food, quality, freshness and tasti-
ness of food, as shown by the high importance and
high satisfaction or performance.

The top left-hand quadrant (Quadrant IV) identifies
only one item with low importance but high perfor-
mance. That is, the customers did not consider menu
item variety as important but they gave high scores for
its performance.Thus, this item is considered to be low
priority for improvement, and by way of performance
is not forthcoming as well.

4.2 IPA for service attributes

Figure 3 shows the graphical presentation of the IPA
on service attributes of KD. In service attributes,
customers considered that staff greeting customers,
efficient staff and staff willingness to serve as being
important and they were satisfied with the perfor-
mance of all these three attributes. The bottom-right
side quadrant (Quadrant II) is the most important as
it identifies current weaknesses in KD. The customers
identified three items to be very important, but rated
their performance low. These are sympathetic han-
dling of complaints, attentive staff and friendly, polite
and helpful staff. Staff have food/beverage knowledge
attribute was considered to be low priority for improve-
ment as it had low importance but was rated highly by
the customers. In addition, there is no item that could
be considered as low importance and low performance
in Quadrant IV (unimportant weaknesses)

4.3 IPA for atmosphere attributes

Figure 4 shows the graphical presentation of the IPA
on atmosphere attributes of KD. The result shows that
many attributes associated with atmosphere were per-
ceived by the customers to be important and were rated
highly by the respondents in terms of the satisfac-
tion these attributes provided or rendered. Specifically
belonging to KD’s strengths quadrant are restaurant’s
temperature, level of comfort in the restaurant, din-
ing privacy, restaurant’s appearance and cleanliness
of the restaurant. In contrast, staff appearance was
considered important but it was not rated highly,
meaning the customers were not satisfied with the

Figure 4. Caption of IPA for atmosphere attributes.

Figure 5. Caption of IPA for novelty.

staff performance in terms of appearance. The other
attributes, an important level of noise in the restaurant
and view from the restaurant, were considered nei-
ther not important, nor were the customers satisfied
with them. That is, these attributes were considered
low priority for improvement.

4.4 IPA for novelty

Figure 5 shows the graphical presentation of the IPA
on the novelty of KD. KD has achieved as a restau-
rant that offers food of a consistent standard, service
of a consistent standard and pleasant ambience (feels
comfortable to eat here) as shown by the high impor-
tance and high performance quadrant. However, the
management failed to offer a new dining experience
to their customers since it was rated low in satisfac-
tion or performance but this attribute was considered
as high importance to the customers.

5 DISCUSSIONS AND CONCLUSION

Overall, this study provides information on the cus-
tomers’ point of view with regards to their satisfaction
dine in KD restaurant. With these findings, it can be
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said that the management can establish an action plan
in order to survive in the industry. This study also had
identified the strengths and the weaknesses that need
to be considered by the management.

The findings revealed that the majority of the
attributes provided by the restaurant were found to
be satisfied by the customers. Three of the restaurant
attributes categories (food, atmosphere, novelty) were
considered as the main contributor of satisfaction as
rated by the customers. This was found to be in line
with a study by Weiss, Feinstein and Dalbor (2004),
in which the above mentioned categories were found
to have a significant relationship with customer satis-
faction. On the other hand, this study also highlighted
five most critical attributes that need a serious atten-
tion by the KD management. Results portrayed that
three of the items were from service attributes (sympa-
thetic handling of complaints; attentive staff; friendly,
polite and helpful staff), one from atmosphere attribute
(staff appearance), and the other was from novelty
attribute (a restaurant that offer a new dining expe-
rience). It is recommended that the issues exist within
the service and atmosphere attributes can be solved
by giving a proper training to the staff. Although the
staff employed comes from various backgrounds, the
need to explain about the nature of hospitality and ser-
vice industry is essential. With regards to the novelty
attributes, it would be suggested for the KD manage-
ment to hire a proper consultant that would help in
creating a new dining experience which suits with the
food and the atmosphere of the restaurant.

On the whole, this study is focusing on KD restau-
rant only, in which the result may not be generalized
to other types of restaurants. Perhaps, this study can
be extended to all types of restaurants within the same
setting. Apart from that, by adding the price/value as
one of the attributes would provide a new finding for
the study. In addition, the needs to look at customers’
return intention involving internal and external factors
for this type of restaurant would be recommended for
future research.
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ABSTRACT: Market Orientation (MO) is one of the major research streams in strategic marketing developed
during the past twenty years. Samples comprised of 41 hotel managers from four and five star hotels in the Klang
Valley, Malaysia and were obtained through a mail survey questionnaire. Market orientation was measured using
the adopted 20-item MARKOR scale, while the 22-item SERQUAL scale was adopted for service quality for
this study. As for the business performance, three performance measures were used in this study: i) occupancy
percentage; ii) Return On Assets (ROA), and iii) Return On Sales (ROS). The research hypotheses were tested
using the multiple regression analyses. The stepwise regression results revealed that service quality mediates the
relationship between market orientation and business performance.

Keywords: market orientation, service quality, business performance, hotel industry.

1 INTRODUCTION

Although managers have long been exhorted to
become close to their customers and adopt the mar-
keting concept, academic marketing has been able
to offer relatively little guidance as to the practical
steps that might be adopted to transform organizations.
The development of measures of market-oriented
behaviours and subsequent research in the 1990s has
begun to rectify this problem, but researchers are still a
long way from providing comprehensive, empirically
grounded guidance to assist hotel firms in developing
a market orientation in their firms.

While it is important for a hotel to closely monitor
and conform to the needs and expectations of its cus-
tomer, it is equally essential to build a quality culture
within the organization. The responsibility of pursuing
a market orientation organization and the delivering
of high quality service ultimately rests on the front-
line employees (and their managers), and, therefore,
the success of market-focused initiatives also depends
on employees’ acceptance of quality culture (Heskett
et al., 1994).

The research activity surrounding the market ori-
entation construct is perhaps motivated primarily by
the intuitive connection with business performance.
By and large, the empirical confirmation for this rela-
tionship has come almost entirely from US and the
UK. Very limited research on the market orientation-
performance relationship has been conducted outside
of Western cultures. Thus, this study examined the

degree to which service quality mediates the rela-
tionship between market orientation and business.
Therefore by choosing the upper level manager as the
focal subject of this study, their perceptions towards
market orientation and service quality that may have an
effect on business performance as the managers have
greater knowledge of the hotels’ goals and objectives
an its market orientation strategy

2 LITERATURE REVIEW

2.1 Market orientation

The concept of market orientation has a long his-
tory in the marketing school of thought. The body of
work in this field has expanded greatly, with numer-
ous researchers focusing on market orientation in the
1982-1990 period particularly (Perkins, 1991). Market
orientation is a marketing concept that involves the
feeling of well-being and pleasure that results from
obtaining what one hopes for and expects from an
appealing product and/or service (WTO, 1995).

The marketing concept and the related construct
of market orientation have been important compo-
nents of marketing academe and practice of several
decades (e.g. Jaworski and Kohli et al., 2000; Narver
and Slater, 1990; and Siguaw et al., 1998). Due to
the fundamental importance attributed to these con-
cepts, numerous research projects have attempted to
define the constructs and explore their application
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and implementation in business. Over the course of
the years, the marketing concept evolved to reflect a
philosophy of doing business that can be considered
the central ingredient of a successful organization’s
culture (Slater and Narver, 1995).

2.2 Service quality

Service quality incorporates the concept of meeting
and exceeding the expectations of the customer and
this has been growing in popularity since its inception
in the late 1970s. Service quality has been derived from
the field of marketing which values the human inter-
action between a business and its customers. Service
quality is so intangible that objective measurement
is impossible; the challenge lies mostly in manag-
ing appearances and perceptions (Harvey, 1998). This
majority of the literature on service quality in the 1970s
and 1980s reveals four main attributes: 1) intangibility,
2) heterogeneity, 3) perishability, and 4) inseparabil-
ity. Intangibility is an attribute often cited as having no
tangible quality. Customers cannot evaluate a service
prior to consumption, during consumption and cannot
store the service after consumption (Zeithaml, 1991).
Heterogeneity relates to the potential variability in the
actual performance of services and is supported by
Looy et al., (1998). The third attribute perishability is
grounded in the theory that services cannot be saved
or inventoried for future use. The last attribute is the
inseparability of production and consumption occur
simultaneously.

2.3 Business performance

Neely (1999) explains why there has been such an
increase in interest in a more strategic perspective
to performance measurement systems since the late
1980s. The researcher expresses the view that there
are seven main reasons for performance measurement
being necessary in the current business environment.
The researcher also claims that the main reasons for
performance measurement being so critical today are:
1) the changing nature of work, 2) increasing compe-
tition, 3) specific improvement initiatives, 4) national
and international quality awards, 5) changing orga-
nizational roles, 6) changing external demands, and
7) the power of information technology. Thus, as
pointed out by Dangayach and Deshmukh (2001)
performance must have a strategic input to these issues.

2.4 Market orientation, service quality and
business performance

Market Orientation is taking on increasing impor-
tance both domestically and internationally, in today’s
changing global environment, many businesses are
facing intensifying competition and rapid deregula-
tion, and in order to achieve competition advantage
and efficiency, businesses have to seek profitable ways
to differentiate themselves. It is one strategy that
has been related to success in the delivery of high

service quality, especially during times of intensive
competition.

As market orientation is becoming a major part of
business practice, it is important to be able to measure
and research its effectiveness. Managers should try to
avoid perpetuating a corporate culture that emphasizes
producing quality products, which sell themselves as
this may damage business performance. Instead, man-
agers should research markets to ensure their firms
are producing services, which customers want rather
than those, which managers perceive to be desirable.
A market-oriented firm continuously monitors cus-
tomers’ changing needs and attempts to satisfy those
needs by modifying its total offerings, while making
a profit. In the long run, a market-oriented firm may
produce higher profits through superior quality, which
in turn, leads to higher productivity. (Zeithaml et al.,
1991).

3 METHODOLOGY

This study employed a quantitative research design
with a structured questionnaire as the research instru-
ment for primary data collection. The Malaysian
Accommodation Directory published by the Malaysian
Tourism Promotional Board (2009/2010) categorized
the five star rated hotels as large-sized hotels, and four
star hotels as medium-sized hotels. Based on the above
information, there were in total 181 large-sized and
medium-sized hotels (104 four star and 79 five star
hotels) in Malaysia.

This study focused on the individual level of analy-
sis. In regards to this consideration, the relevant unit of
analysis of this study was the hotel firms from four and
five stars hotel located in Klang Valley and the Federal
Territory of Malaysia, because the highest distribution
of four and five stars hotels are allocated within the
areas mentioned. Respondents or participants (hotel
general managers) were asked to rate their opinion on
their individual hotels and in regards to the hospital-
ity and tourism current economy trend in the Federal
Territory and the Klang Valley of Malaysia.

The data collected for this study were primary
data by means of a mail questionnaire. A total of 61
self-administered questionnaires with a cover letter
explaining the purpose and procedures of the research
were then distributed (via mail and hand delivered)
through the Klang Valley’s four and five star hotels
and four star Service Apartments. The cover letter also
requested for their sincere cooperation. The respon-
dents were asked to indicate the degree to which a
number of characteristics are related to their mar-
ket orientation approach, their perceptions on service
quality, and to indicate on their average occupancy per-
centage, average return on sales, and average return
on assets. Twenty-two completed questionnaires were
received (via mail) before the projected time-line and
another eleven were received several weeks later (per-
sonal collection) and finally another eight more were
received (via mail) after the projected time-line. A

310



Table 1. Stepwise regression results of occupancy upon
market orientation and service quality variables.

IV B Std. error Std B t Sig.

Constant −5.021 5.192 −.967 .340
MO 10.012 2.032 .510 4.926 .000
Res 6.775 1.518 .462 4.462 .000

Figure 1. The Relationship between MO, SQ and Occu-
pancy %.

total of forty-one completed questionnaires were col-
lected, representing a 67.2% response rate. All 41
questionnaires were retained for analysis.

4 RESEARCH FINDINGS

4.1 Hypothesis testing

H1: Service Quality (SQ) mediates the relationship
between MO and Occupancy %

This hypothesis posits that service quality medi-
ates the relationship between market orientation and
business performance. The standard regression coef-
ficients from the models in step one and step two
were used to test the mediating effect of service qual-
ity on market orientation to business performance
relationship. The results for stepwise multiple linear
regression of MO and SQ variables upon occupancy
% are provided inTable 1 below. MO and SQ was found
to be significant predictors of Occupancy. The p-value
for the residual scores was more than 0.05, indicat-
ing normality of the residual terms. The standardized
regression weights of MO and Responsiveness (Res)
are 0.51 and 0.46, respectively. The results identi-
fied the significant predictors of market orientation
variables on service quality variables.

Based on the results from Figure 1, the standardized
regression weights of MO on tangibility, responsive-
ness, relationship, accuracy and empathy are 0.68,
0.76, 0.66, 0.66 and 0.69, respectively. The standard-
ized regression coefficients from the stepwise regres-
sion analyses are shown in Figure 4.2. The indirect
effect of RMI on Occupancy % through Respon-
siveness is 0.76 × 0.46=0.35, which is more than

Table 2. Stepwise regression results of ROA upon market
orientation and service quality variables.

IV B Std. Error Std B t Sig.

Constant −32.027 5.440 −5.887 .000
MO 5.994 2.346 .370 2.555 .015
Tang 7.524 1.997 .389 3.767 .001
Res 3.282 1.438 .268 2.282 .028

Figure 2. The relationship between MO, SQ and ROA.

0.085 (Hair, 2006). Thus, H1 is accepted and Respon-
siveness mediates the relationship between MO and
Occupancy %.

H2: Service Quality (SQ) mediates the relationship
between MO and ROA

Table 2 provides the stepwise regression results
of Return on Assets (ROA) upon market orientation
and service quality variables. As shown in the table,
MO and Tangibility (Tang) and Responsiveness (Res)
both service quality variables, were found to be sig-
nificant predictors of Return on Assets. The p-value
for the residual scores was more than 0.05, indicating
normality of the residual terms.

The standardized regression weights of MO, tangi-
bility (Tang) and Responsiveness (Res) are 0.37 and
0.39 and 0.27, respectively.

As indicated in Figure 2, the indirect effect of MO
on ROA through Responsiveness is 0.76 × 0.27 = 0.21
which is more than 0.085.Thus, Responsiveness medi-
ates the relationship between MO and ROA. The
indirect effect of MO on ROA through tangibility is
0.68 × 0.39 = 0.27 which is more than 0.085. Thus,
Tangibility mediates the relationship between MO
and ROA. As a result, the hypothesis is accepted.
That is tangibility and responsiveness mediates the
relationship between MO and ROA.

H3: Service Quality (SQ) mediates the relationship
between MO and ROS

Table 3 provides the stepwise regression results of
Return on Sales (ROS) upon market orientation and
service quality variables. MO and Responsiveness and
Empathy (Emp), service quality variables, were found
to be significant predictors of Return on Sales. The
p-value for the residual scores was more than 0.05,
indicating normality of the residual terms.
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Figure 3. The Relationship between MO, SQ and ROS.

Table 3. Stepwise regression results of ROS upon market
orientation and service quality variables.

IV B Std. Error Std B t Sig.

Constant −7.707 5.038 −1.530 .135
MO 6.024 1.761 .518 3.421 .002
Res 5.902 1.542 .671 3.827 .000
Emp 3.803 1.351 .442 2.815 .008

Table 3 depicts the standardized regression weights
of MO, Responsiveness (Res) and Empathy (Emp)
which are 0.52, 0.67 and 0.44, respectively. Based on
Figure 3, the indirect effect of MO on ROS through
Responsiveness is 0.76 × 0.67 = 0.51, which is more
than 0.085. Thus, Responsiveness mediates the rela-
tionship between MO and ROS. The indirect effect of
MO on ROS through Empathy is 0.69 × 0.44 = 0.30,
which is more than 0.085. Thus, Empathy mediates
the relationship between MO and ROS. As a result,
H3 is accepted. That is responsiveness and empathy
mediates the relationship between MO and ROS.

5 DISCUSSION

The results presented support Rust et al., (1995)
that service quality helps to generate higher rev-
enue and yield a better profitability and both market
orientation and service quality moderate offerings
and have a positive impact on business performance.
A market-oriented firm continuously monitors cus-
tomers’ changing needs and attempts to satisfy those
needs by modifying its total offerings, while mak-
ing a profit. Modifications often requires significant
financial investment if the market has been neglected
or misunderstood for an extended time period. Firms
undertaking significant modifications, in response to
customers’ constant changing needs, may experience
poor near-term profitability.

Conversely, a market-oriented organization is able
to match the customers’ needs with an organization’s
capability. Understanding what customers want and
do not want can result in greater efficiency, reduce
waste in management and manufacturing, and enhance
competitive advantage. Although previous studies did

not incorporate intermediate variables in their models,
the empirical support indicates a direct effect of market
orientation on profitability.

The most common treatment of market orienta-
tion with a services domain has been as a source of
competitive advantage, making a direct contribution
to performance. The level of market orientation in a
business unit is the degree to which the business unit
obtains and uses information from customers, devel-
ops a strategy which will meet customer needs, and
implements that strategy by being responsive to cus-
tomer needs and wants. The most critical external
environment in developing a market orientation is the
customer. The second dimension of market orientation
is the development of a plan of action or a customer
focused strategy (Ruekert, 1992).

In general, the support for the market orientation-
service quality suggests how a market-oriented service
firm may achieve a higher quality level. This illus-
trates the importance of market orientation in devel-
oping and implementing a total quality management
program aiming to improve delivered services. The
intermediate role of quality in the market orientation-
performance relationship provides a clearer picture on
how the effect of a market-oriented effort should be
evaluated.

The study has achieved the stated objective and all
the posited research questions have answered. Congru-
ent with such notion, the market orientation as well as
the service quality was observed to have a significant
predictive influence on hotel business performance. In
summary, it is hoped that the study findings may offer
some insights into Malaysian hotel organizations to
better understand the implication of business perfor-
mance and strategically manage the service quality in
order to execute the market orientations. Owing to the
current environment of professionally grooming the
hotel managers to be market oriented, the application
of service quality dimensions is imperative since they
play a significant role in delivering superior business
performance outcomes.
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A preliminary study of internal reference prices and purchase
intentions in hotels
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ABSTRACT: An internal reference price, which constituted from memory, is recognized to influence cus-
tomer purchase decisions. There have been numerous debates in reference pricing literature pertaining to the
most agreeable internal reference price dimensions used by customers when evaluating their purchase decisions.
However, the questions of which internal reference price dimensions is the most agreeable especially in consid-
ering hotel prices has yet not been addressed. This preliminary study has surveyed 35 hotel customers to identify
the relationship between internal reference price and purchase intentions. Besides, this study also examined
which is the most agreeable internal reference price dimensions that influencing the purchase intentions among
hotel customers. The Correlation analysis showed that there was a strong correlation between internal reference
price and purchase intentions among hotel customers. The author identified market price as the most agreeable
dimension among hotel customers when evaluating hotel prices.

Keywords: Hotel pricing, internal reference price, Malaysian hotel, purchase intentions, reference price

1 INTRODUCTION

Numerous studies have been conducted emphasiz-
ing on reference price points within marketing lit-
eratures (Bell, Biyalogorsky and Carmon, 1997;
Diamond and Campbell, 1989; Klein and Oglethorpe,
1987; Lewis and Shoemaker, 1997; Mazumdar, Raj
and Sinha, 2005; Moon, Russell and Duvvuri, 2005;
Ranyard, Carlton and Williamson, 2001; Roy, Chan
and Cheema, 2007; Vaidyanathan, Aggarwal, Stem Jr,
Muehling and Umesh, 2000). and focusing on how
customer form their reference price points and uti-
lize it to influence their purchase behavior. In addition,
all of these studies examined the formation of refer-
ence price points that built into internal reference price
(IRP), external reference price (ERP), and its effect on
consumer behaviors, specifically purchase intentions.
However, most of the studies emphasized more on the
effect of reference price toward purchase intentions
within physical or tangible products where the price is
normally fixed unless a promotional activity such as
discount is introduced.

Service organizations such as hotels, airlines,
restaurants and other hospitality businesses are known
in providing intangible products (rooms and seats).
Many studies in hospitality field have empirically
proved that hospitality services, specifically hotels
and airlines are practicing dynamic pricing strategy
or sometimes called differentiation pricing strategy,
price segmentation and price discrimination (Jauncey,

Mitchell and Slamet, 1995; Kimes, 2003; Kimes and
Wirtz, 2003; Mathies and Gudergan, 2007). Such prac-
tices are developed to maximize the utilization of fixed
capacity against high variable demand. To illustrate
this, a hotel with 500 rooms is unable to accommodate
more than the capacity allowed at a particular night.
The same goes to the airline seats. Therefore, an effec-
tive mechanism need to be developed to manage the
demand so that it can perfectly matched and optimized
the capacity and revenue. This practice is known as
revenue management.

According to Lewis and Shoemaker (1997), refer-
ence prices for services are usually more complicated
in the consumer’s mind than reference prices for tan-
gible goods. To illustrate the difference of reference
price points between tangible and intangible products,
consider this example. A customer has a fairly good
idea of how much to pay for a kilogram of flour or a
unit of refrigerator, but the price of hotel room is a big
question for the customer. It is because, the price of
flour is widely known due to its commodity value and
the price of a refrigerator can be expected through its
features and functions. However, a price of rooms is
different according to its size, amenities, location and
services. In addition, it is more complicated when the
price of room is uneven especially due to the high
and low demand. The application of revenue man-
agement where dynamic pricing is practiced adds to
customers’ confusion. This might results in the lack of
consumer expectation ability to form a reference price
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points to influence their behavioral intentions. Con-
sequently, consumers often contemplate a price range
rather than exact price of the room. Therefore, it is
important to identify the question of how customers
evaluate the uncertainty of hotel pricing structure in
making purchase decision.

1.1 Purpose of the study

The purposes of the study were to measure the rela-
tionship between internal reference price and purchase
intentions among hotel customers as well as to identify
which is the most agreeable internal reference price
dimension among hotel customers in evaluating room
prices.

2 LITERATURE REVIEW

2.1 Aspiration-based IRP

Aspiration level reference price can be defined as “a
price point that represent consciously established goals
or targets for an attribute” (Klein and Oglethorpe,
1987, pp. 184). Aspiration level of reference price also
refers to a price expected based on social compari-
son for a similar product category (Mezias, Chen and
Murphy, 2002). In other words, customers have their
own understanding and awareness about the price of
a product or service by observing and evaluating its
attributes. According to Klein and Oglethorpe (1987),
in order for customer to form an aspiration level of ref-
erence price, certain criteria must be considered which
include interest in the product or the degree of involve-
ment, knowledge of product or service attributes, and
the importance of product or service attributes. They
added that if the customers have low degree of involve-
ment, knowledge of the product and unsure about
their attribute preferences, no reference point may be
formed. In this case, the customers need stimuli from
ERP by exposing to the posted prices. However, if
the customers have a very good product knowledge,
high interest on the product and familiar with what
attributes important to them, it will most likely result-
ing in the formation of conscious goal, thus raising an
aspiration level.

2.2 Market-based IRP

Market level reference price is defined as the cus-
tomers’ perception about the price level in the mar-
ketplace (Vaidyanathan, 2000). This type of IRP is
normally based on the evaluation of prices offered by
several brands of a similar product or service cate-
gory (Klein and Oglethorpe, 1987). In other words,
customers are comparing competitive prices in brand
choice decisions (Golman and Loewenstein, 2011).
For example, if a customer knows that a price for X
brand shampoo among several stores is RM10 per 1
liter in average, he or she will expect to get it at RM10
for every purchase.

2.3 Relationship between IRP and purchase
intentions

Klein and Oglethorpe (1987) evaluated possible ref-
erence point effects on riskless choice outcomes and
processes.They found that the role of knowledge about
the attribute (aspiration-based) appears to play a sig-
nificant role in making purchase decision. Diamond
and Campbell (1989) investigated the practice of the
framing of sales promotions and its effects on ref-
erence price change toward purchase intention. The
purpose of this investigation was to observe the trends
of participants’ attitude towards the monetary and
non-monetary promotions, and how they shift their ref-
erence price in making purchase decision. The results
showed participants’ reference price was affected by
price promotions. However, the non-monetary pro-
motions were more interesting rather than monetary
promotions. This once again proposed that aspiration-
based reference price play a significant role toward
purchase intention.

Vaidyanathan et al. (2000) examined the impact of
aspirational and market-based IRP on deal evaluation
and purchase intention. They argued that the three
constructs of IRP proposed by Klein and Oglethorpe
(1987) were overlapped by assuming that aspiration
and market-based IRP originated from historical-
based IRP. Therefore, only two instead of three vari-
ables were investigated. Their results showed that
customer in evaluating deal used both aspiration and
market-based IRP. However, several factors such as
price uncertainty may affect customer price judgments
and this will influence their purchase decision.

Rob et al. (2000) also discussed about the role of
IRP in consumers’ willingness to pay judgments by
replicating Thaler’s Beer Pricing Task. Originally, this
task was to measure the attitude of customers on trans-
action utility where customer would prefer to pay for a
product below their reference price rather than product
higher than their reference price. The authors showed
that generally, general IRP (aspiration, market-based
and historical) play significant roles in making pur-
chase decision. In contrast, Mazumdar et al. (2005)
reviewed past literatures on various effects of IRP on
purchase intentions. Based on their review of various
IRP conceptualization mainly expectation-based, nor-
mative (fair or just prices) and aspirational-based IRP,
they concluded that expectation-based pricing is to be
used for a product with high competition or with many
alternatives, stable price over time and having trans-
parent pricing. The normative IRP can be applied to
monopolistic type of businesses such as medicine and
gasoline where customer is locked in to the product
category that is essential for living. Meanwhile, aspi-
rational IRP is suitable to be applied in businesses that
practices discriminatory pricing strategy and lack of
transparency such as in airlines and hotels.

Finally, Roy et al. (2007) conducted an experimental
study for online store investigating the pre and post
formation of IRP and its effects on purchase decisions.

Their results showed that the purchase decision was
more likely to be higher during pre evaluation of prices
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rather than post evaluation. They concluded that cus-
tomer prefer forward looking type of IRP in making
purchase decision.

3 METHOD

3.1 Sample and data collection method

This pilot study employed self-administered question-
naire to describe the characteristics of the variables of
interest. Thirty five customers of Hotel UiTM, Shah
Alam were selected as the participants in this study.
The hotel was selected due to its convenient loca-
tion and the sample can represent the actual sample
of the study. A convenience sampling was chosen as
the study depends on the willingness and availability
of the respondents to participate (Creswell, 2003). A
letter seeking permission to conduct the study at the
hotel was sent to the manager a week before question-
naires were distributed. Customers were approached
and invited to fill in the survey after they have com-
pleted their check-out procedure. A 100% response
rate was obtained.

3.2 Instrumentation

The questionnaire was divided into three sections
and developed by adapting items from Tong Yin
and Paswan (2007), Karande (2011) and Klein and
Oglethorpe (1987) to measure two different constructs
of internal reference prices including aspiration and
market price. Besides, the questionnaire also adapted
Doods et al. (1991) items for purchase intentions. The
first section identified the variety of possible IRP con-
ceptualized by the customers. This sections used five
point Likert-scale on the level of agreement from (1)
“strongly disagree” to (5) “strongly agree”. The sec-
ond section measured the purchase intentions of the
respondents using the same scale. While, section three
asked customers’ demographic profile includes gen-
der, age, nationality, purpose of trip, frequency of stay
and the income level. The questionnaire was written in
two languages: Malay and English, as both languages
are well accepted, spoken and written in this country.
The clarity and understandability of contents, as well
as appropriateness of scales and time were also asked
during this pilot study.

3.3 Questionnaire analysis

Descriptive statistics (means, standard deviation, fre-
quencies, percentages, skewness and kurtosis) were
used to examine the distribution of the data. Cronbach
Alpha was run to measure the reliability of items. A
correlation test was run to satisfy the purposes of this
study.

4 RESULTS

Data appeared to be normally distributed as the skew-
ness and kurtosis of all the variables were within ±2.

Table 1. Correlation between internal reference price and
purchase intentions.

Internal
reference Purchase
price intentions

Internal Pearson correlation 1 .515**
reference Sig. (2-tailed) .002
price N 35 35

Purchase Pearson correlation .515** 1
intentions Sig. (2-tailed) .002

N 35 35

**Correlation is significant at the 0.01 level (2-tailed).

The variables also were found reliable with the Cron-
bach alpha value of 0.82. Additionally, majority of the
respondent stated that they took 10 minutes to com-
plete the questionnaire and most of them commented
that the questionnaire was readable and understand-
able. The only recommendation was to improve on
the Malay language as certain words and phrases used
were not clear.

Female respondents represented 80% of the total
respondents and most of them (77%) were within the
age group of 25–34 years old. 97% of the respon-
dents’ have at least a Bachelor’s Degree and 63% of
them earn RM1000–RM2000. Majority of the respon-
dents (85%) were students and their purpose of trip
was mostly account for leisure.

4.1 The relationship between internal
reference price and customer purchase
intentions

Table 1 provides an overview of the relationship
between internal reference price and purchase inten-
tions among customers in Hotel UiTM, Shah Alam.
There was a significant correlation between inter-
nal reference price and customer purchase intentions,
r = .52, p < 0.01.

4.2 The relationship between aspiration price
and market price on purchase intentions

The Pearson analysis showed that there was a signifi-
cant correlation between aspiration price and customer
purchase intentions (r = .38, p < 0.05) as well as mar-
ket price and customer purchase intentions (r = .58,
p < 0.01). Refer Table 2.

5 DISCUSSIONS

The objectives of this pilot study were to identify the
correlation between internal reference price and pur-
chase intentions as well as to examine the most agree-
able internal reference price dimensions on purchase
intentions among hotel customers.
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Table 2. Correlation between aspiration price and market
price on purchase intentions.

Aspiration Market Purchase
price price intentions

Aspiration Pearson 1 .506** .380*
price correlation

Sig. .002 .024
(2-tailed)
N 35 35 35

Market Pearson .506** 1 .577**
price correlation

Sig. .002 .000
(2-tailed)
N 35 35 35

Purchase Pearson .380* .577** 1
intentions correlation

Sig. .024 .000
(2-tailed)
N 35 35 35

*Correlation is significant at the 0.05 level (2-tailed).
**Correlation is significant at the 0.01 level (2-tailed).

The results suggested that there was a significant
correlation between the internal reference prices and
purchase intentions among hotel customers. It means
that most of the respondents agreed that they used
past memory to evaluate the room prices before decid-
ing to purchase it. Additionally, market price was
showed to have a strong significant correlation with
purchase intentions as compared to aspiration price
which only showed a moderate significant correlation
with purchase intentions. This finding is in support
to Mazumdar et al. (2005) who found that a busi-
ness that practice discriminatory pricing and provide
little transparency on their pricing term is suitable
to use customers’ IRP as the basis of their pricing
strategy. This also implies that due to the uncertainty
of hotel room pricing, customer prefer to use their
past memory especially the market price when com-
paring and evaluating their purchase decision. Klein
and Oglethorpe (1987) also corroborated that when
customers are knowledgeable and highly involved in
pricing practices, they tend to use IRP more than
ERP. Although Vaidyanathan et al. (2000) found that
both aspiration and market price were simultaneously
played a major role in determining the value of deal
evaluation and customer purchase decision; they stated
that the results may be different under the influence
of price uncertainty. In support to their findings, this
study is seen to fill the gap and provide evidence
that under price uncertainty (hotel pricing), customers
have greater dependence on the market price over
aspiration price. Therefore, through the correlation
analysis, the objectives of this pilot study have been
fulfilled.

6 CONCLUSION

This pilot study provides a preliminary knowledge on
the IRP orientation in hotel purchases. IRP plays a
crucial role in determining customers’ willingness to
buy a hotel room. Perhaps, the results of this study
may help hotel managers to further clarify their mar-
ket segmentation strategy focus on customers who are
more prices sensitive. Besides, the reference price also
could help managers to estimate for the right timing of
promotional activities such as discounting and pack-
aging of services. Further, findings of this study could
help customers to fully understand the pricing concept
of hospitality industry especially hotels that are prac-
ticing dynamic pricing. By recognizing the reference
price effects, customer will know what, when and how
to evaluate the price and purchase hotel rooms that
worth their money.

REFERENCES

Bell, D., Biyalogorsky, E., Cormon, Z., 1997. New direc-
tions in reference price research, Advances in Consumer
Research, 24, pp. 328–329.

Creswell, J.W. 2003. Research design: Qualitative, quantita-
tive, and mixed methods approaches (2nd ed.). NewYork:
John Wiley & Sons, Inc.

Diamond, W.D., Campbell, L. 1989. The framing of sales
promotions: effects on reference price change, Advances
in Consumer Research, 16, pp. 241–247.

Dodds, W.B., Monroe, K.B., Grewal, D. 1991. Effects of
price, brand, and store information on buyers’ prod-
uct evaluations, Journal of Marketing Research, 28 (3),
pp. 307–319.

Golman, R., Loewenstein, G. 2011. Explaining noncouvex
preferences with aspirational and status quo reference
dependence, Department of Social and Decision Sciences,
Carnegie Mellon university.

Jauncey S., Mitchell I., & Slamet P.1995.The meaning
and management of yield in hotels, International Jour-
nal of Contemporary Hospitality Management. 7 (4),
pp. 23–26.

Karande, K., Magnini, V.P. 2011. The relative set of con-
textual and temporal reference price components in hotel
and airline purchases, Journal of Hospitality and Tourism
Research, 35 (1), pp. 119–141.

Kimes, S. E. 1994. Perceived fairness of yield management.
The Cornell H.R.A Quarterly, pp. 22–29.

Kimes, S. E., & Wirtz, J. 2003. Has renenue manage-
ment become acceptable?. Journal of Service Research,
pp. 125–135.

Klein, N.N., Oglethorpe, J.E., 1987. Cognitive reference
points in consumer decision making, Advances in Con-
sumer Research, 14, pp. 183–187.

Lewis, R.C., Shoemaker, S. 1997. Price-sensitivity measure-
ment: A tool for the hospitality industry, Cornell Hotel
and Restaurant Administration Quarterly.

Mazumdar, T., Raj, S.P., Sinha, I. 2005. Reference price
research: review and propositions, Journal of Marketing,
69, pp. 84–102.

Mezias, S.J., Chen, Y.R., Murphy, P.R. 2002. Aspiration-
level adaptation in an American financial services orga-
nization: A field study, Management Science, 48(10),
pp. 1285–1300.

318



Moon, S., Russell, G.J. 2002. Profiling the reference price
consumer, Journal of Retailing, 82(1), pp. 1–11.

Ranyard, R., Charlton, J.P., Williamson, J. 2000. The role
of internal reference prices in consumers’ willingness to
pay judgments: Thaler’s beer pricing task revisited, Acta
Psychoologica, 106, pp. 265–283.

Roy, S., Chan,T., C,A. 2007. Price expectations and purchase
decisions: Evidence from an online store experiment,

Center for Research in Economics and Strategy, Olin
Business School, Washington University.

Vaidyanathan, R., Aggraval, P., Stem Jr, D.E., Muehling,
D.D., Umesh, U.N. 2000. Deal evaluation and purchase
intention: The impact of aspirational and market-based
internal reference prices, Journal of Product and Brand
Management, 9(3), pp. 179–192.

319



This page intentionally left blankThis page intentionally left blank



Islamic hospitality and tourism



This page intentionally left blankThis page intentionally left blank



Current Issues in Hospitality and Tourism Research and Innovations – Zainal et al (eds)
© 2012 Taylor & Francis Group, London, ISBN 978-0-415-62133-5

The expectations of Muslim religious customers in the lodging industry:
The case of Turkey

I.M. Ozdemir & O. Met
University of Balıkesir, The School of Tourism and Hotel Management, Balıkesir, Turkey

ABSTRACT: As the world tourism market is constantly growing, at the same time market segmentation
practices also increase. One of the new and growing market segments is religious tourism. Also, religious
tourism is being sub-segmented according to different religions and different countries. Being secular and also
having a Muslim majority in its society, Muslim-religious tourism in Turkey began in 1990s and there is an
increase in the number of Islamic hotels which meet the demand. Muslim-religious tourism has been studied
little around the world. And in Turkey, there are few non-empirical studies about the subject. This study is the
first empirical research ever conducted about religious tourism subject in Turkey. The object of this study is, to
determine expectations and experiences about the hotel services of domestic tourists who take part in Islamic
tourism. The study is based on a survey which implemented on customers who accommodate at Islamic hotels.
Results indicate that, the expectations and experiences of Muslim religious (devout) domestic tourists in Turkey
have distinctive characteristics.

Keywords: Islamic hotel, satisfaction, hijab

1 INTRODUCTION

Contemporary marketing approach requires busi-
nesses to make a market research, choose the most
convenient market segment(s) by segmenting the mar-
ket and develop appropriate products for target market
before producing products (Kozak, 2010). The situa-
tion is no different than this in tourism market where
there is a highly intense competition. Lodging busi-
nesses which serve to the tourism market, have been
tending to find new market segments and even develop
niche markets to gain competitive edge (Weidenfeld,
2006).

In recent years, one of the emerging market trends
over the world is religious tourism. Religious tourism
contains environments and services which religious
(devout) people can fulfill their religious needs and
practice their religions comfortably along with their
common needs with other tourists during their trav-
els. In religious tourism, primarily lodging businesses,
along with some other tourism businesses, meet the
religious needs of religious (devout) customers.

Inherently, religious tourism market has segments
within itself. Different religious (devout) tourists by
having different religious beliefs have different reli-
gious needs, so initially; it is inevitable for religious
tourism to be segmented according to different reli-
gions such as Islam, Christianity and Judaism etc. It is
also possible to consider, the religious (devout) tourists
who are members of different sects and denominations

which are quite different from each other as a different
market segment. However, there are some groups with
quite different insights and practices even though they
are members of the same sector denomination. Briefly,
religious tourism market is in a highly heterogeneous
state.

Although the researchers have conducted researches
about the various aspects of the hospitality industry,
they have attached very little importance regarding
devout tourist market segment and their special needs
(Weidenfeld, 2006). In Turkey, there are a few stud-
ies on Islamic tourism and there are not any empirical
studies. With a better understanding of the religious
needs of devout Turkish tourists, lodging businesses
which operate in this market segment could improve
their customer satisfaction and raise their market share.

In this study, domesticTurkish Islamic tourists’reli-
gious needs and expectations from lodging businesses
are studied. The extent of the study is kept limited to
the determination of the importance of which religious
factors that affect domestic Muslim devout holiday
makers about their choices of lodging facilities. With-
out doubt there are lots of devout tourists coming to
Turkey from other Muslim countries. But foreign Mus-
lim devout tourists have different vacation habits. For
example, Muslim tourists arriving fromArab countries
usually take their vacations by renting houses with
their large families. On the other hand, Turkish peo-
ple prefer to take their vacations at accommodation
facilities which have the qualities of an Islamic hotel.
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2 LITERATURE REVIEW

The semantic confusion between religious tourism and
Islamic tourism has not been over yet. In this field, pre-
ferred concepts might not be mutual for all nations
and religions. It is also possible that according to
countries, nations and religions there might be differ-
ent sensitivities and misunderstandings on this matter.
For instance, the term “Muslim tourist” is used fre-
quently in literature. This term includes all the Muslim
tourists and causes a false perception hence not all
Muslims are religious. So a non-devout Muslim or
an adherent of another religion does not demand any
religious services from lodging businesses. As a mat-
ter of fact this type of people forms the rest of the
tourism market apart from religious tourism. There-
fore in this study the term “Muslim devout tourist”
will be used.

Some researchers define religious tourism briefly as
individuals visiting sacred venues (Collins-Kreiner ve
Kliot, 2000). Some other researchers define religious
tourism as a type of tourism which is formed by holi-
day makers who travel particularly because of religious
reasons. And devout tourists are holiday makers who
travel based on their religious motivations. Devout
tourists can visit a spiritual location or travel due to
religious purposes blended with secondary purposes
such as; visiting relatives, doing business and attend-
ing to occupational meetings (York, 2002; Vukonic,
1996).

Islam is a religion which is related with all the areas
of life. Muslim devout tourists would like to main-
tain their religious life styles during their travels and
accommodations. Devotions (prayers), food and bev-
erage, manners and relations have to be appropriate to
the mentality of devout Muslims. As a result, Turkish
Muslim religious customers accommodate at Islamic
hotels for the purpose of pleasure rather than religious
services. While accommodating for such purpose they
demand the religious services which they always need
such as masjid, providing Quran in rooms, et al.

Islamic rules is called “Sharia” and it contains
some commandments and prohibitions for which its
adherents to follow. Some of the most well-known
prohibitions are; gambling, consuming pork, drink-
ing and selling alcohol, dressing up inappropriately
et al (Zamani-Farahani and Henderson, 2010). Reli-
gious rules does not only contain prohibitions. It also
contains some devotions to be practiced. For exam-
ple, a Muslim must pray five times a day and must
fast for a month once in a year. In addition to this,
Muslims must avoid "immorality" (Hashim, Murphy
and Hashim, 2007). Most of the conducted studies
about religious tourism are associated with pilgrim-
age tourism or pilgrim tourism (Collins-Kreiner and
Kliot, 2000; William vd., 2002; Western, 1998; Sizer,
1997, 1998; Shachar and Shoval, 1999; Mishara, 2000;
Digance, 2003; Fleischer, 2000; Gibbons, 1999; Dhar
and Gupta, 1999). Needs of Muslim, Jewish and
Christian customers are examined in some studies
(Mansfeld vd., 1995; Hoffman, 1994; Fleischer, 2000;

Fleischer ve Nitzav, 1995; Collins-Kreiner ve Kliot,
2003; Weidenfeld, 2006).

Lodging businesses which provide services to the
segment of devout tourist market can prefer two
approaches to meet the religious needs of their poten-
tial customers. First, accepting the devout customers
along with the other non-religious “ordinary” cus-
tomers and adding adequate religious services to their
hotel products that is specific for devout customers.
In this option, customers would be in a heterogeneous
form at lodging facilities. In the second option, hotel
management can decide to accept only devout cus-
tomers exclusively due to the needs of the devout
tourists. In which case, the hotel products would be
designed entirely based on the requests of devout
tourists. "Islamic Hotels” in Turkey which operate in
devout tourist market have chosen the second option.

Whether there is a mixture of customer compo-
sitions or devout customers only, it is inevitable for
hotels that operate in this segment to add religious
elements to their product in order to meet the reli-
gious needs. For example, providing Quran, prayer
rug and compass in the room, prohibition of selling
and drinking alcohol, serving only “halal” food, limi-
tation on the apparel of the staff, separation of common
areas such as; pools and discotheques between men
and women, organizing religious activities, providing
prayer rooms inside hotel or proximity to a mosque
etc (Henderson, 2010; Weidenfeld, 2006; Weidenfeld
and Ron, 2008; Battour vd., 2011). The products of the
hotels which satisfy the religious needs, are required
to be in a structure that integrates religious and non-
religious elements. Although the needs of the devout
customers who are adherents of various religions are
different, there might be some mutual points. For
instance, providing Quran and prayer room for devout
Muslims or providing Bible and chapel for Christian
customers. Content and combination of the facilities
and services which the religious aspect of hotel product
contains is closely associated with the satisfaction of
the target group. Hotel’s marketing department should
create a database for devout customers as they have a
database for ordinary customers and collect character-
istics, needs and other service information of devout
customers in detail. When devout customers check
out from hotel, communication with them should be
continued and personal religious services should be
provided on their revisits. In this way, by satisfying
devout customers occupancy rates and revenues can
be increased.

3 METHODOLOGY

The aim of this study is, to determine the reli-
gious needs of the domestic devout Muslim tourists
who accommodate at hotels in Turkey for the pur-
pose of vacationing. In addition to this, the study
intends to determine whether or not there is cohe-
sion between the religious needs of devout customers
and religious aspects of Islamic hotels’ products. Data
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of the research is collected by implementing a sur-
vey to devout Muslim customers who accommodate
at Islamic hotels. First, a survey sheet is designed
and implemented for pilot research and redesigned
according to participants’ views. Foundations of the
Islamic Law, religious understanding of Turkish Peo-
ple and limited literature on related matter are used
in the design of the survey’s queries. The survey is
implemented on 304 devout customers who accommo-
dates at Islamic lodging facilities. The survey has two
sections: In first section there are questions to deter-
mine their demographical characteristics and vacation
habits. In the second section, 5-point Likert Scale is
used to determine hotel services which they request
and satisfies customers’ religious needs and to deter-
mine the levels of importance of such services at
Islamic hotels. The data obtained from the survey is
analyzed by SPSS 15.0 statistics program. Frequency
analysis and standard deviation are used to analyze
the data.

4 FINDINGS

4.1 Demographical characteristics of participants

Participants of the survey are mostly male (81%). And
also most of the participants are married (93%). Age
range is evenly balanced between young, adult and
middle aged. The vast majority of Islamic hotel cus-
tomers are mostly families with children. 40 percent
of the participants have a bachelor’s or a master’s
degree. Most of the consumers who participate in
Islamic tourism have a high level of income, mostly
businessman and self-employed.

4.2 Vacation habits of participants

The majority of the participants take vacations with
their families (91.5%). The choice of lodging facility
is largely made by all family members unanimously
(68,4%). Father is the sole decider of family’s facility
choice in 23.4% percent of the participants. Almost
half of the participants take vacation once a year. The
other half takes vacation twice or three times a year.
53.6 percent of participants take vacations between 11
and 20 days and 42.1 percent of them take vacations
less than 10 days. The majority of the participants take
vacation for the purpose of recreation-entertainment
(69.1%). The rate of participants who take vacation for
the purpose of healthcare or wellness is 16.4%. More
than half of the participants prefer to stay at five star
hotels (52%). The rest of the customers prefer four star
hotels and holiday resorts and time-share facilities.The
majority of the participants obtain information about
the hotel from their friends and relatives (72.7%), The
rest uses the internet (27.3%). On choice of vacation
season, 45.4 percent of the participants take vacation
both in winter and summer. 42.1 percent of the partic-
ipants take vacation only in winter. Only 10.9 percent
of the participants take vacation only in summer.

The majority of the participants reach their destination
with their own car (81.9%).

4.3 Religious needs of Muslim tourists

The religious needs and degrees of importance
of devout customers who spend their vacations at
“Islamic Hotels” in Turkey are presented in Table 1.

Devout Muslim Turkish people, primarily care
about their food to be eligible with religious law. Espe-
cially prohibition of selling and drinking alcohol at
hotel is very important. In addition to this, usage of
“pork meat” and related ingredients are command-
ments which are perceived with highest sensitivity.
One of the other matter about food is, following the
religious rules on animal slaughter. All these can be
called as “halal food”. These are the main limitations
about food and beverage in Islam and these are the
primary services that devout customers request from
hotels. 99 percent of the Turkish community is Mus-
lim so there is no compliance issue with Islamic rules
about food in daily life. In Turkey, alcoholic drinks
aside, the others became a part of societal culture.

In Islam, one of the matters which devout peo-
ple consider as important is, gender relations. In
such relations clothing of women plays an important
role. Separation of men and women at some places
and in some activities is an essential request of cus-
tomers. Propositions on this matter have a high level
of approval. Such as ”separate swimming points at sea
for men and women”, “separate swimming pools for
men and women”, “separate discotheques for men and
women” and “not allowing unmarried couples”.

The third group of religious needs which devout
hotel customers consider as highly important are about
praying. The most important needs about religious rit-
uals are indicated here. Such as “providing Quran,
prayer rug, beads, compass etc. in rooms”, “provid-
ing a prayer room inside the hotel or nearness to a
mosque” and “providing convenient meeting rooms
for religious and cultural activities”.

Although customers consider them highly impor-
tant, there are some relatively less important religious
requests. Such as “not playing foreign music in com-
mon areas”, “providing squat toilets”, “serving males
by male personnel”, “compliance of the personnel with
the Islamic dress code”, “separation of sports activities
between men and women and Sports activities”.

In this part, religious requests and needs are indi-
cated which customers consider “important”. The
questions in this category are less important than the
ones above. These are ”leisure activities with religious
content”, “usage of religious symbols and decora-
tive materials”, “all women customers wearing hijab”,
“devout hotel personnel” respectively.

The only question that the customers are hesitant
about is “allowing non-Muslim customers to hotel”.
The reason of this indecision is that customers have
never encountered with such situation since domestic
and Muslim tourists accommodate at Islamic hotels.
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Table 1. Religious needs of devout customers in hotels.

Mean Std. Dev.

Prohibition of alcoholic beverages 5 .00
Compliance of the food with islamic

rules
4,99 .057

Prohibition of pork meat and related
substances

4,99 .057

Separate swimming points for men
and women at sea

4,97 .169

Providing Quran, prayer rug, beads,
compass etc. in rooms.

4,97 .169

Separate pools for men and woman 4,96 .234
To have a “Halal” certificate for hotel 4,95 .216
Providing an adequate prayer room

inside the hotel that or proximity to
a mosque

4,88 .339

Not allowing unmarried couples 4,72 .481
Separate discotheques for men and

women
4,66 .478

Providing convenient meeting rooms
for religious and cultural activities

4,65 .475

Not playing foreign music in
common areas

4,62 .588

Providing squat toilets 4,60 .553
Serving males by male personnel 4,56 .636
Compliance of the personnel with the

Islamic dress code
4,54 .611

Separation of sports activities
between men and women

4,50 .500

Leisure activities with religious
content

4,46 .499

Usage of religious symbols and
decorative materials

4,36 .598

Serving females by female personnel 4,23 .864
All women customers wearing hijab 4,13 .807
Choosing devout hotel personnel 3,59 1,094
Not allowing Non-Muslims to hotel 3,24 1,083
Providing Miswak at rooms 2,69 1,011
Not allowing singles to hotel 2,51 .783

1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 =Agree,
5 = Strongly agree.

The two questions which customers consider as
unimportant are “providing miswak in rooms” and
“allowing single customers to hotel”. Using a miswak
is a sunnah so it is not mandatory. At the same time,
miswak usage is not common in Turkey. Devout Mus-
lims maintain their dental hygiene with toothbrush.
Allowing singles to hotel might contradict with the
customers’ family values. Another reason might also
be single and young people in customers’ families.

4.4 Islamic hotels in Turkey

Islamic lodging facilities in Turkey can be divided into
two groups: Coast hotels and thermal hotels. These
type of hotels have become popular in the past decade
(Doğan, 2011).There are 61 hotels that fit this descrip-
tion. Total number of beds is 32.761 (Duman, 2011).
43 of these hotels are coast hotels and the remain-
ing 18 are operating in thermal tourism. These hotels

Table 2. Success of Islamic hotels on meeting customer
needs.

Mean Std. Dev.

I maintain my religious sensitivity
during my vacations and during my
stays at lodging facilities as I maintain
them in my everyday life.

4,82 .382

The Islamic lodging facility which
we spend our holiday complies with
religious rules.

3,56 .917

1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 =Agree,
5 = Strongly agree.

consist of three, four and five star hotels and hol-
iday resorts. There are some hotels which are still
under construction. Thermal hotels are mostly located
at inlands of Turkey. Almost all the Islamic hotels have
similar religious qualities.

Promotion, marketing and sales activities are con-
ducted through some web sites or directly through TV
channels, newspapers, magazines and internet sites.
The Islamic hotels which cooperate with travel agen-
cies are selective about their choices. They only work
with limited number of travel agencies which are
appropriate with their concept. Not working with travel
agencies or working only with Islamic travel agen-
cies, Islamic hotels have the advantage of choosing
and controlling their customers according to their own
preferences. (Doğan, 2008).

When our findings are compared with services and
features of Islamic hotels, a partial conflict can be
observed between them. It is important that, at what
level the religious needs which customers consider as
highly important are met and if there are any unmet
needs. For this purpose, two basic questions are asked
to customers to determine whether or not they are
completely satisfied.

Customers do not consider the religious services
that Islamic hotels provide as sufficient to meet their
religious needs (See Table 2). Customers are uncer-
tain about whether or not the Islamic hotels meet their
religious needs completely. It can be said that lodg-
ing facilities meet the religious expectations of devout
customers minimally. Devout tourists maintain their
religious sensitivities while accommodating at a hotel
as they maintain them in their everyday life.

5 CONCLUSIONS AND SUGGESTIONS

In this study, for the first time in Turkey an empirical
research is conducted that aims to determine the basic
important religious needs of the customers who partic-
ipate in Islamic tourism. According to the findings of
the research, devout Muslim Turkish citizen tourists,
have various religious needs as a result of characteris-
tics of Islam and their own religious insights. To meet
these needs, all the aspects of the hotel are required
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to be designed due to such needs. At the same time,
to meet such needs, all the customers of the hotel are
required to be in a homogeneous form. At present,
customers do not consider the current Islamic hotels
are suitable for their religious expectations. Findings
of this study shed light on religious services which
Islamic hotels should make them as part of their
hotel product. There is a difference between the pre-
sentations of Islamic hotels and the expectations of
customers, so this proves that there is a lack of cus-
tomer satisfaction. Islamic hotels can try to develop
appropriate products through better analysis of the
requests and the needs of devout customers and might
increase their competitive strength.

This research also indicates a lack of conducted
researches on the aspect of supply. Religious and
other presentations of the hotels which operate in
the field of Islamic tourism should be determined
in detail. Thereby, the cohesion between supply and
demand would become more apparent. This study is
conducted to determine the religious needs of the
domestic customers in Turkey who participates in
Islamic tourism. In the same way, religious touristic
needs of the other Muslim communities should be
compared through investigation and the differences
should be determined. In conclusion, currently Islamic
tourism is at the stage of development around the world
and in Turkey and it is in a dynamic state. Primary
customers have high levels of income in this develop-
ing market segment. In the near future, it is expected
for middle-class to create demand. So that Islamic
tourism can be sub-segmented within itself. The lodg-
ing facilities which predict this new demand might
gain a competitive edge.
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ABSTRACT: Malaysia is one of the Islamic country that been blessed with multicultural and heritage, political
stabilize and lots of beautiful places to be visited. But somehow, there are lack of studies that emphasis on
motivational factors that influence tourist to visit a certain Islamic countries such as Malaysia. This will include
identifying which variables (push or pull) motivation that had a relationship to tourist experience and destination
loyalty which contradict with the previous researchers that tested on push and pull motivation towards customer
satisfaction and destination loyalty. The objectives of the study will be to examine the tourist motivation that
influence the destination loyalty and to assess the effect of tourist experience contribute to destination loyalty
in Islamic tourism. Stuctural equation modelling will be used as a tools to measure the hypothetical analysis
in this study. Furthermore, scope of study will be focussing the tourist particularly Malaysian tourist that have
experiencing travelling inbound and outbound places.The originality of the paper will contribute to the new
hypothesis model on the Islamic tourism perspective.Apparently, the expected result will be used to recommend in
order having better understanding in consumer buyer behavior particularly on Islamic tourism to the management
on how to strategies to Muslim customers.

Keywords: pull and push motivation, Islamic tourist, tourist experience, and destination loyalty

1 INTRODUCTION

There is not much known about the influence of reli-
gion on consumer and buyer decision making and
marketplace behaviors in marketing areas. In fact,
there is little common understanding among previous
marketing studies in measuring the effects of religion.

Islamic marketing should be addressed to this issue
which has not attracted the attention while current
market become rather isolated from the main stream
development of marketing strategies and approaches.
Culture influences buying habits and consumer behav-
ior in service context is constantly increasing (Mattila,
1999; Ueltschy and Krampf, 2001). However, evidence
from the previous research show that existing service
quality research failed to cover comprehensively the
diversity of perceptions of service quality of people
from different cultures (Smith and Reynolds, 2001).
Culture is a part of factor affecting the consumer
buyer behavior. While subculture can be divided into
four types: nationality groups, religious groups, racial
groups and geographical regions where religion is one
of the most influential determinants of human behavior
(Alam et al, 2011).

There are communities of Muslims worldwide and
it has been calculated that they number 1.57 billion

or 23 per cent of the global population. The phrase
‘Islamic Tourism’ usually describes Muslim tourists
travelling to destinations where Islam is the official or
dominant faith, often for reasons connected to religion
(Organization of the Islamic Conference (OIC), 2008).

In fact, tourism is a very important sector that could
play a significant role in the socio-economic develop-
ment of the OIC countries not only due to their existing
and potential tourism resources, but also because their
citizens travel in large numbers around the world for
business, leisure and other purposes.

Tourism industry is very crucial industry since it
contributes to the growth of economy particularly
in Muslim countries. The role of tourist motivation
experience has been overlooked. Not much papers dis-
cussing on halal tourism motivation. This study aims
to address this issue.

2 LITERATURE REVIEWS

2.1 Islamic marketing

Basically, subculture can be divided into four types:
nationality groups, religious groups, racial groups and
geographical regions where religion is one of the most
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influential determinants of human behavior. Religion
is an important cultural factor to study because it is one
of the most universal and influential social institutions
that have significant influence on people’s attitudes,
values and behaviors at both the individual and societal
levels (Mokhlis, 2009). According to Kotler (2000),
religion is part of culture that can shape people’s
behavior. Specifically, what this means is that people
who have religion hold certain values that are able to
influence their actions and decisions. Islam is a reli-
gion that guides Muslims in every aspect of life, not
just in specific acts of worship. For instance, in the
Quran verse, Al Isra’:26-27, Allah commands Mus-
lims not to consume or spend extravagantly, but to
spend in a way of Allah. Some other guidance which
have been provided for by Islam are how and what
to trade, how to interact with others and what can be
consumed. Islamic tourism can be defined as tourism
mainly by Muslims, although it can extend to unbeliev-
ers motivated to travel by Islam, which takes place in
the Muslim world (Al-Hamarneh, 2008; OIC, 2008b;
Henderson, 2009).

2.2 Motivation

The idea of the push-pull model is the decompo-
sition of a tourist’s choice of destination into two
forces; Push- a tourist away (from home), it attempts
to model the general desire to go and be somewhere
else, without specifying where that may be, while Pull-
a region-specific lure that’s pulls a tourist towards a
(general) destination. An internal motive is associ-
ated with drives, feelings, and instincts. An external
motive involves mental representations such as knowl-
edge or beliefs. From an anthropological point of view,
tourists are motivated to escape the routine of every-
day life, seeking authentic experiences (MacCannell,
1977).

According to Leiper (1990), tourists are pushed
by their own motivation towards places where they
expect their needs to be satisfied. Push motivations
have been seen to be useful in explaining the desire
for travel, as they are recognized as the starting point
of understanding tourists’behavior (Crompton, 1979).
Pull motivations are those that attract people to a spe-
cific destination once the decision to travel has been
made. They are destination-specific attributes, such as
natural attractions, food, people, recreation facilities,
or activities. Thus, pull motivations determine which
destination travelers will choose to go from those des-
tinations that match travelers’ motivations. As push
and pull motivations clearly have a connection, it is
important to understand the relationship between them
(Baloglu and Uysal, 1996).

The proposed study will use the hypothesized model
by Uysal and Yoon (2005) but the difference con-
tribution is instead of testing the satisfaction as the
moderating variable the researchers are interested to
look on experience rather than satisfaction which have
been agreed by Gentile, Spiller and Noci (2007). They
pointed out that, it is important to create value to the

Figure 1. Proposed theoretical framework.

customer by engaging them in an experience and par-
ticipation. The authors attempt to expand the notion
of customer relationship and satisfaction toward a
more meaningful Customer Experience. They further
illustrated the specific dimensions on customer expe-
rience that are a)Sensorial Components, b) Emotional
Components c) Cognitive Components d) Pragmatic
Components e) Lifestyle Components f) Relational
Components.

The significant contribution in the study of total
tourist experience came about in many conceptual
papers and articles, which one of those came from the
work of Macarenhas, Kesavan and Bernacchi (2006).
The authors discuss the approach of a total customer
experience in ensuring a lasting customer loyalty.They
advocated the importance of having ‘an emotional
involvement’ across all the interaction between the
customer and seller. Mascarenhas et al (2006) defined
total customer experience as a totally positive, engag-
ing, enduring, and socially fulfilling physical and
emotional customer experience across all major lev-
els of one’s consumption chain and one that is brought
about by a distinct market offering that calls for active
interaction between consumers and providers.

2.3 Destination loyalty

Travel destination can be considered as products, and
tourists may revisited or recommend travel destina-
tions to other potential tourists such as friends or
relatives (Uysal andYoon, 2005). The study of the use-
fulness of the concept of loyalty and its applications
to tourism products or services has been limited, even
though loyalty has been thought of as one of the major
driving forces in the competitive market (Dimanche &
Havitz, 1994). Tourists may have a favorable attitude
toward a particular product or destination, and express
their intention to purchase the product or visit the des-
tination. Thus, loyalty measures consumers’ strength
of affection toward a brand or product, as well as
explains an additional portion of unexplained variance
that behavioral approaches do not address (Backman &
Crompton, 1991).

3 METHODOLOGY

A structured questionnaire will be used to collect data
from the tourists that stay at Malaysia. The Muslim
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tourist either from Malaysia or foreign tourist will be
taken as a sample in this study. The sample is being
taken based on convenient sampling bases.

Reliability Analysis (Cronbach Alpha) will be used
in determining the consistency and stability of each
variable in this study. The demographic variables will
be analyzed using the frequency analysis. Regres-
sion analysis will be used to identify the relationship
between a response variable and one or more predictor
variables.

3.1 Exploratory factor analysis

A principal component extraction with varimax rota-
tion was utilized in reducing these large items to a
more manageable set, since it has been recognised to
be a valuable preliminary analysis when no sufficient
theory is available to establish the underlying dimen-
sions of a specific. In achieving a more meaningful and
interpretable solution in the iterative process, items
with low factor loadings (<0.5) or high cross-loadings
(>0.3) were removed and EFA was performed again.
The results for all emerging factor structures within
the respective constructs showed high factor load-
ings and that the Alpha coefficients of these factors
ranged from 0.769 to 0.903, well above acceptable
value of 0.70.

3.2 Confirmatory Factor Analysis (CFA)

A more rigorous statistical procedure was further rec-
ommended to refine and confirm respective factor
structures generated from the initial EFA. Confirma-
tory factor analysis (CFA) has been proposed as an
analytical tool to ascertain unidimensionality of mea-
sures. Hence, all the resulting measures derived from
EFA were validated using a CFA analytic procedure by
employing AMOS 16 analytical software program. In
order to achieve an acceptable ratio of observations
to estimate parameters, four separate measurement
models were conducted using CFA.

From the result, the fit indices suggest that all these
models fit the data well. Construct reliability was also
assessed by estimating the average variance extracted
(AVE), which reflects the overall amount of vari-
ance captured by the latent construct and Composite
Reliability (CR). CR reflects the internal consistency
of the construct indicators, while AVE reflects the
amount of variance captured by the construct indi-
cators. All CR scores ranging from 0.86–0.96, were
much higher than the recommended cut-off point of
0.7. Thus, each of the factors reliably measured its
respective constructs. The AVE scores ranged from
0.60 to 0.89, exceeding the recommended cut-off
point of 0.5.

Construct validity was subsequently assessed in
terms of convergent and discriminant validity. Conver-
gent validity is established through high correlations
between the measure of interest and other measures
that are supposedly measuring the same concept. The

critical ratio (t-value) of the items varied from 6.29 to
16.36 and the standardized item loadings varied from
0.48 to 0.81, thus supporting the convergent validity
of the constructs. Discriminate validity is established
through low correlations between the constructs and it
is evident, when the correlation between factors was
lower than 0.8. Thus, discriminate validity is achieved
as the correlation coefficients ranging from 0.06 to
0.66. For a rigorous test of discriminate validity, the
average variance extracted (AVE) of each construct
was computed and found to be greater than the squared
correlation between that construct and any other con-
structs in the model. In conclusion, it is reasonable to
claim that all the measures used in the study possess
adequate psychometric properties.

3.3 Result to be discussed

Usually Muslim tourist will be associated with travel
for umrah and also Hajj. But the core things that the
researchers would like to highlight is to look at the
Muslim behavior on how he /she decide to go for
holiday. For example, are they making the decision
on holiday package because of the places itself or
also taking into consideration the other aspects like
halal food offers, facilities for Muslim prayers, enter-
tainment part: separate between man and women and
so on. Hopefully the result gathered will show that
Muslim behavior is significant in term of making
selection of the places (pull motivation) and also desire
to visit (push motivation). Thus, correct strategies can
be developed to the Muslim tourist.
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ABSTRACT: Bakery products have gained popularity in Malaysia recently. However Muslim consumers are
still concerned of the safety, quality composition and ‘halalness’of bakery product. They want to know the origin
of the ingredient used and the way it was processed. Therefore the bakery ingredient should be inspected and
tested for permissibility to meet the Halal compliance. This study is designed to identify the origin of non halal
ingredient in bakery industry. In producing Halal bakery product, all of the raw ingredients must be Halal and
must not come into contact with any equipment that has been used for non-Halal food. Pork, gelatine and alcohol
and its derivatives were assessed in the bakery products using Polymerase Chain Reaction (PCR) methods to
detect the non halal items in bakery ingredients. Ten samples of ingredients and bakery products were tested.
The aim of this study is to increase the consumer knowledge towards the halal bakery product. It also acts as
reference for any future study in the related field mainly in Malaysia.
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1 INTRODUCTION

Halal and Haram issue in food has been discussed
quite extensively because food are consumed into our
body system. The term Halal is from (halla), Halal
food is food that is prepared, stored, manufactured,
slaughtered and served in a manner required by the
Syariah Law.The term Haram is anArabic word which
means prohibited or unlawful. Eating and drinking
haram food and drinks is forbidden for every Mus-
lim. The ingredients and the preparation of foods must
be permitted based upon Islamic teachings: the equip-
ment used in preparing and processing the food must
be clean from the Islamic point of view, in addition,
the food is stored and served in a manner required by
Syariah (Hayati et al., 2008).

Various incidents of breach of regulations has been
seen in the food operators, who openly seems not to
care and do not respect the rules that have been pre-
scribed in Islam. Issues of food mixed with haram
substances such as involving swine and its derivatives
has been heard and reported in the news. In line with
the issues, consumers often received anynomous news
regarding certain food products that suspectedly con-
tained haram substances that lead to the dilemma in the
Muslim consumers. Therefore, these create a syubhah
and lessen the consumer confidents to the food manu-
facturers in the market. If one does not know the Halal
or haram status of a particular food or drink, such a

food or drink is doubtful.A practicing Muslim prevents
himself from consuming doubtful things.

From the Muslim consumer perspectives, products
with Halal logo are much more meaningful and crucial
compared to those with International Organization for
Standard (ISO) recognition for Halal foods (Bachok
et al., 2011). And in line with the emergent of Muslim
population all over the world, the awareness of halal
food are also increasing. Additionally, the global mar-
ket for Halal Food is estimated to be about RM 560
billion per annum thus this will be a golden advantage
for Malaysia to become an important base for Halal
food production (Evan, 2005).

Bakery products are a new emergent business in
Malaysia. Baked goods are enjoyed whether as a sub-
stitute for our staple food rice or also as an item for
leisure in the afternoon with coffee. Even bakery home
business has mushroomed and this adds to the bak-
ery consumption among local consumer. Thus it is the
intention of this study to detect the halalness of the
raw ingredients used in the making of bakery prod-
ucts. Therefore the bakery ingredient were inspected
and tested for permissibility to meet the halal compli-
ance. Laboratory work has been conducted to evaluate
the ingredient used in producing the bakery product.
Pork is a susceptible target due to some issues associ-
ated with adulteration of halal food product with pork
and its derivatives (Yahya-Ishmael 2005). To assess
the pork, Polymerase Chain Reaction (PCR) method
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Table 1. Samples for PCA test.

Result Interpretation

Positive Coloured signals are observed on internal control
spots and testing spot. Porcine DNA is detected.

Negative Coloured signals are observed on internal control
spots. No coloured signal developed on testing
spot.

Invalid No colour signal is observed on internal control
spots. Repeat, check and confirm all reagents are
put in as instructed.

Invalid Coloured signals are observed on Negative
control spots.

were used to detect the fat derivatives originated from
pork fat in bakery ingredient. The aim of this study is
to increase the consumer awareness and trust on halal
bakery product.

2 MATERIAL AND METHODS

Six types of fat and 4 types of sausages usually used
as bakery ingredients were tested (Table 1). Raw meat
from swine were used as control.These raw ingredients
were obtained from local market in the area of Shah
Alam, Selangor. All the raw meats and food samples
were stored at −20◦C before DNA extraction to avoid
degradation of DNA. Spin-column protocol extraction
of gelatine or food samples were used. Fifty mg of
sample was weighed, and place in a 1.5 mL micro-
centrifuge tube. 180 µL buffer ATL was added. 20 µL
proteinase K was added. The mixture was vortexed
and incubated at 56◦C until the tissue is completely
lysed (3 hours). Samples were placed in shaking water
bath. After incubation, samples were vortexed for 15
seconds. 200 µL Buffer AL was added to the sam-
ple, and mix thoroughly by vortexing. Then 200 µL
ethanol (100%) was added, and mix again thoroughly
by vortexing.The mixture including its precipitate was
pipetted into the DNeasy Mini spin column placed in a
2 mL collection tube. The mixture was centrifuged at
8000 rpm for 1 min. The DNeasy Mini spin column
was placed in a new 2 mL collection tube, 500 µL
Buffer AW1 was added and centrifuged for 1 min at
8000 rpm. Flow-through and collection tube were dis-
carded. Another 500 µL Buffer AW2 was added and
centrifuged for 5 min at 13,000 rpm to dry the DNeasy
membrane. The DNeasy Mini spin column was placed
in a clean 1.5 mL microcentrifuge tube. 50 µL Buffer
AE was pipetted directly onto the DNeasy membrane
and was incubated at room temperature for 1 min, then
centrifuged for 1 min at 8000 rpm to elute.This elution
step was repeated once. DNA yields were quantified.

By using PCR and Southern hybridisation meth-
ods, PORCINE Gene Chip is able to identify even
small traces of porcine constituents in processed
foods and complex-composition products. The detec-
tion of porcine DNA is carried out by detecting the
species-specific sequence of the mitochondrial

Diagram 1. Examples of positive and negative control
results.

Table 2. The result interpretation for OliproTM PORCINE
Gene chip.

Sample Porcine

Ovalette Negative
Gel fix Negative
Shortening Negative
Gelatine Negative
Margerine Negative
Soft Butter Negative
Chicken sausage (A) Negative
Chicken sausage (B) Negative
Beef sausage (A) Negative
Beef sausage (B) Negative

sequence by using molecular biological techniques.
The sample to be tested is homogenised before the
genomic DNA is extracted. Multiplex Polymerase
Chain Reaction (PCR) is performed with biotin-
labeled primer sets to amplify species-specific target
DNA, internal control sequences. The correspond-
ing pair of sequence-specific probes are immobilised
onto membrane and hybridised with the biotinylated
PCR products. The biotin label allows the bound PCR
products to bind to Streptavidin-alkaline Phosphatase
and thereafter detected by the colourimetric substrate,
NBT/BCIP. The coloured signal is captured, analysed
and stored by Scanner System. Detection of Poly-
merase chain reaction of porcine DNA was an optimize
method according to Olipro™ PORCINE (2011).

The result is interpreted by the pattern formed on the
chip. Porcine-specific nucleotide probes are designed
and pre-spotted on the chip to capture specific tar-
gets generated from PCR reaction. After hybridisa-
tion reaction and colourimetric development, perfectly
matched probe-target hybrid would form blue-purple
precipitants on the chip as a result of enzymatic reac-
tion. Chip pattern is read and identified by scanner
with chip analysis software. Diagram below shows the
layout of the internal control spot and testing spot on
Olipro™ PORCINE Gene Chip.

3 RESULTS AND DISCUSSION

The test result showed that all ten samples contained
no pork and its derivatives (Table 3). Thus it is con-
firmed that these raw ingredients frequently used in
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Table 3.

Sample Food sample

Ovalette Sponge cake
Gel fix Cake and pastry products for

finishing
Shortening Cake, bread, pastry and cookies
Gelatine Candies, cake decoration,

confectionary
Margerine Cake, bread, pastry and cookies
Soft butter Cake decoration, pastry and

confectionary
Chicken sausage (A) Pastry
Chicken sausage (B) Pastry
Beef sausage (A) Pastry
Beef sausage (B) Pastry

making bakery items proven to contain no pork and
its derivatives. The presence of pork and pork deriva-
tives sometimes were detected as an adultration into
food that does not contain any pork. The result is inter-
preted by the pattern formed on the chip, and it shows
that all the important ingredients tested are negative
pocine. Thus this PCR method has proven beneficial
in detecting pork fat in food.

4 CONCLUSION

The study sought has been conducted as part of the
understanding on the type of halal and non halal ingre-
dient available in the market generally and Bakery and
Confectionery specifically. Hopefully this study has
given all the benefits to the Malaysian especially mus-
lim to be more particular on the type of products they
consumed. In addition, it had been as a reference to

Malaysia’s Halal certification policy and procedure.
Furthermore, this study perhaps can be a reference for
any future study in the related field mainly in Malaysia.
This study will benefit to all Malaysian especially
Muslim to be more particular on the type of product
they consume. In addition, it had been as a reference
to Malaysia’s Halal certification policy and procedure.
Furthermore, this study can be a reference for any
future study in the related field mainly in Malaysia.
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ABSTRACT: The success of Syariah concept hotel for could be guided by observing Islamic teachings in
hospitality activities. This study aims to explore the attributes that are significance to Muslim guest that can
serve as a basis for tailoring a Syariah concept hotel package. A proposed conceptual framework is presented in
examining the Muslim guest perceived value of Syariah concept hotel and its association with satisfaction and
word of mouth. Two important dimensions are identified that might attract more Muslim guests that should lead
to higher satisfaction and favorable word of mouth.
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1 INTRODUCTION

The Islamic Hospitality market is referred to as Mus-
lim guest in association of Islamic guideline pertaining
to hospitality activities (Battour, Ismail & Battor,
2010). This market is among the fast rising hotel seg-
ments in most Muslim countries and even in several
western countries. It represents 10 percent of the world
tourism market for accommodation which can be con-
sidered as a segment with highly financial potential
(Heyer, 2008).

The Islamic Hospitality segment may be consid-
ered as one of the target by lodging providers as well
as hospitality marketers. Considering religion as an
important factor in making decision with regards to
hotel accommodation (Collins & Tisdell, 2002), it is
essential to explore the related attributes that might
enhance Syariah concept accommodation.

In Islam, the teaching requires their followers to
consume lawful products that are accordance to reli-
gious standard (Ireland & Rajabzadeh, 2011). Muslims
are abiding by Islamic teachings either direct and indi-
rectly affect their choices pertaining to hospitality
activities (Zamani-Farahani &Henderson, 2010). It is
crucial to make sure those Islamic religious character-
istics are available in accommodations. This will lead
to Muslim guests’satisfaction and consequently create
multiple revisits in the future. Therefore, plans consid-
ering hospitality activities should follow according to
Syariah (Islamic code of life) guidelines (Battour et al.
2010).

The religious concept for Islamic hospitality and
tourism has yet been theoretically articulated. Islamic
resorts, hotels, destinations and programmes will
shape tourism activities such as alcohol free accom-
modations where gender segregation and moderate
dressing will be strictly respected and controlled;
available prayer rooms on site; Islamic transportation

facilities; gender segregated sport and wellness facil-
ities; and Islamic entertainment and programmes.
Elements of this concept are already implemented in
domestic tourism in Saudi Arabia, the UAE and Iran
(Halal Journal, 2010).

Religion attributes lies in the products that reflect
the lifestyles, expectations and culture of the religion
(Heyer, 2008). Weidenfeld (2006) reported that those
hotels that satisfy the needs of their Muslim guests
through the provision of necessary holy services expe-
rienced an increase in performance and the same time
resulted to higher hotel rates. Unfortunately, there is
yet no standard guideline or certification of Syariah
compliant in place (Heyer, 2008).

It is quite difficult to know the status of whether
a hotel is a Syariah compliant accommodation and
most of today’s Syariah compliant hotel’s neither pro-
vide a neither religious experience nor value for money
(Reuters, 2011). Many hotels portray their image as
Islamization in attracting Muslims guest while in real
fact they are not actually Syariah compliant. Thus, the
demand issue remain unsolved (Heyer, 2008).

2 PROBLEM STATEMENT

The “Look East Policy” initiated in 1991 by Tun
Dr Mahathir Mohamad has attracted many Muslim
countries to visit Malaysia (Pandian, 2005). The big
Muslim market has generated an increasing demand
for the halal products and services including the needs
for Syariah compliant hotels and accommodations.
However, there are no forthcoming guidelines or certi-
fication in place yet (Heyer, 2008). The opportunities
for the hospitality and tourism industry to supply
the products and services that reflects the Muslim
lifestyle, culture and believes are yet to be grasped.
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Despite having more than 2,500 hotels operating
in the country by fourth quarter of 2011, only the
De Palma hotel is recognised as an official Syariah
compliant hotel by Halal Journal Award 2011 (Wan,
Suhaimi, Khairil & Yaakob, 2011). Previous studies
have look into several aspects of Syariah compli-
ant hotel including destination attributes on Muslim
tourist’s choice (Battour et al. 2010) and implemen-
tation of Syariah Compliance Concept Hotel (Wan,
Suhaimi, Khairil & Yaakob, 2011), but no study
was found looking into the Muslim guest perception
towards Syariah compliant hotels.

2.1 Purpose of inquiry

The purpose of this paper is to understand the Mus-
lim guest value perception of Syariah compliant hotel.
Therefore, the inquiry questions for this paper are:

(1) What are the dimensions of Muslim guest per-
ceived value towards Syariah compliant hotel?

(2) Which value dimension is the most importance
from the Muslim guest perception?

(3) Does Perceived Value affects guest Satisfaction
and Word of Mouth?

The answer to the inquiry questions will be based
on an extended review and analysis of literature.

2.2 Significance of the inquiry

This conceptual paper is significant because it explores
the Muslim guest perceptions of value towards Syariah
hotel in Malaysia. It examines all possible dimensions
of perceived value and makes recommendations for
future research.

3 SYARIAH COMPLIANT HOTEL

3.1 Syariah compliant hotel: Definition

Syariah is anArabic word defines as way or path for the
Muslims (Doi, 1984). It is the Allah’s commands for
all Muslim to practise Islam in every single aspect of
life (Shamim, 2009). Shamim (2009) defines Syariah
compliant hotel as a hotel that produce services in
accordance to the Syariah principles. Syariah compli-
ant in a hotel should be according to its principles not
only covering the halal aspect but also the entire hotel
operation (Wan, Suhaimi, Khairil & Yaakob, 2011).

3.2 Syariah compliant hotel worldwide

The increasing numbers of Arab and Muslim travellers
and their purchasing power has creates a demand that
results into the existing and rising units of Syariah
compliant hotels. These hotels operated base on the
principles of Islam. The World Tourism Organisation
reported that the Arabic tourist spends of at least 10 to
50 percent more compared to average tourist in leisure
and business (Nathalie, 2007).

Almulla launched world’s first international
Syariah compliant hotel chain name as Abjar Hotels
International. By 2013, Almulla groups aiming to
achieve 150 properties worldwide including 35 in
Europe as well plans in spending over $2billion to
reach its goal. Another example is Shaza Hotels, is
a joint venture between Kempinski Hotels and Guid-
ance Financial Group, target to have 30 hotels in 10
years of time. Their first hotel in Dubai has already
launched in 2009, and aiming to achieve eight to ten
five-star hotel chain across the Middle East by 2012
(Visele, 2007).

In these hotels, not serving alcohol brings to direct
results on loss of alcohol revenues, but at the same time
it will indirectly results by decreasing their number
of guest who intended to eat at the hotel’s restaurant
and also reducing the number of guest who may have
intention to stay at the hotel (Florian, 2007).

The Al Jawhara Group of Hotels and Apartments
is a part of the UAE based conglomerate S.S. Lootah
Group became the first Islamic hotel to receive the
highest ‘Crescen-rating’ of seven for Syariah compli-
ant services. The Singapore base ‘Crescent-rating’ is
a new rating system that focuses on the Halal travel
market segment worldwide and rates hotels on a scale
of one to seven bases on the servies and facilities
provided to Halal conscious travellers. As a pioneer
in Islamic hospitality, they have been setting bench-
marking trends in Syariah compliant service offerings
and are committed to strengthen Dubai’s position as a
leader in the sector. Beyond catering Halal certified
food, offering prayer related facilities and an alco-
hol free environment. Jawhara also provides separate
amenities for men and women and other Syariah com-
pliant hospitality services in line with the heritage of
the region, catering to the privacy and family oriented
needs of the Gulf society. Al Jawhara Group of Hotels
and Apartments is the first Islamic hospitality estab-
lished in 1979. It has to its credit the coveted Dubai
Quality Appreciation Program for the tourism sector
and The Halal Journal Award for ‘Travel & Hospitality
2009’ (Halal Journal, 2010).

3.3 Syariah compliant hotel in Malaysia

De Palma Ampang has been recognised as one of
the pioneer Syariah compliant hotel in Malaysia. The
facilities include an Islamic floor offered prayer room,
direction of Qiblat in each room, prayer veils, Quran,
Yassin and hand bidet in the toilet for ablution. The
Azan will be heard in the rooms each prayer time. The
hotel has a large spacious prayer hall with a full-time
Imam to lead daily prayers and Friday prayer. This
is the only hotel that conducts Friday prayers in the
country. The hotel makes it compulsory for the staff
to cover their aurat. They also provide halal food in
their hotel restaurants which is certified by JAKIM
(Jabatan Kemajuan Islam Malaysia). In addition,
the hotel also provides services for conference and
business meeting package that comply with Islamic
culture such as offering the doa recital by the Imam and
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provision of zam-zam water and dates at the opening
of meetings. Moreover, the hotel also conducts special
religious classes on Al-Quran recital, Qiamullail and
Tazkirah programs for hotel guest and staff in order
to improve their religious knowledge. Malaysia is still
in need to raise the numbers Syariah compliant hotels
due to only a little number that available currently to
cater the Muslim’s needs (Wan, Suhaimi, Khairil and
Yaakob, 2011).

Klana Beach Resort Port Dickson, a 3 Star Syariah
compliant resort is also another example in Malaysia.
The resort is wholly owned by Majlis Agama Islam
Negeri Sembilan and managed by the Klana brand
of resorts. The resort set within calm and tranquil
environment boast 85 guest room, swimming pool,
restaurant, an astronomy gallery with an interactive
kiosk, a boardwalk and jetty and meeting room facil-
ities will be able to cater for the needs of both the
business and leisure communities. The resort coffee
house with a seating capacity of 80 persons serves
up a sumptuous array of mouth-watering International
halal cuisine and non-alcoholic beverages. It is one of
the designated places in the country located along the
popular Teluk Kemang for the sighting of the moon
during the auspicious holy month of Ramadhan. This
gives advantage of the astronomy interactive kiosk to
unravel the mysteries of the cosmos. As a Syariah
compliant hotel, guests can be assured of high quality
service and standard, warm hospitality and their staff
will be there to attend to all guests needs (Klana Beach
Resort Port Dickson).

3.4 Perceived value

Guest perceived value is the difference between the
guest’s evaluation of all the benefits and all the costs
of an offering and the perceived alternatives (Bhasin,
2010).

3.5 Tangible dimension

The tangible dimensions are concerned with prayer
facilities and halal product. The prayer facilities are
concerned on the prayer room or mosque that should be
available to the public with providing materials such as
Quran, Qiblah direction, prayer mat and ablution area.

The halal products refer to food and product. Halal
food meaning it is alcohol free and using only certified
halal item including the method of preparing the food
using halal utensils and cooked by Muslim worker.

Product such as guestroom toiletries also must con-
tent only from the halal certified item in providing
the soap, shampoo, perfume, cologne, toothbrush and
toothpaste to the guest (Battour et al. 2010).

3.5.1 Intangible dimension
Islamic Tourism is not only limit to religious tourism
but it is also in all forms of tourism except those are
against Islamic principles. The intangible dimensions
are categorized into Islamic entertainment, Islamic
dress code and general Islamic value.

Islamic entertainment such as recreational park,
swimming pool and sport facilities are to be segre-
gated of men and women. Muslims are also prohibited
from gambling and alcohol consumption. There also
should be restriction of adult video on television chan-
nel that would influence children behaviour (Battour
et al. 2010). Islamic dress code referring to staff cov-
ering Aurat especially women should be wearing scarf
to cover their hair and not wearing short skirt (Battour
et al. 2010).

Islamic values includes environment that respects
noble human and family ethical values and manners.
It includes all types of responsible tourism which are
committed to family morals, humanitarian and Islamic
values (Halal Journal, 2010). General Islamic morality
is referring to no sexual interaction such as kissing in
public and prostitution that may affect children ethics
(Battour et al. 2010).

3.6 Satisfaction

Guest satisfaction is important because many
researches shown that guest satisfaction has a positive
effect on an organisation’s profitability. Due to this, the
consequences of guest satisfaction and dissatisfaction
must be considered. There is also a positive connec-
tion between guest satisfaction, loyalty and retention
(Singh, 2006).

3.7 Word of mouth

Word of mouth is an unpaid form of promotion in
which satisfied guests tell other people how much they
like or dislike a business, product or service. It is trig-
gered when a guest experiences something far beyond
what was expected. Word-of-mouth is an advertising
tool which is important for every business, as each
happy guest can steer dozens of new ones their own
way. It’s one of the most credible forms of advertising
because a person puts their reputation on the line every
time they make a recommendation and that person has
nothing to gain but the appreciation of those who are
listening (uslegal.com).

4 INNITIAL CONCEPTUALIZATION OF
PERCEIVED VALUE

The primary interest of this study is the Muslim guest
perceived value of Syariah compliant hotel and its
association with satisfaction and word of mouth. The
independent variable is perceived value comprised
of five dimensions: prayers facilities; halal product;
Islamic dress code; Islamic entertainment and gen-
eral Islamic morality. The dependent variable is word
of mouth and the proposed mediating variable is
satisfaction.
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Figure 1. Proposed research model. Adapted from:
(Battour, Ismail & Battor, 2010).

5 CONCLUSION AND RECOMMENDATION
FOR FUTURE RESEARCH

The findings from the literature review led us to draw
conclusions about which dimension attributes affect
Muslim guest and satisfaction that could be used as
base for tailoring Syariah compliant hotel package
and make recommendations for future research. The
tangibles attributes include prayer facilities and Halal
food while intangible attributes include Islamic enter-
tainment, Islamic dress codes and general Islamic
morality. In order to cater the demand of Muslim
tourist, policy makers must recognize all dimensions
that structure Muslim perception of value towards
Syariah compliant hotel. They should include all the
perceived value dimensions in the development of
marketing to promote Syariah compliant hotel.

The finding is hope to assist the government and
tourism related bodies as well as the managers of the
related hotels to better comprehend the Muslim guest
perceived value towards Syariah compliant hotel in the
country. Effective strategies will be recommended for
compliant hotels in the country as to attract more Mus-
lim guest to their accommodation. Thus it should be
of value to the Government, hotels and tourism related
bodies in assisting them expanding their guest base
and eventually raising Malaysia’s image as an Islamic
country. Further research should be conducted to look
more in-depth related to perception of value towards
Syariah Compliant Hotel study.

REFERENCES

Alam, S. S., Mohd, R., & Hisham, B. 2011. Is religiosity an
important determinant on Muslim consumer behaviour in
Malaysia? Journal of Islamic Marketing 2(1), 83–96

Battour, M., Ismail, M.N. .& Battor, M. 2010. The impact of
destination attributes on muslim tourist’s choice. Inter-
national Journal of Tourism Research, 13, 527–540.
Retrieved April 8, 2012 from proquest database.

Bhasin, H. 2010. Customer perceived value, CPV. Retri-
eved April 18, 2012 from http://www.marketing91.com/
customer-perceived-value-cpv

Collins D, Tisdell C. 2002. Gender and differences in travel
life cycles. Journal of Travel Research, 41(2), 133-143.
Doi, A. R. I. (1984). Shariah The Islamic Law. London:
Ta-Ha Publishers Ltd.

Florian, J. 2007. Shariah-compliant hotels rise in the Gulf.
Retrieved April 8, 2012 from http://www.ameinfo.com

Hassan, S.H., 2011,"Consumption of functional food model
for Malay Muslims in Malaysia", Journal of Islamic
Marketing, Vol. 2 Iss: 2 pp. 104–124

Heyer, H. 2008. Rise of the sharia-compliant hotel? Retrieved
April 8, 2012 from http://www.economist.com/blogs/
gulliver/2009/03/rise_of_the_shariah-compliant-hotel

Ireland, J & Rajabzadeh, S.A. 2011. UAE consumer concerns
about halal products. Journal of Islamic Marketing, Vol. 2
Iss: 3, pp.274 – 283. RetrievedApril 8, 2012 from emerald
insight database.

Malaysian Association of Hotel Owners. (n.d.). Retrieved
April 8, 2012 from http://www.maho.org.my/index.html

Mokhlis, S. 2009. Relevancy and measurement of religios-
ity in consumer behavior research. International Business
Research, Vol. 2 No. 3, pp. 75-84.

Pandian, S. 2005. Legasi Mahathir. Utusan Publications &
Distributors. Cet. 1.

Religious Population Worldwide (n.d.). Retrieved June 1,
2012 from http://www.religiouspopulation.com

Reuters,T. 2011. Opinion shariah compliant hotels. Retrieved
April 30, 2012 from http://halalfocus.net/2011/08/02/
opinion-shariah-compliant-hotels/

Shamim, Y. 2009. The real sense of Shariah hospitality con-
cept. The World Halal Forum Paper, Perpustakaan Negara
Kuala Lumpur, Malaysia.

Singh, H. 2006. The importance of customer satisfaction in
relation to customer loyalty and retention. Retrieved April
18, 2012 from http://www.ucti.edu.my/wps/issue1/wp-
06-06-abstract.pdf

The Halal Journal. 2010. Our best muslim friendly travel
picks for 2011 plus the deal with “Islamic Tourism”(issue
36.September-October)

Visele, N. 2007. Almulla launches world’s first interna-
tional Sharia compliant hotel chain. Retrieved April
18, 2012 from http://www.zawya.com/story/ZAWYA/
SecIndustries/pagTravel&Tourism/

Wan,S., Suhaimi, A.R., Khairil, C.A., & Yaakob,C.M. 2011.
The Implementation of Shariah Compliance Concept
Hotel: De Palma Hotel Ampang, Malaysia. Interna-
tional Conference on Humanities, Historical and Social
Sciences 17.

Weidenfeld,A. 2006. Religious needs in the hospitality indus-
try. Tourism and Hospitality Research 6(2), 143–159.

Welcome to Klana Beach Resort Port Dickson. 2011.
Retrieved May 7, 2012 from http://www.klanabeachresort
pd.com.my

Wilkes, R.E., Burnett, J.J. and Howell, R.D. 1986. On the
meaning and measurement of religiosity in consumer
research. Journal of the Academy of Marketing Science,
Vol. 14, pp. 47-56.

Word-of-Mouth Advertising Law & Legal Definition. (n.d.).
Retrieved April 18, 2012 from http://definitions.uslegal.
com/w/word-of-mouth-advertising

Zamani-Farahani, H. & Henderson, J.C. 2010. Islamic
tourism and managing tourism development in Islamic
societies: the cases of Iran and Saudi Arabia. International
Journal of Tourism Research, 12(1), 79–89.

340



Gastronomy



This page intentionally left blankThis page intentionally left blank



Current Issues in Hospitality and Tourism Research and Innovations – Zainal et al (eds)
© 2012 Taylor & Francis Group, London, ISBN 978-0-415-62133-5

Contesting locality and sustainability of food tourism in Taiwan
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ABSTRACT: This study aims to examine food-themed tourism in Taiwan by adopting an analytical approach
of endogenous touristification, instead of popular exogenous othering. Concepts of displaced commodity and
geographical knowledge are applied to discriminate local food from unauthentic substitutes of “world of produc-
tion”, on which the case of two famed goatmeat towns and their food tourism is based. Issues of practicability,
palatability and valorization respectively from perspectives of society, culture and economics are discussed
and linked to the dialectical themes of locality and sustainability. The study finds imported substitutes are not
necessarily considered a barrier while developing food tourism; instead, strategies developed from connecting
“real-world hybridity” with humanized reflexivity between food and tourists are keys to sustain the glocalized
tourism.

Keywords: food tourism, displacement, geographical knowledge, localization

1 INTRODUCTION

Traditional foods/cuisines are recognized as major
sources of local tourism attractions (Bessière 1998;
Hall & Mitchell, 2002), and even as an enhancer of
food tourism development. Food tourism, according
to Hall & Mitchell (2001, p. 308), indicates a kind of
tourism behavior primarily motivated by food tasting
and experiencing, including visits paying to touristic
sites of specific local food production, food festivities
or restaurants’ themed dishes.

Cases of local specialties-themed food tourism are
varied and plenty. Slow Food Movement originated
from Bra, Northern Italy, is an evident one by recall-
ing “renaissance” of local food culture, and with its
successful paradigm, it further comes into being a
worldwide trend. However, when local food is mar-
keted as a popular tourism product, it brings about
substantial substitution by outside sources to make up
insufficient local supplies, and ends up an unauthentic
realm which is deprived of a sense of places that food
tourism really relies on.

Though the local-induced food tourism is well
initiated, related academic studies so far mostly tend
to the topics of “food in tourism” from the view-
points of tourists touring in a remote or foreign land, a
sense of “eating the other”. The approach of “exoge-
nous” othering from superiority-arisen “arrogance” or
“a condescension flowing from a benign superiority”
(Shurmer-Smith & Hannam, 1994, p. 89) is proba-
bly the main reason resulting in tourists’ cognition of
“attraction or impediment” (Cohen & Avieli, 2004),
of “edible or palatable” (Long, 2004) or of “tourist’s
paradox” (Mak, et al., 2012, p. 177) toward “the other”

local food. On the contrary, local-oriented viewpoints,
initiated from “endogenous” touristification of local
food, are rarely studied. This suggests “exogenous oth-
ering” and “endogenous touristification” respectively
represent different approaches of “eating and tourism
go hand in hand” and “eating is tourism” (as defined as
before-mentioned food tourism) (Molz, 2004, p. 53).

What is “eating is tourism”? Despite the rare
approach of local-oriented viewpoints can be evi-
denced from the local agro-food-induced IRT’s (Inte-
grated Rural Tourism) model, however, its viewpoints
of endogenous food subject are not enough. Thus,
properties of social life and cultural biographies of
food are hardly comprehended (Appadurai, 1986;
Kopytoff, 1986). Short of this stance, it is unable
to truly understand how endogenous food from local
resists and responds to globalizing challenges. There-
fore, “eating is tourism” in this study means a concep-
tualized “glocalized food tourism” which is however
simply termed again as “food tourism” in the following
text to avoid wordiness. This study uses “goatmeat”
as the theme to examine the endogenous touristifi-
cation of food tourism in Taiwan. “Displaced food
identity” extended from displaced commodity chain
(Crang, 1996; Hughes & Reimer, 2004) is adopted to
investigate how local food stimulates, from local iden-
tity to endogenous touristification stage, strategies for
sustainable food tourism.

1.1 Food tourism and its challenges

Local food can be deemed as an essential tourist attrac-
tion, but when it is too commodified to meet tourists’
demands in quantity, serious issues of authenticity or
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orthodoxy comes next to challenge all actors of the
commodity supplying network (Sims, 2010). Due to
the unbalanced supply and demand, global capital-
ist suppliers are applying the manufacturing way of
“precision agriculture” by even concealing consumers’
concerns of food scares, to emphasize the efficien-
cies of “worlds of production” (Murdoch et al., 2000,
p. 109). Also, they practice the routines by means
of appropriation (natural manufacturing replaced by
industrial technologies) and substitution (traditional
and natural products replaced by industrial products)
to conquer insufficient supplies of local natural food
(Goodman, Sorj & Wilkinson, 1987).

Accordingly, what roles do all actors (within the
network of “from farm to fork”) play to implement
sustainable food tourism, especially when competi-
tions and crowd-out appear between local traditional
food and imported substitutes/frauds? The followings
show, from perspectives of food origins and its cul-
tural meaning, related literature for further insights on
local identities.

1.2 Displaced identities and geographical
knowledge

According to Crang (1996) and Cook & Crang (1996),
what customers perceive a commodity is closely
related to its revealing and concealing geographi-
cal knowledge/lores. The production of geographical
knowledge is not unalterable, but is originated from
Crang’s (1996, p. 47) “displacement of commodi-
ties”, meaning that commodities travel among multiple
networks without boundaries, and “’origins’, ‘destina-
tions’ and forms of ‘travel’ surround the various flows
of people, goods, and services in these networks . . .
[from where all actors] find themselves positioned and
position themselves in terms of their entanglements
with these flows”. Thus, geographical knowledge pro-
vides insightfully theoretical lens for examining life
biographies of commodities (Morris & Kirwan, 2010,
p. 132). Crang (1996) accordingly proposes four
geographical knowledges: the first, “sweeping geo-
graphical images” (commodity is closely linked to
place image); the second, “realist knowledge” (produc-
tion background of commodity, such as biographies
of commodity origin and manufacturing processing);
the third, “discursive knowledge” (reflexive thinking
induced from commodity proper, such as fair trade-
marked commodity); the fourth, “appropriate settings
for product use” (message recommended for cus-
tomers to best use commodity by adding specific
condiments or flavors).

Cook and Crang (1996) also indicate manufacturers
or advertizing agents like to use the displace-
ment characteristics of from-farm-to-fork commodi-
ties, and manipulate the mental fetishism from
de-contextualized relationship between production
and consumption to strengthen their marketing sales,
but these strategies often lead to “amorality of con-
temporary consumer cultures” (p. 135).The vacuumed
and distorted meanings from severing the commodity

and its value is, as Cook and Crang’s (1996) argument,
the first fetishism of “double commodity fetishism”.
The second fetishism indicates commodity suppliers
use the imagination of “touristic quality” to exagger-
ate the origin of a commodity by linking to its traveling
images to intensify consumers’ purchasing desires.

Globalized “world of production” is a catalyst to
accelerate the formation of displaced commodity net-
work. It may not cause vacuumed or distorted mean-
ings of the displaced commodities, but alternatively,
may reflect a “local” product from “real-world hybrid-
ity” by practicing reflexive localism (Johnston et al.,
2009, p. 528). Based on the literatures, this study intro-
duces “displaced food identity” as the core concept,
to investigate and compare the central Xi-hu township
and the southern Gang-shan township inTaiwan where
are best famed on goatmeat food tourism (in terms of
goatmeat sources, one use local product and the other,
mostly imported, instead). Focuses of the study are to
examine how local goatmeat and imported goatmeat
are negotiated and identified considering the latter has
accounted for more than 90% of national supplies, as
well as what/how sustainable food tourism strategies
are materialized.

2 FOOD TOURISM IN TAIWAN

The bloom of Taiwan’s local food tourism can be
attributed to the governmental policy of OTOP (One
Town One Product) since 1989. It appears the bright
economic sides of promoting domestic/rural tourism,
but also implies the awakening ideology of local-
ity to resist agricultural imports, especially since
Taiwan’s entrance into WTO in 2002. For example,
Xi-hu and Gang-shan (Fig. 1 [shown with population
sizes]) have both been best recognized as “the towns of
goatmeat eating”. Shop signs of goatmeat eateries with
their place names can even be found any elsewhere in
Taiwan.

2.1 Goatmeat food tourism and study method

In Taiwan, goatmeat is not a staple diet; it is peri-
odically used as worship offerings when needed and
mostly, as medicinal tonic dishes which, with warm
property, can help invigorate one’s body. As such,
goatmeat with angelica broth has always been the

Figure 1. Locations of Xi-hu and Gang-shan.
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most recognized dish and nowadays, goatmeat hot-
pot is also becoming popular among young customers.
Despite the market share of goatmeat is quite sta-
ble, local goat husbandry/slaughter industries show
declining trend, whereas imported frozen goatmeat
maintains at average 26,000 tons per year (seeTable 1).

Since goat has a habit of gnawing ground weeds,
Taiwan government thus announced a policy in 1992
suggesting goat raisers not to increase heads and
to adopt costly pen-raising management (Council of
Agriculture, 1992). This is perhaps why frozen goat-
meat imported from Australia has since then become
the main source of goatmeat in Taiwan. Notwithstand-
ing the threatening trends of “world of production”,
both Xi-hu and Gang-shan boast their goatmeat cui-
sine and goatmeat-eating cultural festival (since 2003)
to claim their “authentic” local origin of goatmeat. But
in fact, goatmeat eateries in Gang-shan use a great deal
of imported frozen goatmeat, which is consequently
proved no inferior to Xi-hu in terms of business and
food tourism.

Despite specialty goatmeat is the themed product
to promote food tourism at Xi-hu and Gang-shan,
these two towns have their own strategies to sustain
their business, no matter adopted goatmeat is authentic
or not. The local identity constructed from endoge-
nous consensus manifests their practical experiences
of touristification by means of different definitions of
goatmeat productions (Picard, 2005). Tourist attrac-
tions for domestic tourists (medicinal tonic consump-
tion, for instance) at these two towns, are definitely not
like what really interests “exogenous othering” for-
eign tourists. Thus, this study, based on viewpoints
of domestic/rural tourism, argues that displaced food
identity and geographical knowledge within the circuit
of culinary culture provide analytical lens for under-
standing the links between food tourism and various
perspectives of society, culture and economics, as well
as touristification of goatmeat eating culture.

This study started in 2009. Since part of this
research is related to food culture, documentary

Table 1. Comparison of domestic raising and imports
during 2000–2010*.

Raised no. Imports
Year (heads) (tons)

2000 263,763 21,142
2001 184,717 21,296
2002** 161,858 26,065
2003 155,565 23,512
2004 164,362 28,033
2005 178,123 28,385
2006 195,712 26,581
2007 181,557 24,672
2008 170,578 27,401
2009 152,236 19,450
2010 147,342 23,039

*Source: Council of Agriculture, Taiwan (2012).
**Accession time to WTO.

analysis of historical records during Qing and Japanese
colonial periods was conducted in the beginning. For
those after Taiwan Restoration, agricultural statistics
since the Japanese period onward were collected and
a number of old goatmeat eatery owners (mostly from
the 2nd generation) were interviewed by taking their
oral historiographies. During 2010–2011, in-depth
interviews were conducted to cover all related actors
in the cultural circuit, including those in-charge per-
sons from: township governments, livestock research
institute, goat farmer association, local farmers’
associations, goatmeat auction markets, legal/illegal
slaughters, sale middlemen, goatmeat eateries, goat
raisers, goat leisure farm, goatmeat importer, local
culture and history studios, spicy soy sauce (dipping
sauce for goatmeat) and goatmeat customers/tourists.
Also, participative observations were conducted at the
events of goatmeat festivals during 2009-2011.

2.2 Social perspective: relative practicabilities

Imported frozen goatmeat since 2008 has contributed
to about 90% of national supplies, which explains its
competitive advantages in Taiwan’s domestic market.
This can be attributed to that the cost of imported
goatmeat is only 30% of the local’s (goat farmer associ-
ation, 2009), and that importer’s customizing services
have offered local eateries any business-sized cuts
of goatmeat to prevent time-consuming trivia. It is
probably the reasons that Xi-hu and Gang-shan gov-
ernments are determined to set up goatmeat festivals
since 2003, followed by the origin-guaranteed certi-
fication of “Local Goatmeat” since 2005, to resist
the substitution of “world of production”. These mea-
sures suggest the localization is aimed to strengthen
touristic attractions of goatmeat food tourism for
domestic tourists. However, under the well-intended
“renaissance” movement, adoption of local goatmeat
by eateries between these two towns is extremely
different, which can be evidenced by slaughtering
trends from the two goat auction centers in the last
decade (Council of Agriculture, 2012).

In this vein, Xi-hu eateries’ insistence of adopting
local goatmeat explains their determination to invest
and set up the first professional goat-only electric
slaughtering facility to guarantee their acquisitions of
the freshest and most hygienic goatmeat from local
raisers. This also indicates why they always like to
show their most recommended specialties of “ginger-
threaded goatmeat hotpot” and “whole goat eating”,
both of which emphasize the simple eating ways of
goatmeat slices/offal with goatmeat broth. As seven
owners (2nd or 3rd generation) stress while inspecting
goats at the auction center that locality and freshness
without complicated cooking and extra seasonings
are musts to cater to locals, homecoming compatriots
and outside gourmets (2011). Freshness aside, certifi-
cate of Local Goatmeat hung on walls also symbolize
the eateries’ pride of adopting local goatmeat, all of
which demonstrate their intentions of showing “realist
knowledge” and “discursive knowledge” (certificate
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is a reminder of increasing threatening from imported
goatmeat). What’s more, the goatmeat festival here has
since 2003 manifested the branding image of “Xi-hu
means genuine local goatmeat” (interview with live-
stock research institute researcher, 2011), undoubtedly
assuring its “sweeping geographical images”.

In Gang-shan, there are two major reasons con-
tributing to local eateries’ tending to adopt imported
goatmeat. One is, as many goat raisers opine, govern-
ment’s established policy of opening domestic goat-
meat market to the foreign suppliers while refraining
goat raisers from keeping “intolerable” number of
goats, and leaving the local auction center outdated,
thus leading to its complete termination since June,
2009.The other is simply about cost. Due to there being
about 70 small eateries in Gang-shan, competition
among them is harsh and cost becomes these eater-
ies’ main concern. This accordingly results in their
searching for cheaper substitution from importers,
considering at the same time that local goatmeat
supplies become less and less. According to the inter-
views with the importer closely located to Gang-shan,
local eateries’ adoption of imported goatmeat account
for more than 90% of their total needs because the
importer can supply them cheap and quality goatmeat
that comes from the best goat-raising environment
(2009). As the importer further indicates, the substi-
tution with imported goatmeat also alleviates moral
condemnation caused from slaughtering goats because
“those who slaughter goats often bring disasters to
their descendants” (interview with managing staff of
the importer, 2009). All these reasons contribute the
local eateries to adopt imported goatmeat in spite of
its insufficient freshness and non-locals, which trans-
lates that most actors’ attitudes are likely to tend to
practicabilities. But with this extremely high ratio of
substitution of imported goatmeat, it is worthwhile to
ask how Gang-shan eateries well fetishize and promote
the production of imported goatmeat while enjoying
successful goatmeat food tourism.

2.3 Cultural perspective: segmented palatabilities

Palatability is originally representative of a coor-
dinated relationship between food-in-the-mouth and
tongue tasting buds. Long (2004, p. 33) further extends
it, surmounting simple “edibility”, to the aesthetic
beauty of a pleasurable sensory system, due to the fact
that an edible food cannot be appreciated if it were not
aesthetically savory.

Xi-hu is located in central Taiwan and proximate to
the interchange of Highway 1, which provides conve-
nient accesses for group tours and independent tourists
to visit the goatmeat-eating town. In terms of sensory
aesthetics, “realist knowledge” and “discursive knowl-
edge” of Xi-hu goatmeat have in fact claimed a sense
of “fresh sweetness” of palatability, which is closely
related to the fact that the local auction center slaugh-
ters more than 50% of total auctioned goats during the
past few years (National Animal Industry Foundation,
2009). The palatability of “fresh sweetness” stresses

freshly slaughtered/cooked goatmeat and this premise
is by no means matched by imported frozen goatmeat.

Different from Xi-hu goatmeat, what palatabilities
Gang-shan goatmeat emphasizes are “traditional ton-
ics” and “creative cuisine”. These two features with
heavy flavor conditioning and complicated cooking
technologies happen to echo what a local typical eatery
owner’s (2nd generation) recalls: “beginning of the
Restoration, the locals usually have rice/fried fritters
with goatmeat angelica soup, or rice noodles with goat-
meat angelica soup; after the 1970s, stir-fried goatmeat
with satay become popular . . .” (2009). In terms of ton-
ics, both goatmeat and angelica possess tonic function
in Chinese medicine, and strong herbal flavor with
dark color of angelica is a perfect match of stewed
goatmeat.

In terms of creative cuisine, following 1970s-
onward satay-flavored dishes comes the new style of
“cuisine nouvelle”. Unlike the traditional tonic prac-
tices, goatmeat in this regard is tried to be cooked as
other meats to offer more menu choices for customers.
Hence come various new kinds of strong flavored
dishes among goatmeat eateries, and almost every
eatery like to boast and brand its unique specialty
goatmeat dish. Due to business competitiveness, it
is common to find local eateries tend to keep creat-
ing new dishes to hold the business edge over others,
and this phenomenon could be attributed to cooking
competition arranged in every year’s goatmeat festival
(interview with festival-in-charge person of township
hall, 2009).

Judging from the practices of Gang-shan goatmeat
eateries, it suggests the palatabilities of tonics and cre-
ativities are local eateries’ fetishizing strategies for
promoting food tourism, happening to conceal the
innate sweetness from its imported frozen goatmeat, of
which Xi-hu goatmeat is proudest, instead. Therefore,
these two palatable features of fresh sweetness and ton-
ics/creativity become the keys to Xi-hu and Gang-shan
respective touristification for goatmeat food tourism.

2.4 Economic perspective: valorization of places

As Eastham (2003) argues that food tourism is a critical
strategy to valorize a place. On one hand, the role food
tourism is playing shows a re-constructed chain from
the broken “from farm to fork” links (due to industrial-
ization). On the other hand, food tourism also plays the
intermediary role of “re-coupling” to strengthen active
participations from tourists and tourism resources
providers.

In general, what re-coupling functions performed at
Xi-hu and Gang-shan can be understood from exter-
nal and internal levels. For external level, first of all,
budget subsidies and direct/indirect industry counsel-
ing from the central government (the primary provider
of local tourism resources) are important foundations
of “sweeping geographical images” in geographical
knowledge, provided to general tourists at the two
towns. Secondly, governmental tourism promotion
by internet (goatmeat food tourism is included in
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Bureau of Tourism’s web of “Taiwan: the Heart of
Asia”, for instance) do also help develop connections
to regional tourism. In addition, the two goatmeat
towns are also included in TraNews, the most pop-
ular domestic travel information provider, which is
famed to even schedule the so-called “the tour of
recipe Bible” to cover any attractive local specialty
food destinations.

In terms of internal level, it shows in Xi-hu the
re-constructed chain, a localized from-farm-to-fork
chain, is established upon all actors’ consensus. Of
which, the professional goatmeat-only electric slaugh-
ter facility and certificate of Local Goatmeat are
definitely the keys to re-construct local goatmeat sup-
plying chain, which further facilitate authentic locality
of Xi-hu by insisting on adopting local goatmeat.
In Gang-shan, however, it is evidenced that a transna-
tional spatialized commodity chain is re-constructed,
which is obviously dominated by goatmeat importers,
and this may be considered a loophole while re-
coupling with local goatmeat food tourism. But the
good news is, due mainly to “touristic quality” (Cook
and Crang’s [1996] 2nd fetishism) of tonics and
creativity, Gang-shan has developed an alternative
valorization model by promoting its nostalgia/novel
taste-oriented goatmeat food tourism.

3 CONCLUSION

By the investigative lens of displaced food identity
with dialectical geographical knowledge, the study is
able to verify the strategies of locality and sustain-
ability from Xi-hu and Gang-shan’s goatmeat food
tourism. This approach helps examine the endogenous
development of local food identity and its touris-
tification for food tourists, which is different from
current exogenous othering-oriented studies. It is also
implied from the study that “world of production” is
not necessarily considered a barrier for developing
sustainable food tourism; instead, the issue of the “real-
world hybridity” with “humanized socio-ecological
relations” (Johnston et al., 2009, p. 527) between food
and tourists is worth further studying.
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Routine of cooking practices among Malaysian working women
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ABSTRACT: Working is becoming a necessity and one of the most vital elements in this modern era for
bachelor and family couples in combating with the economic needs. Despite working, women need to sacrifice
in many things together with one of the crucial household responsibility besides others and that is cooking. Due
to the increasing number of working women, this study is therefore empirically investigating the issue related to
routine of cooking among the working women particularly in Malaysia. Self -administered questionnaires were
distributed among the working women. Through the descriptive analysis, some meaningful insights on the issues
of interest were obtained and the findings overtly revealed that working time, economy and dietary pattern are
factors that lead them with no other options and therefore opt for convenience cooking practices for their family
dinner during weekdays. Despite this, in maintaining the pleasant family relationship, love and nurturing the
family members particularly among the growing ones, home meal cooking is performed during weekends.

Keywords: routine, cooking, working women, homemade cooking, convenient food

1 INTRODUCTION

In today’s era, family life is ever completely busy, com-
plex and more demanding than before especially when
family expenditure and cost of living both in the rural
or urban area has increased substantially and similarly
with other provisions related to family requirements,
(Hughes and Stone, 2006). Owing to that complexity,
every family is struggling hard in achieving their needs
and for betterment of their life. Oswald, (2003) argued
that this complexity is unavoidable as contemporary
environment through the advancement of economy,
education and technologies have altered every facets
of the world including the lifestyles. As reported by
Morris and Madsen, (2007), modernization and tech-
nology advancement have given significant impact
towards the family life as everything like commodities,
utilities, apparel and anything related continuously
increased.

The abovementioned phenomena have directly led
to the changes in structures and compositions of the
household for instance men are found no longer act as
sole breadwinner for the family.According to Carrigan
and Szmigin (2006) there is an increased in the number
of women in the workforce as a quest for solution for
family economy demand as reported by Gordon and
Whelan-Berry (2004) that around 60 percent of Amer-
ican women with children under the age of six were in
the work force in the year of 2002 and similar percent-
age of employed women occurred in the New Zealand
(Lee and Beatty, 2002) as well as most countries in
the globe. Rosin (1990) argued that the involvement
of women in the work force not only contributes to the

family economy but also increase the country incomes
and productivity.

In Malaysia, the increase number of women’s par-
ticipation in the labor force can be seen over the last
three decades in line with the development of the
world economies and export-oriented industrializa-
tion which according to Kaur (2000), the increase of
women in the workforce cause by three main factors.
First, the expanding of economy through the imple-
mentation of the New Economic Policy (NEP) since
1970 has created a range of jobs and provides more
opportunities for women. The NEP was designed to
eliminate the identification of race with occupation
and state’s diversification or industrialization strate-
gies subsequent facilitate the flow of women into the
modern sectors of the economy. Second, the equal
access to education for both genders especially in the
rural areas through educational reform resulted in a ris-
ing level of educational attainment among the women.
The third reason due to the economic demand partic-
ularly related to the increase in families expenditure
and the cost of living expenses. Based on Ninth
Malaysia Plan (EMP, 2006), one third of Malaysian
labor force is women.

Many researchers argued that the increase of women
in the workforce have not result to a huge shift on their
household responsibilities (Beck, 1998; Bonney et al.,
1999; Autor, 1998). Women are believed of carrying
the majority of responsibility for food in shaping their
family. Thompson (1994) contended that women even
those employed full time remains a central figure for
care and food preparation. However, many working
women with children have shown to feel frustrated and
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defeated when they could not organized regular proper
family meal or homemade cooking due to their engage-
ment with the office work especially during working
days (Moisio et al., 2004).Thompson (1994) identified
the regret expressed byAmerican working women who
resort to fast food option or convenience food for their
family dinner. Family meals especially dinner in fact
were problematic and complex in the present days than
in the past for most of the working women (Romani,
2005). Bearing this point in mind, it raises critical
questions whether the same phenomena happen among
the working women in Malaysia. Therefore, this paper
aims to examine the working women knowledge on the
meaning of homemade cooking, convenient cooking,
ready cooked food and eating out.

2 LITERATURE REVIEW

2.1 Food and cooking

Everyone would agree that food is a universal necessity
for living things to survive and to gain and maintain
energy as it contains nutrients like vitamins, minerals,
fiber and many others. Although some foods can be
eaten raw but most of them cannot be consumed with-
out applying heat into it or through the process which
universally known as cooking. Drummond and Brefere
(2001) argued that human beings make a tremendous
effort to transform the raw food into something that is
more digestible. Brownlie et al. (2005) looking from
different lens contended there is a strong relationship
between food and cooking and they are very much
related to our daily life and the availability on type of
food, style of preparation and cooking. Steele (1992)
posited that as early as three thousand years ago in food
cultural history, food and cooking has been integrated
to form an acceptable system such as selecting the right
kinds of ingredients, preparation, method of cooking
and eating manners or decorum. In term of preparation,
different groups have different style of food prepara-
tion (Senauer et al., 1991) and it is depending on the
availability of the ingredients and resources (Wyke &
Landman, 1997).

Despite the above notion, Martinez (1998) argues
that food is just like living things which are sensitive as
well as it involves changes and modernization through
industrialization and urbanization are initiated to have
a major impact on food (Cwiertka, 2000). According
to Gillette (1997) some behavioral shifts are occur-
ring in the preparation and consumption of food which
largely associated with modernization. Modernization
in fact not only affects on daily food practices but also
in traditional events, celebration as well as ceremony.
This phenomenon extensively shapes the food even
the production, processing, distribution (Sobal et al.,
1998; Sobal, 1999). Jussaume (2001) articulated that
the modernization of food production, distribution as
well as consumption is encouraged by business and
policy makers.

In different vein, Sheely (2008) identified the
lifestyles issues which drive the demand for

convenience foods and the changing of household
structures, higher females’ participation in labor force
and longer working hours, consumer prosperity and
technology ownership has created issues pertaining to
food preparation and cooking between the homemade
and convenient.

2.2 Home cooking versus convenience food

Home cooking could be also symptomatic of a high
involvement with cooking and eating meal at home
(Murcott, 1995). Mintz (1996) stated since the last
twenty years there were still an argumentation con-
cerning to traditional cooking skills however home
cooking is still believed to turned the raw ingredients
into complete suitable dishes for the family. This term
further evolved when Short (2006) looked domestic
cooking or homemade cooking as real, traditional and
using self culinary skilled. Costa (2007) retrospect
homemade food as the types of food which are pre-
pared from scratch with raw ingredients and a chosen
cooking methods and seasoning. Short (2006) on the
other hand posited that in depth investigation need
to be done to understand the complexity of knowl-
edge and skill involved in homemade food preparation
as it includes fresh basic ingredients, preparation and
cooking method (Caraher, Dixon, Lang, & Carr-Hill,
1999; Lang, Caraher, Dixon, & Carr-Hill, 1999; Short,
2003).

Convenience food refers to any food products that
come out of packet or a tin or food products conve-
nience to obtain (Carrigan et al., 2006). Ritzer (1996)
and Fieldhouse (1995) argued that the rise in women in
the waged labor force has created markets for conve-
nience foods and the social trends has moved cooking
at home which is from scratch or basic ingredients to
a post modern or consumer society that relies on the
labor of others with ready prepared foods. Dual income
households and busy families or couples with some-
what larger disposable income have increased the use
of convenience foods (De Boer, McCarthy, Cowen &
Ryan, 2004).

2.3 Working women and cooking

According to Potuchek (1997) the role of women
were gradually changed when more and more of
them are venturing into workforce and making money
for the family unlike before postmodern era, in line
with technology and other circumstances changes
(Bonke, 1996). Many argued that although working
women are still obliged with the household obligation
(Levenstein, 1993; Burud andTumolo, 2004), Ekström
(1990); Menell, Murcott and van Otterloo (1992)
argued that working women are also involved in pro-
viding food for family. According to Moisio et al.,
(2004), food plays an important part in the produc-
tion of family identities and women’s characteristics
are still connected to household food preparation and
their duties of concern (Bugge, 2003).
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Devine et. al., (2003) articulated people eating pat-
tern are altered to a great extent due to time restrictions
and most people do not have a lot of free time to
cook meals and to prepare foods. Verlegh and Candel,
(1999) believed that time pressure the working women
with regards to meal preparation and convenience food
reflects a tendency to minimize the time and effort
that is put into the preparation of meals. Thompson
(1996; 1999) examined working women’s experiences
of time scarcity and the task oriented on the nature of
mother’s due working outside home. Duxbury et al.,
(2007) highlight the unique challenges faced by fam-
ilies who are simultaneously balancing the demands
of two working partners with children at home. The
debate around mothers and food inevitably involves
consideration of the morality that pervades any dis-
cussion of “homemade versus convenience” (Warde,
1999; Moisio et al., 2004). Carrigan and Szmigin
(2006) revealed that in spite of their kitchen eman-
cipation and legitimately busy lives, many women
still harbored “guilt trips” by preparing meals from
scratch for their families. Qualls, (1987) noted the
prevalence of working women outside the home is not
only because of the necessity to supplement the fam-
ily’s income but it is also due to the changes of cultural
norms and societal standards. Warde (1999) highlights
the conceptual opposition between convenience and
care in the context of food preparation. He noted that
those who use convenience food are somehow fail in
their household duties.

3 METHODOLOGY

Based on the literatures, a few qualitative studies
related to women and cooking were found however,
since this research aims to reach large number of
respondents and is looking at the routine of cook-
ing among the working women, quantitative approach
is found to be the most appropriate method to be
implemented. In addition, this approach enables the
researcher to collect a significant amount of data
within a restricted time frame (Ticehurst &Veal, 2005)
and also allows the assessment of attitudes, opinions,
experience, demographic information, conditions and
the characteristics of variables in a situation. Taking
into consideration that the working women is busy,
therefore self-administered questionnaire would be
the best in gathering information from them. Full
time working women either those in the govern-
ment or private sector, age between 25 to 50 years
old, had servant and at least having one or more
child living in the household are chosen as a sam-
ple. Samples were informed that the involvement for
this research is voluntary and further explained that
data are treated as confidential. Without any obvious
problem with regard to either instrument or data col-
lection process, 334 questionnaires were successfully
collected. All data were then coded and keyed in for
analysis.

Table 1. The number and percentage (%) of the overall
respondents’ knowledge

All
Item
No. Variables n %

Q1. What is freshly cooked food (homemade) mean to you?
i. Food prepare from scratch with raw

ingredients with a chosen cooking
methods

307 91.9

ii. Food prepare from products either
cooked, canned, chilled or frozen.

17 5.1

iii. Ready cooked food (bungkus/
tapau) buying from restaurants or stall

10 3.0

Q2. What is ready to cook food (convenience) mean to you?
i. Food prepare from scratch with raw

ingredients with a chosen cooking
methods

11 3.4

ii. Food prepare from products either
cooked, canned, chilled or frozen.

294 88.0

iii. Ready cooked food (bungkus/
tapau) buying from restaurants or stall

29 8.7

Q3. What is ready cooked food (bungkus/tapau) mean to you?
i. Food prepare from scratch with raw

ingredients with a chosen cooking
methods

11 3.3

ii. Ready cooked food (bungkus/
tapau) buying from restaurants or stall

313 93.7

iii. Eating out at a restaurant 10 3.0
Q4. What does eating out mean to you?

i. Ready cooked food (bungkus/tapau)
buying from restaurants or stall

16 4.8

ii. Eating out at a restaurant 318 95.2

4 FINDINGS

4.1 Respondents’ knowledge

In addressing one of the objectives of this paper, four
items were used to identify the respondents’ knowl-
edge on the meaning of home cooking, convenience
cooking, ready cooked food and eating out. The results
are shown in Table 1.

From the frequency test, 91.9 percent (n = 307). Of
the working women in this sample understand home
cooking. On convenience food, 88 percent (n = 294)
understand that this term refer to food prepare from
products either cooked, canned, chilled or frozen. With
regards to ready cooked food or bungkus/tapau, 93.7
percent (n = 313) of the respondents understand that
ready cooked food is food buying from restaurant or
stall. Finally, 95.2 percent, (n = 318) recognize the
concept of eating out. This result clearly indicates all
working women in this sample understood the mean-
ing of home cooking, convenience cooking, ready
cooked food and eating out.

5 CONCLUSION

It was apparent and obvious that the working women
in the sample comprehend or understood the meaning
of home cooking, ready cooked food (bungkus/tapau)
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and eating out. This result indicated that the working
women in the sample are knowledgeable and familiar
with all the terms and also well fit with the majority
respondents’ level of education. It is no exaggeration
to say that paid working is becoming a necessity and
one of the most important elements in this modern era
for bachelor and family couples in combating with the
economic needs especially working need to scarifies
themselves many things including one of the crucial
household responsibility that is cooking.

REFERENCES

Autor, D. H., Katz, L. F., & Krueger, A. B. 1998. Computing
inequality: Have computers changed the labor market?.
Quarterly Journal of Economics, 1169–1214.

Beck, B. 1998. Women and work: At the double. The
Economist, 348 (8077).

Bonke, J. 1996. Economics influences on food choice-
non-convenience versus convenience food consumption.
In H. L. Meiselmann & H. J. H. MacFie (Eds.), Food
choice, acceptance and consumption, 293–318. London:
Chapman & Hall.

Bonney, J. F., Kelley, M. L., & Levant, R. F. 1999. A
model of fathers’ behavioral involvement in child care in
dual-earner families. Journal of Family Psychology, 13(3),
401–415.

Brownlie, D., Hewer, P., & Horne, S. 2005. Culinary tourism:
An exploratory reading of contemporary representations
of cooking. Consumption, Markets and Culture, 8(1),
7–26.

Bugge, A. B. 2003. Cooking as identity work. Paper pre-
sented at the 6th Conference of the European Sociological
Association, Murcia, Spain.

Burud, S., & Tumolo, M. 2004. Leveraging the new human
capital: Adaptive strategies, results achieved, and sto-
ries of transformation. Palo Alto, CA: Davies-Black
Publishing.

Caraher, M., Dixon, P., Lang, T., & Carr-Hill, R. 1999.
The state of cooking in England: The relationship of cook-
ing skills to food choice. British Food Journal, 101(8),
590–609.

Carrigan, M., & Szmigin, I. 2006. Mothers of invention:
Maternal empowerment and convenience consumption.
European Journal of Marketing, 40(9/10), 1122–1142.

Carrigan, M., Szmigin, I., & Leek, S. 2006. Managing rou-
tine food choices in UK families: The role of convenience
consumption. Appetite, 47, 372–383.

Costa, A.I.A., Schoolmeester, D., Dekker, M., & Jongen, W.
M. F. 2007. To cook or not to cook: A means-end study
of the motivations behind meal choice. Food Quality and
Preference, 18, 77–88.

Cwiertka, K. J. 2000. Encounters and traditions in foodways:
Japan and the west. Food Culture, 8–11.

De Boer, M., McCarthy, M., Cowan, C.A., & Ryan, I. 2004.
The influence of lifestyle characteristics and beliefs about
convenience foods on the demand for convenience foods
in the Irish market. Food Quality and Preference, 15(2),
155–165.

Devine, C., Connors, M., Sobal, J., & Bisogni, C.
2003. Sandwiching it in: Spillover of work onto food
choices and family roles in low and moderate-income
urban households. Social Science and Medicine, 56,
617–630.

Drummond, K. E. & Brefere, L. M. 2001. Nutrition for food-
service and culinary professionals. NewYork: John Wiley
& Sons, Inc..

Duxbury, L., Lyons, S., & Higgins, C. 2007. Dual income
families in the New Millenium: Reconceptualizing family
type. Advances in Developing Human Resources, 9(4),
472–486.

Ekström, M. 1990. Food Preparation, class and gen-
der. Umeå Studies in Sociology no. 98. Umeå: Umeå
University.

Fieldhouse, P. 1995. Food and nutrition, customs and culture
(2nd ed.). London, UK: Chapman and Hall.

Gillette, B. M. 1997. Contemporary Chinese Muslims (Hui)
remember ethnic conflict: Stories of the late 19th cen-
tury “Hui Uprising” from Xian. Paper presented at the
Association for Asian Studies meeting, Chicago, United
State of America.

Gordon, J. R., & Whelan-Berry, K. S. 2004. It takes two to
tango: An empirical study of perceived spousal/partner
support for working women. Women in Management
Review, 19(5), 260–273.

Hughes, J. & Stone, W. 2006. Family change and community
life – An empirical investigation of the decline thesis in
Australia. Journal of Sociology, 42, 242–268.

Jussaume Jr., R. A. 2001. Factors associated with modern
urban Chinese food consumption patterns. Journal of
Contemporary China, 10(27), 219–232.

Kaur, A. 2000. Working on the global conveyor belt: Women
workers in industrializing Malaysia. Asian Study Review,
24(2), 213.

Lang, T., Caraher, M., Dixon, P., & Carr-Hill, R. 1999. Cook-
ing skills and health. London, UK: Health Education
Authority.

Lee, C. K. C., & Beatty, S. E. 2002. Family structure and
influence in family decision making. Journal of Consumer
Marketing, 19(1), 24–41.

Levenstein, H. A. 1993. Paradox of plenty: A social history of
eating in modern America. New York: Oxford University
Press.

Martinez, R. O. 1998. Globalization and the social sciences.
The Social Science Journal, 35, 601–613.

Menell, S., Murcott, A., & van Otterloo, A. H. 1992. The
sociology of food: Eating, diet and culture. London: Sage
Publications.

Mintz, S. 1996. Tasting food, tasting freedom: Excur-
sions into eating, culture and the past. Boston, USA:
Beacon.

Moisio, R., Arnould, E. J., & Price, L. L. 2004. Between
mothers and markets: Constructing family identity
through homemade food. Journal of Consumer Culture,
4(3), 361–384.

Morris, M. L. & Madsen, S. R. 2007. Advancing work-life
integration in individuals, organizations, and communi-
ties [Special edition]. Advances in Developing Human
Resources, 9, 439–454.

Murcott, A. 1995. Raw cooked and proper meals at home.
In D. Marshall (Ed.), Food Choice and the Consumer,
219–234. Glasgow: Blackie Academic & Professional.

Ninth Malaysian Plan Report 2006–2010. Retrieved on
December 15th, 2010 from http://www.epu.jpm.my/rm9.

Oswald, L. 2003. Branding the American family: A strategic
study of the culture, composition and consumer behavior
of families in the New Millennium. Journal of Popular
Culture, 37(2), 309–335.

Potuchek, J. L. 1997. Who supports family? Gender and
breadwinning in dual-earner marriages. Stanford, CA:
Stanford University Press.

352



Qualls, W. J. 1987. Household decision behavior: The impact
of husbands’ and wives’ sex role orientation. Journal of
Consumer Research, 14, 264–279.

Ritzer, G. 1996. The McDonaldization of society. California,
USA: Pine Forge Press.

Romani, S. 2005, June 15-18. Feeding post-modern
families: Food preparation and consumption practices in
new family structures. Paper presented at the European
Association for Consumer Research Conference, EACR
2005, Goteborg.

Rosin, H. M. 1990. The effects of dual career participation
on men: some determinants of variation in career and
personal satisfaction. Human Relations, 43(2), 169–183.

Senauer, B., Asp, E., & Kinsley, J. 1991. Food trends and the
changing consumer. Saint Paul: Eagle Press.

Sheely, M. 2008. Global adoption of convenience food.
American Journal Agro Economic, 90(5),1356–1365.

Short, F. 2003. Domestic cooking skills-what are they?.
Journal of the HEIA, 10(3), 13–22.

Short, F. 2006. Kitchen secrets: The meaning of cooking in
everyday life. Oxford, UK: Berg Publishers.

Sobal, J. 1999. Food system globalization, eating transfor-
mation and nutrition transitions. In Grew, R. (ed.) Food in
Global history. Boulder, CO: Westview Press.

Sobal, J., Khan, L. K., & Bisogni, C. A. 1998. A conceptual
model of the food and nutrition system. Journal of Social
Science and Medicine, 47, 853–863.

Steele, C.M. 1992. Race and schooling of Black Americans.
Atlantic Monthly, 68–78.

Thompson, C. J. 1994. A phenomenological exploration
on the experience of time scarcity. In G. Morello (Ed.),
Proceedings of ISIDA seminar, time perception in market-
ing and social research, 79–96.

Thompson, C. J. 1996. Caring consumers: Gendered con-
sumption meanings and the juggling lifestyle. Journal of
Consumer Research, 22, 388–407.

Thompson, C. J. 1999. Living the texts of everyday life:
A hermeneutic perspective on the relationships between
consumer stories and life-world structures. In Stern, B.
(ed.), Representing consumers: Voices, views and visions.
London: Routledge.

Ticehurst, G. W. & Veal, A. J. 2005. Business Research
Methods: A Managerial Approach (2nd ed.). Australia:
Pearson Education Australia.

Verlegh, P. W. J., & Candel, M. J. J. M. 1999. The consump-
tion of convenience foods: Reference groups and eating
situations. Food Quality and Preference, 10(6), 457–464.

Warde, A. 1999. Convenience food: Space and timing.
British Food Journal, 10(7), 518–527.

Wyke, S. & Landman, J. 1997. Healthy eating? Diet and
cuisine amongst Scottish South Asian People. British
Food Journal, 99(1), 27–36.

353



This page intentionally left blankThis page intentionally left blank



Current Issues in Hospitality and Tourism Research and Innovations – Zainal et al (eds)
© 2012 Taylor & Francis Group, London, ISBN 978-0-415-62133-5

Indigenous food and destination marketing

Debbie Ferdinand Moginon, Toh Poh See & Mazni Saad
Universiti Teknologi MARA, Shah Alam, Malaysia

ABSTRACT: The emergence of food tourism has received immense good response leading to countries putting
an emphasis on the development of food within their tourism product offering.The significance of the relationship
between food and tourism cannot simply be ignored as food can be a draw or motivator towards a destination for
many; where local, regional or indigenous foods play a role in terms of being a tool for tourism and marketing
for a particular destination. Due to their link with local cultural experiences, tasting local food and beverages has
been found to not only appease hunger but also serve as one of the unique and original attractions during a holiday.
The promotion of local and regional food will not only elevate the tourism industry but also contributes towards
tourism sustainability as it leads to preservation of culinary heritage as well as adding value to a destination’s
authenticity (du Rand and Heath, 2006). There is a need to use food unique to a destination as an effective
marketing tool and at the same time take into account how to develop food as part of a cultural tourism product
for a destination in a sustainable way. The use of this kind of food can be effectively incorporated in the tourism
marketing of a destination by taking into account aspects such as: (1) factors that influence tourists or travellers to
experience local food and beverages on trips and holidays, (2) satisfying tourists’ palette without compromising
its original state, (3) developing a clear and consistent ‘food identity’, and (4) the issue of preserving the local
distinctiveness valued by tourists especially in the face of globalization pressures. More work appears to be in
need with regard to the potentials of indigenous food in elevating the tourism industry. The purpose of this paper
is to assess the viability and potentiality of indigenous food as an effective marketing or promotion tool for a
destination’s cultural tourism development.

Keywords: Indigenous/local/traditional food, food tourism, destination marketing

1 INTRODUCTION

The existence of relationships between food and
tourism has become increasingly important in the aca-
demic research and debate in recent years (Cohen and
Avieli, 2004; Henderson, 2009; Karim, 2006; Kim,
Eves and Scarles, 2009; Shenoy, 2005;Telfer and Wall,
1996). Despite the fact that food and tourism have
long been closely interrelated, it is only recently that
the roles by which food plays in attracting tourists
to a destination have come to be clearly recognized
by governments, researchers and by the food and
tourism industries (Tikkanen, 2007). The emergence
of food tourism has also received immense good
response leading to countries putting an emphasis on
the development of food within their tourism product
offering.

Henderson (2009) indicated that food has assumed a
prominent role in the decision-making of tourist, thus,
it can be such a useful tool of destination and gen-
eral development. What is more, there is an increasing
number of travellers expressing that food is in fact a
key aspect of the travel experience and have interest in
local as well as regional foods as they believe that in
order to understand the culture of a particular country,

it is important for them to experience a country’s food
(Conde Nast Publications, 2001 cited in O’Halloran
and Deale, 2004, p. 2). Thus, the significance of the
relationship between food and tourism cannot simply
be ignored as food can be a draw or motivator towards a
destination for many; where local, regional, traditional
or indigenous foods play a role in terms of being a tool
for tourism and marketing for a particular destination.

Food has such cultural and tourism development
potential, in particular indigenous food as it symbol-
izes a particular ethnic group or destination which
not only makes it unique but distinct. Moreover, du
Rand and Heath (2006) put forward that the promo-
tion of local and regional food will lead to preservation
of culinary heritage as well as adding value to a
destination’s authenticity.

More work appears to be in need with regard to
the potentials of indigenous food in elevating the
tourism industry. This will also pave the way towards
the preservation and sustainability of cultural tourism
development for a destination. Therefore, the purpose
of this paper is to assess the viability and potential-
ity of indigenous food as an effective marketing or
promotion tool for a destination’s cultural tourism
development.
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2 LITERATURE REVIEW

2.1 Food and tourism

Food plays such an important role in the lives of peo-
ple regardless of different walks of life. It seems that
the role of food is no longer on sustaining life alone,
but has expanded beyond its functional role. “Indeed,
in certain situations around the globe, the promise of
an exciting food and drink, or experience, can be the
driving force that motivates and enthuses people to
visit certain holiday destinations” (Sharples, 2003).
Thus, food and beverages consumption may be a key
reason for travellers to visit a particular destination,
hence, contributing to the economy of tourist desti-
nations (Kim, Eves and Scarles, 2009). Food tourism
shapes gastro destinations such as France, Italy and
California whereas in emerging destinations such as
Croatia, Vietnam and Mexico, food plays an impor-
tant part of the overall experience (Yeoman, 2008).
Furthermore, the increase in culinary travel has led
to more and more specialized operators offering food
and wine holidays in various emerging food tourism
markets such as Australia, Chile, Mexico, Turkey,
Croatia, Austria and Switzerland (Travel eguides,
2009). Additionally, in respond to the increasing
importance of food and beverages in holiday or travel
experience as well as one of the main reasons for travel,
tourism bodies or the countries around the world are
now focusing on the idea of promoting and marketing
food itself within the total tourism experience.

2.2 Potential role of indigenous food in tourism
destination marketing

With reference to past studies, the term traditional
food, local food, regional food and indigenous food
have been used interchangeably (du Rand, Heath and
Alberts, 2003; Kim, Eves and Scarles, 2009; Sims,
2009; Torres, 2002).According to Sims (2009) there is
an apparent synergy around the themes of local food,
sustainable tourism and authenticity. Thus, it can be
concluded that local food can be perceived as being
traditional and indigenous as well. Indigenous or tradi-
tional food may also be attributed to food of a particular
ethnic group as such indigenous group or tribe in a
particular destination or the destination itself. Indige-
nous food is enjoyed by tourists, particularly items of
local or ethnic nature (Wagner, 2001). Kim, Eves and
Scarles (2009) applied a grounded theory approach in
order to obtain insight into the local food experiences
and found that tasting local food and beverages not
only appease hunger but also serve as one of the unique
and original attractions during a holiday due to their
link with local cultural experiences. As Hjalager and
Richards (2002) put it; tasting local food can serve as
both a cultural activity and entertainment, thus mak-
ing it an essential part of the tourism experience. It
was found from manifold empirical studies that desire
to have a unique experience serves as a drive that
make tourists become attracted to food such as regional
and ethnic foods (Reynolds, 1993; Hall et al, 2003;

Cohen and Avieli, 2004). This is because local foods
are considered as “iconic” products that capture the
“typical” nature of a particular place (Bessière, 1998;
Urry, 1990).

“Food is considered as a reflection of the culture of a
country and its people. It is therefore the ideal products
to offer as an attraction in a destination and has many
possibilities to be used as a marketing tool” (du Rand
and Heath, 2006, p. 207). Reynolds (1993) conducted
a case study on Balinese food and found that many
visitors are searching for the genuine and authentic,
believed to be found in local foods. The importance
of regional food in tourism was also highlighted by
Torres (2002) who identified that some tourists were
upset because of insufficient information concerning
regional or local cuisine as well as few chances to
sample those foods. It seems that food can become a
draw to a destination because tourists can experience
the culture in that particular destination via its food.
This is in line with what has been indicated by Hu and
Ritchie (1993) with regard to the significant relation-
ship between food and culture, where food may serve
as a mean of cultural motivators. This is because when
experiencing new local cuisines, tourists are also expe-
riencing a new culture (Fields, 2002). Karim (2006)
also noted that it is well known that food plays a key
role in drawing tourists to a particular destination due
to its reflection of a region’s culture and religion as
travellers have always been in the lookout for some-
thing which is authentic and connoted that visitors
can be attracted to a particular destination because
of authentic and interesting food. The author further
commented that some tourists travel to a destination
just to enjoy the traditional or authentic cuisine that
might not be available in other places or destinations
as well as tourists who travel in order to look for
special food ingredients. This is in line with Torres
(2002) who stated that as tourists are more likely to be
experimental and search out ‘exotic’ and ‘indigenous’
foods, hence fostering greater demand for local prod-
ucts. What is more, Yeoman (2008) noted that tourists
are now searching for uniqueness within the encap-
sulation of individualism, which is searching out for
local, fresh and good quality cuisine that reflects the
authenticity of the destination.

2.3 Food and sustainable tourism

Other than contributing towards the sustainable com-
petitiveness of a destination (Crouch and Ritchie,
1999), local and regional food can also directly
or indirectly contribute to the various elements of
sustainability in a particular area (du Rand, Heath
and Alberts, 2003). These areas include agricultural
activity, authentic exploitation, attraction enhance-
ment, community empowerment, pride generation and
branding identity (Telfer and Wall, 1996). Sims (2009)
conducted qualitative interviews with tourists and food
producers of both two UK regions, the Lake Dis-
trict and Exmoor and conceptualized local foods as
“authentic” products that symbolize a destination’s

356



place and culture. It is also argued in that local food
can play an important role in the sustainable tourism
experience as it appeals to the desire of the visitors
for authenticity during the holiday (Sims, 2009). What
is more, culminating from past literature Sims (2009)
further posited that “local” food plays an essential role
within sustainable tourism as it encompasses every-
thing from food safety concerns, agriculture impacts
on the rural environment to the demands of visitors
for a more “authentic” tourist experiences. As Lockie
(2001) put it, food itself carries a large number of
symbolic meanings as it is often intertwined with the
social, cultural and natural characteristics of a specific
region. Food plays a role in sustainable tourism agenda
as it aids in the increased of local food consumption
among tourists which ultimately be of benefit to the
local economy by means of multiplier effect (Torres,
2002). On the other hand, with regard to environmental
issues, “buying local” or purchasing a specialty food
like indigenous food only within the destination would
be beneficial to the tourism industry as this reduce
carbon footprint (Boniface, 2003; Mitchell and Hall,
2003).

3 DISCUSSION

Food tourism is highly viable and has good prospects
to be developed further due to the fact that every-
one eats no matter where they go to. Local or food of
ethnic nature which can be coined as indigenous food
may serve as an attraction for tourists to patronize a
particular destination. However, it is imperative to con-
sider and plan how the use of this kind of food can be
effectively incorporated in the tourism marketing of a
destination so that it also contribute towards the des-
tination’s cultural tourism development. A myriad of
criteria need to be considered heavily when planning
and devising strategy for the use and development of
indigenous food as an effective tourism marketing tool,
one of them is the degree of its appeal to attract vis-
itors. This is because during a trip or vacation, some
travellers might have the passion to try foods of other
cultures or those who have the curiosity on different
foods while some may look for kinds of food similar
to those eaten at home (Karim, 2006). For instance,
Cohen and Avieli (2004) conducted a study on food in
tourism with regard to its role as both an attraction
and impediment and found that modern westerners
have been exposed to an increasing variety of for-
eign cuisines, hence, feeling acquainted with them,
despite have not yet visited the places in which these
cuisines originated. Attempts have also been under-
taken to examine the factors that influence tourists
or travellers to experience local food and beverages
on trips and holidays (Fields, 2002; Kim, Eves and
Scarles, 2009; Ryu and Jang, 2006; Sparks, 2007).

It is crucial that the food is not changed or altered
with the sole aim of matching and suiting the taste of
foreign tourists as this would exert further implications
with respect to the sustainability of the community

(Chappel, 2001, cited in du Rand, Heath and Alberts,
2003). There is definitely a need for proper plan-
ning and coordination to ensure that indigenous food
can serve as both an income generating activity and
cultural enhancement activity (du Rand, Heath and
Alberts, 2003).

Despite of its potential in the tourism realm, par-
ticularly cultural tourism, there can be an issue of
developing a clear and consistent ‘food identity’which
was evident in the marketing and branding of Taiwan
as a culinary tourism destination (Lin, Pearson and
Cai, 2011). This is especially true if a particular des-
tination is made up of various regions populated by
various ethnic groups. The Canadian Tourism Com-
mission (CTC) also experienced the challenges of
defining Canadian cuisine as its culinary traditions
have been influenced by a long history of immigration,
together with regional product availability (Hashimoto
and Telfer, 2006).

There is also an issue of preserving the local
distinctiveness valued by tourists especially in the
face of globalization pressures (Henderson, 2009).
There is a trend towards universal standardization
and homogenization, reflected by the spread of fast
food chains (Alfino and Wynyard, 1998, as cited in
Henderson, 2009). People’s eating behavior for exam-
ple has been affected by food globalization for instance
“McDonalds” has been a common trend in most
countries all over the world (Hall and Mitchell, 2000).

4 CONCLUSION

It is apparent that there is a significant relationship
between food and tourism, where local, traditional
or indigenous foods also play such important role in
terms of being a tool for tourism and destination mar-
keting for a particular destination. What is more, the
promotion of local and regional food will not only ele-
vate the tourism industry but also leads to preservation
of culinary heritage as well as adding value to a desti-
nation’s authenticity (du Rand and Heath, 2006). It can
be concluded that there is a need to use food unique to
a destination as an effective marketing tool and at the
same time take into account how to develop food as
part of a cultural tourism product for a destination in a
sustainable way. All these are made possible due to its
viability and potentiality to be incorporated as part of
cultural tourism development for a particular destina-
tion. With this, the potentiality of indigenous food for
instance is geared towards an optimized destination’s
cultural tourism development, creating a win-win sit-
uation to all stakeholders as well as the sustainability
of the food heritage itself.
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ABSTRACT: The consumption and preparation of food popularly known as foodways give valuable insights
into the community that performs the acts. Foodways through their preparation and consumption are work like a
sign system that transcend time and space. They bring meaning from one reality (the past) into another and signal
an individual’s ethnic connections and competence. Foodways act as the connection between membership in a
cultural community, group and significant for identity formation not only for the society but also for the nation.
Many scholars claim that foodways of the various ethnic groups in multiracial countries play the biggest role in the
country’s food identity formation. Scholars also believed that acculturation through food knowledge/language,
media and social interaction not only contributes to food culture adaptation among different ethnic groups but
gradually creates a food identity.Through acculturation (food knowledge/language, media and social interaction),
some of the Malaysian major ethnic foods like Chinese and Indian are believed to be adjusted and adapted by
Malay ethnic through the foodways (preparation and consumption) and in turn moderates the Malaysian food
identity. Thus, this paper conceptually discusses the links between acculturation, foodways and Malaysian food
identity.

Keywords: Foodways, acculturation, Malaysian food identity

1 INTRODUCTION

Many scholars unanimously agree that identity for-
mation is one the important subject facing by the
individual, groups, organizations, societies, politics
and countries (Erikson, (1994). Many countries, even
culturally homogeneous nations, are still concerned
with the formation of identity and social integration
among the ethnic groups (Phinney and Rosenthal,
1992). This issue is more critical for the multicultural
nations (Alba, 1990) and some are reported to be strug-
gling to develop their identity formation and social
integration. America, for instance, as a multicultural
super power and a well established nation is contin-
ually searching for the best mechanism to achieve a
well accepted identity and social integration (Shane,
1994). Scholars (Berg, 1997 and Schierup, 1988) con-
tend that identity formation through integration among
the different groups is important as it is endorsed by the
power structure of society. As society becomes more
complex, common perceptions of identity are consid-
ered to be an important issue (Frable, 1997; and Demo,
1992). Education, the economy and other methods are
used for identity formation and social integration in
multicultural nations (Sizuki, 1984;Takaki, 1989).The
equal division of wealth and educational opportunities
among the different races is the mechanism applied in

creating and strengthening identity formation. Social
theories Tajfel & Turner, 1986; and Lipiansky, 1998)
seek to explain identity formation, how it develops,
what factors facilitate and inhibit it, and what results
from it (Schollier, 2001).

Principally, identity formation is a continual process
and serves as the psychological locus of cultural effects
and functions as a mediating, orienting and interpretive
framework that will form a domain which socio cul-
tural groups feel, act and accept (De Mouji, 2004). In
other words, if personal identity consists of value sets,
beliefs and other similar aspects that distinguish us
from other social groups, national identity is the inter-
nalization of elements that have been gathered from
the group or groups to which a nation belongs (Erik-
son, 1980). In this sense, the culture and identity of
a nation comprise of many aspects. They are shaped
and molded by the background of the people, their
languages and beliefs. If it does not have these factors,
a nation cannot learn how to shape itself, and how to
establish its identity. A nation also cannot define its
people from others. This is because each nation has
a unique culture that the people or society can share
with the rest of the world through their identity. When a
nation is very sure of its identity, it tends to have a clear
focus on what it wants in a positive manner (Turner
and Oakes, 1997; Ratnasingam, 2010). As reported,
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countless efforts have been made by many countries
in achieving the goal through social integration, educa-
tion, economics, politics and excetera, of the country’s
identity formation.

Foodways, through their preparation and consump-
tion work like a sign system, that can transcend time
and space. They bring meaning from one reality (the
past) into another and signal an individual’s ethnic con-
nections and competence (Kaplan, 1984). In this sense,
foodways of the various ethnic groups in a multira-
cial country play the biggest role in the country’s food
identity formation.

Scholars claimed that acculturation through food
knowledge/language, media and social interaction
significantly contributes to food cultural adaptation
among different ethnic groups (Cleveland, 2009;
Shalom and Horenzyk, 2004, Acculturation is the
exchange of cultural features that results when groups
of individuals with different cultures come into con-
tinuous contact; the original cultural patterns of either
or both groups may be altered, but the groups remain
distinct (Kottak, 2007). Rudmin (2003) refer to it as a
process of learning the practices and customs of a new
culture, acquiring the capability to function within the
dominant culture while retaining one’s original cul-
ture. In the context of this paper, some of the country
major ethnic foods are believed to be adjusted and
adapted by all the dominant ethnic groups through the
foodways (preparation and consumption) and are grad-
ually becoming what could be called Malaysian food.
Based on this notion, it raises a critical question to what
extent acculturation through food knowledge, media
and social interaction influences the preparation, con-
sumption and adaptation of other ethnics’ food by the
dominant group in the formation of a country food
identity. This paper therefore conceptually discusses
the matter.

2 LITERATURE REVIEW

2.1 Acculturation

In general, acculturation is different in subtle ways
from assimilation. It is a process of learning the prac-
tices and customs of a new culture, acquiring the
capability to function within the dominant culture
while retaining one’s original culture. Rudmin, (2003)
elucidated it as the interaction of at least two cultures,
describing the process by which a person learns and
adopts the norms and values of a different culture.

Marin, (1993) initially suggested that, as the contact
continues; acculturation may also continue, become
rapid or reach a stage of reaffirmation of traditional
values. Berry (1980) proposed that upon contact,
individuals undergo a process of slight changes in
at least six areas of psychological functioning (lan-
guage, cognitive styles, personality, identity, attitude
and acculturative stress). The final outcome of the
process may depend on factors such as the initial cen-
trality to the individual of the particular values and

attitudes, the significance of the family as a reinforce
of traditional values and as a change agent, and the
importance and strength of societal change agents such
as media, language, knowledge, friendships and laws
(Marin, 1993).

While acculturation is a process of learning the
practices and customs of a new culture, assimilation is
the merging of cultural traits from previously distinct
cultural groups which does not involve a biological
incorporation (Berry, 1980). The transfer of customs
is not simply a one-way process. Each group of immi-
grants contributes some of its own cultural traits to
its new society. Assimilation usually involves a grad-
ual change and takes place in varying degrees; full
assimilation occurs when new members of a society
become indistinguishable from older members. Immi-
grant assimilation is a complex process in which an
immigrant fully integrates themselves into a new coun-
try. Social scientists rely on four primary benchmarks
to assess immigrant assimilation: socioeconomic sta-
tus, geographic distribution, second language attain-
ment, and intermarriage (Waters and Jimenez 2005).
Clark (2003) terms immigrant assimilation “as a way
of understanding the social dynamics of society and
that it is the process that occurs spontaneously and
often unintended in the course of interaction between
majority and minority groups”.

Social scientists argue that assimilation sometimes
allows one’s original culture to be overridden by the
dominant culture (Hirschman et al., 2004; Mintz &
DuBois, 2002). Pluralists asserted that the various
elements of culture in ethnic groups are slightly less-
ened while participating in the larger identity through
acculturation and assimilation.

2.2 Foodways

Principally, foodways is a combination of two words
which are ‘food’ and ‘ways’ and refers to the way
food is prepared, served and consumed by human
beings. Vast definitions of foodways have been given
by theorists and scholars and indeed the precision of
the term is not yet near to consensus. Many refer
to this term as an act or behaviour which involves
the preparation, presentation and consumption of
food characterized by individuals and society (Gold,
2007 and Williams-Forson, 2007).

Camp (2009) posits foodways as a means to iden-
tify the identity of a community, age, ethnicity, gender,
locale, occupation and religion. Some argue that food-
ways are closely related to the culture of foods, the
tools, techniques and ingredients with which food is
prepared and its customs (Verbeke & Lopez, 2005; Vu,
2009) and one of the best ways to understand a culture
and ethnic identity (Scholliers, 2001). In fact, the rela-
tionship between food and people has been discussed
by many scholars (Almli, Verbeke, Vanhonacker,
Næs, & Hersleth, 2011; Cairns, Johnston, & Baumann,
2010; Flannery & Mincyte, 2010).

Counihan andVan Esterik (2008) in their book Food
and Culture: a Reader state “food touches everything”
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and some of the roles are aided by foodways. DiPiazza
(2004) explain that foodways are a juncture of food
and culture where the social members not only gather
to eat, but are engaging in a ritual by which they
strengthen and celebrate their social ties. The dual-
ity of the food practices makes them unique in that
nature (biology and environment) and culture (beliefs
and practices) affect the way people express and per-
form foodways. Foodways are also a key component
of culture and sense of identity (Koc & Welsh, 2002).
Rearick (2009) argued that when discussing the food-
ways one cannot make hard and fast differentiations
between nature and culture, and in fact foodways and
culture are inseparable.

2.3 Adaptation

The term adaptation broadly refers to the process that
people go through when trying to adjust to the dif-
ferences they encounter in new cultural environments,
thus becoming better suited for dealing with the extent
challenges encountered in unfamiliar environments
(Kim, Laroche and Tomiouk, 2001). Scholars have
also explored the influence of cultural identity on indi-
vidual’s cross-cultural adaptation experiences (Berry,
1994; Sussman, 2002), and those studies stand out as
ones that offer a unified perspective on the way indi-
viduals adjust to their environments. Several emergent
theoretical frameworks have shown the interplay of
cross-cultural transitions and cultural identity, which
refers to an individual’s identification with and a sense
of belonging to groups that share similar values, mean-
ings, and rules of conduct (Collier & Thomas, 1988).
On a general level, adaptation refers to changes and
modification of cultural manifestations that people
undergo in order to fit themselves into a new envi-
ronmental background (Kamal, 2005). Thus, humans
adapt to their environment by either actively modi-
fying their environment or passively accommodating
to the environment (Ponterotto, 2010). Dévieux et al
(2005) contends that the adaptation process involve an
interwine of the components of the intervention with
important principles, values, and realities of the new
culture. In the context of this paper, adaptation denotes
of how the preparation and consumption of certain
acceptable Chinese and Indian foods by the Malays as a
dominants ethnic form what could be called Malaysian
food identity.

2.4 Malaysian food formation

During pre-independent era, each ethnic group in
Malaysia particularly Malays, Chinese, Indians and
others had distinctive and diverse types of food or
culinary treasures. Each group was individualistic in
cultural practices and food in particular (Othman et al,
2005). Cuisines and food cultures were largely con-
fined to the respective communities and ethnocentric
attitudes towards other races’ food. In fact, each eth-
nic restaurant only accommodated to its own ethnic
community. However, the progression of acculturation

and assimilation through the government’s initiatives
plus others since 1970s, or to be exact after the racial
tension gradually united those ethnic groups. The inte-
gration processes undertaken are also believed to have
created a dynamic growth of cross acculturation of
food through its foodways (preparation and consump-
tion) among the major ethnic groups. This is evident
when many restaurants incorporated cuisines from one
another in their menus and not to exaggerate that
some of the popular foods from each ethnic group
are accepted and prepared by one another. Some of
the popular Chinese and Indian foods are adapted or
altered by the Malays as a dominant ethnic group as
long as they are halal. For instance, chicken rice, sweet
and sour soup, idlee, prata, nasi kandar and many
others are adjusted by the Malays by combining
flavours and tastes to suit their palate and this similar
is to Chinese and Indian.

Rudmin (2003) refer to it as a process of learning
the practices and customs of a new culture, acquir-
ing the capability to function within the dominant
culture while retaining one’s original culture. In this
context, some of the Malaysian major ethnic foods are
believed to be adjusted and adapted by Malay ethnic
through the foodways (preparation and consumption).
Cleveland (2009) noted that acculturation through
food knowledge (reading, language, education) media
(television, newspaper columns, and magazines) and
social interaction (social gatherings, events, parties) is
believed not only contribute to food cultural adapta-
tion but gradually creates a food identity.The scenarios
on the parameters or variables that might moderates
Malaysian food identity are illustrated in the fol-
lowing conceptual framework. (Reading, language,
education) media (television, newspaper columns, and
magazines) and social interaction (social gatherings,
events, parties) is believed not only contribute to
food cultural adaptation but gradually creates a food
identity. The scenarios on the parameters or vari-
ables that might moderates Malaysian food identity
are illustrated in the following conceptual framework.
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3 CONCLUSION

From the overall preceding argument, it is assumed that
food identity in the multiracial countries like Malaysia
is gradually being formed through acculturation (food
knowledge, social interaction and media) of the food-
ways. Despite this, issues on food identity formation
still received less attention among the researchers with
no attempt to date made in the Malaysia context.There-
fore, few questions arises related to these issues. Does
acculturation through knowledge influence the Malay
to prepare and consume food of other major Malaysian
ethnic groups? Does acculturation through social inter-
action influence the Malay to prepare and consume
food of other major Malaysian ethnic groups? Does
acculturation through the media influence the Malay
to prepare and consume food of other major Malaysian
ethnic groups? To answer such questions besides cre-
ating literature and lay the groundwork, there is a
necessity for the empirical studies specifically looking
at the Malaysian perspective.
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ABSTRACT: There are awakening concerns among nations on the potential loss of both food and knowledge
of traditional food among the younger generation. Some growing loses on ethnic traditional food are witnessed
among later generation of immigrants owing to the lack of passing the skills and knowledge by the older gener-
ations or experienced practitioners to the young generation and this issue starts to receive significant attention
among the academic scholars. Understanding the process of sharing and transferring the food provisioning skills,
techniques, eating decorum and cultural beliefs from generation to generations or known as Traditional Food
Knowledge (TFK) are therefore critically important in ensuring the survival, cohesion and preserving some
of traditional food practices. Thus, this paper conceptually discusses the traditional food knowledge or food
knowledge transmission and relates it into Malays festive foods scenario.
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1 INTRODUCTION

Fundamentally, food is a substance either in solid or
liquid form. It is important for satisfying hunger, as
well as being a source of energy and health for human
life. It creates happiness for individuals, families, soci-
eties and many others. Bonanno (2011) contended
that businesses started evolving in the early world
because of food, while others claimed food plays a
significant role in society. The relationship between
food and people has been discussed by many schol-
ars (Almli, Verbeke, Vanhonacker, Næs, & Hersleth,
2011; Flannery & Mincyte, 2010). Food for instance
is observed as a medium for interaction (Mine Sylow,
2009), performs as a focal point of, and for social con-
tact, as a symbol of and for social bonding (Hess,
2007; Kierans & Haeney, 2010), bringing meaning,
beliefs and identities (Bugge, 2003b). Further, foods
are an expression of culture, history and lifestyle
(Trichopoulou, Soukara, & Vasilopoulou, 2007) and
memory and nostalgia (Kierans & Haeney, 2010).
Therefore foods are important in connecting peoples
and are a cultural showcase.

The above statement clearly indicates that each cul-
ture, ethnic group or community has its own specific
traditional food. In this sense, traditional foods refer
to foods, particularly well known, originating in an

area with respect to the district or sub district, region
or country and practice from generation to genera-
tion (European Union, 2007). Kwik (2008) posited
that traditional food may be interpreted as describ-
ing a process that does not change. It represents the
collected wisdom of many generations of people who
have learned how to produce and prepare food prac-
ticed by early generations in order to retain the tradition
of the respective culture.

In line with the above notion, there are great con-
cerns among nations about the potential loss of both
food and knowledge of traditional foods, in partic-
ular among the younger generation (Almli et al.,
2011; Bonanno, 2011; Kamaruddin, Zahari, Radzi &
Ahmat, 2010). Many commentators argued that coun-
tries might lose some of their traditional food if the
traditional preparation of it is not passed to the young
generations (Albayrak & Gunes, 2010; Chenhall,
2011).

Therefore, sharing and transferring the food provi-
sioning skills, techniques, eating decorum and cultural
beliefs from generation to generations or known as tra-
ditional food knowledge (TFK) are critically important
in ensuring the survival, cohesion and preserving of
those mentioned elements (Mohd. Salehuddin, Mohd.
Syaquif, Mohd. Zain, & Langgat, 2011; Nicolaou
et al., 2009). Thus, this paper conceptually discusses
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the traditional food knowledge or food knowledge
transmission and relates it into Malays festive foods
scenario.

2 LITERATURE REVIEW

2.1 Traditional food

Traditional food referred as foods that have been
consumed for many generations which includes all
indigenous food plants found in that region or locality
(European Union, 2007) while in other words, tra-
ditional foods are those foods originating locally in
an area with respect to the country, region, district or
sub district (Ohiokpehai, 2003). Jordana (2000) on the
other hand stated that traditional food is a food that
is differentiated through particular qualitative aspects
and has a specific cultural identity, while Kwik (2008)
contended that traditional food may be interpreted as
describing a process that does not change. It repre-
sents the collected knowledge of many generations of
people who have learned how to produce and prepare
food practiced by early generations in order to retain
the tradition of the respective culture.

Many scholars deduced that traditional food
through its preparation and consumption is one of
the best ways to understand a culture and ethnic
identity (Vu, 2009) and all traditional food-related
activities, concepts and beliefs shared by a particu-
lar group of people give meaning to their identity
(Gold, 2007) and this identity has been carried from
one generation to another (Weichselbaum, Benelam,
& Costa, 2009). Others asserted although daily and
traditional foods have experienced slight modification
and alteration, they still play an important role in cul-
tural identity and reflect the history of a country or
a region (Kamaruddin et al., 2010; Langgat, Zahari,
Yasin, & Mansur, 2011; Muhammad, Zahari, Othman,
Jamaluddin, & Rashdi, 2009; Weichselbaum et al.,
2009).

2.2 Traditional food knowledge/food knowledge
transmission

The concept of traditional food knowledge integrates
a number of academic disciplines such as social, cul-
tural, and nutritional anthropology; human ecology,
agriculture, population health, family studies, com-
munity development, and education, among others
(Warren, 2001). In human ecology, traditional food
knowledge is systems that are being acknowledged as
valuable in protecting the integrity of natural resources
with regard to food (Kuhnlein, Erasmus, & Spigelski,
2009). In this context, food knowledge is honed by
generations of people in particular environments.

Traditional food knowledge in ecology was used
in Western communication since late 1970s and early
1980s (V. Kuhnlein, Donald, Spigelski, Vittrekwa, &
Erasmus, 2009). In sum, ecology traditional food
knowledge according to Warren (2001) is generally
referred to knowledge generated by communities and

ethnic groups that usually pass the knowledge from
one generation to the next through oral transmission
that focused on the microenvironment in which food
is generated

In social, cultural, and nutritional anthropology per-
spective, traditional food knowledge (TFK) or also
known as food knowledge transmission refers to a cul-
tural tradition of sharing food, recipes and cooking
skills and techniques and passing down the collective
understanding through generations (Kwik, 2008a). It
is a product of generations which usually involved
women through learning from each other and their
environment on how to nourish themselves.

Despite these, limited literatures have specifically
uncover the medium or elements that work along
with food knowledge transmission like food prepara-
tion, cooking method, cooking skill and food decorum
(Bugge, 2003a; Chenhall, 2011). The medium of food
knowledge transmissions such as observing, hands
on learning (helper/assistance), recipe reading and
practices are believed to be crucial elements in food
transmission processes (Bugge, 2010; Kamaruddin
et al., 2010; Langgat et al., 2011; Short, 2003).

2.3 Adaptation and practices

Many scholars argued, in any transmission processes
or before practices can be done, adaption must first
occurred (Warde, Cheng, Olsen, & Southerton, 2007).
Adaptation in fact is a key that enable humans to
understand other individual’s skills, knowledge and
experience. This approach opened the way for indi-
vidual to familiarize and adjust the new knowledge
gain which will lead or influence them to practice or
utilize it (Cordes, 2004). In this context, food knowl-
edge adaptation is the evolutionary process by which
an individual either remain, modifies or altered his
cooking abilities and customs to fit in to a current
trend, and demand and adaptation is closely associated
with practices (Boyd & Richerson, 2006).

Chenhall (2011) noted that transition of traditional
food practices are less taking among the young gen-
eration primarily owing to the increased availability
of processed, pre-prepared and convenience foods
within the retail and foodservice environments. Con-
sequently, the fundamental shifts occurs within entire
cultures (developing and developed countries), result-
ing in negative implications for traditional food prac-
tices. In line with this notion, there is some concern that
traditional practices may be forgotten by modern prac-
titioners and young generations (Almli et al., 2011)
and a decline in cooking and food preparation skills
start to appear in the popular and published literatures
(Chenhall, 2011).

2.4 Malay food

Malays are an ethnic group of Austronesia predomi-
nantly inhabiting the Malay Peninsula including the
southernmost parts of Thailand, the east coast of
Sumatra, the coast of Borneo, and the smaller
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islands which lie between these locations (Mohamed,
Mohamad & Hussain, (2010). The Malays ethnic
group is distinct from the concept of a Malay race,
which encompasses a wider group of people including
the descendants of Indonesians, Philippines and peo-
ple of Oceania (Hutton, 2000). Malays traditionally
had a close identification with Islam and this religion
remained ever since.

In regard to food, the Malay cuisine are varies from
region to region (Hutton, 2000). In the northern states
of Perlis, Kedah and Perak, the dishes normally consist
of herbs with the tartness of tamarind and fiery spice
blends (Jalis, Zahari, Zulkifly & Othman, 2009). The
food is always spiked with copious amounts of tongue-
scorching Sambals. The cuisine of the two east coast
states of Kelantan and Terengganu is heavily influ-
enced by Thai cuisine. The types of food are similar;
however, sugar is always a vital ingredient in Kelantan
cuisine compared to Terengganu (Jalis et al., 2009).

The cooking of Negeri Sembilan which has a strong
affinity with the land of the Minangkabau in West
Sumatra features richly spiced dishes cooked in lash-
ings of thick coconut milk. Rendang and masak lemak
cili padi are the perfect examples of this heritage (Jalis
et al., 2009). Malacca or Bandaraya Bersejarah which
was famous among the traders during the 13th to the
14th centuries is well known for its hot and sour cui-
sine heritage especially Baba Nyonya (Peranakan). In
fact, the descendants of the Portuguese who settled in
Melaka during their colonization era also influenced
some of the Malay tradition of cooking. As a result,
an assortment of the Malay cuisines in this state is
available and the most popular dishes among the local
people that symbolize Malacca areAsam Pedas, Dodol
and Ikan Bakar (grilled seafood).

The Malay cuisine of Johor and Selangor includes
a number of Javanese influences, as these were among
the first locations where the early Javanese immigrants
chose to settle (Hutton, 2000). Noodle based dishes
like mee rebus jawa, mee bandung as well as satay and
lontong are very popular in areas where this Javanese
influence can be detected. In addition, Beryani Gam
Rice and Telur Pindang are popularly known in Johor
due to the influence from Arab trades during the trad-
ing era and which are normally served during special
traditional occasions such as kenduri (Malay wedding
ceremony) and many more (Jalis et al., 2009). Fiery
hot chillies and fresh herbs are popular ingredients in
most Malay dishes.

2.5 Malay festive food

Kroll (1994) defines the festive (ethnic festival) food
as the foods closely associated with various ethnic pop-
ulations and sometimes confined to specific regions of
a nation with little exposure to non-ethnics, and which
are prepared specially for special festivals or occa-
sion. Carol (1990) stated that festive food is related
to the activities that lie at the core of all ethnic cul-
tures and further noted one cultural manifestation is the
important role of ethnic food in many special events

and it possesses specifically associated meanings and
expression. Mora (1998) asserted that ethnic festive
food refers to the expression of food in terms of atti-
tudes, values, behaviors and beliefs of a culture that
is an expression of its cultural traditions or heritage,
religion or national origin.

In line with the above notion, Hari Raya (Aidil
Fitri and Aidil Adha) mean festivals or celebration
days throughout the world for Muslims. Of the two,
Aidil Fitri is the most important festival in the Islamic
calendar which marks the end of Ramadan (which is
the fasting month) and the arrival of Shawal and it is
a grand celebration in Malaysia (Munan, 1990). The
main practice, besides others, during this celebration
is the appearance of traditional food, as on the festival
the whole day is spent visiting relatives and friends
and food is part of the integral elements in connecting
relatives and friends (Anon, 1995).

According to Anon (1995), on the eve of Hari
Raya, there is much cheer and merry making at home.
Besides other preparations, such as clothes, deco-
rations and so on, the popular foods as previously
mentioned, are prepared with family members work-
ing together to get them ready. In sum, on top of the
religious obligation, the preparation and consumption
of traditional foods are apparent during Hari Raya
(Anon, 1995).

3 CONCLUSION

Preserving traditional food has also received greater
concern among the older generation and government
of Malaysia. This is evident when the former Minis-
ter of Culture, Arts and Heritage, Dato’ Seri Utama
Dr. Rais bin Yatim urged the Malaysian to preserve
their food heritance delicacies by passing down the
knowledge and skill and practices to next generation.
He said that:

“Being a multi-cultural society, Malaysia is a
land of many colorful festivals and celebrations.
During the festivals, every ethnic group pre-
pares their own traditional food to serve to the
guest. Foods, including various cooking meth-
ods, equipment and eating decorum, have long
been an important element for our culture As
we can see, a lot of changes have occurred in
our food culture and it is important for every-
body to sustain our festival food especially for
the young people. There is a need for the older
generation to pass the knowledge of prepara-
tion to the younger generation. If not, we will
lose our food culture. Our government through
my ministry has a great concern for this issue.”
(KEKKWA, 2008)

This minister notion indicates there is a need to
understand the traditional food knowledge or trans-
mission processes of traditional food and its impact to
generation practices. In line with this, do cultural tra-
ditions of sharing food provisioning skills, techniques
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and cultural imposed among the Malay ethnic group
(Muhammad et al., 2009) still taking place? In other
words, are the traditions of both young and senior gen-
erations work hand in hand from food preparation to
food decorum, especially during festive celebrations
and cultural festivals still occurring?

To date, how the skills, food provision, cook-
ing techniques and eating decorum of the traditional
Malay food are transmitted, adopted or adapted and
the impact on it practices with the influence of mod-
ernization through commercialization by the young
generations have not been widely researched. In fact,
there have been limited comprehensive studies on
the traditional food knowledge or transmission pro-
cesses of the traditional food.To answer such questions
besides creating literature and lay the groundwork,
some empirical evidences on the highlighted issues
needs to be explored.
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satisfaction and tourists’ revisit intention
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ABSTRACT: Community-based tourism is seen as an alternative to propel the socio-economic and cultural
benefits to the local community. Tourists who visit homestay destinations are those who seek existential meaning
and those who quest for pastoral lifestyle.Among many components of culture, food is one of the most elemental.
Hence, the concern of food must not limit us within the nutritional requirement needs per se. To food anthro-
pologist, food is more than just a biological need in human life. Food has a visceral connection with our culture.
There were 600 questionnaires distributed to six homestay destinations throughout Sabak Bernam, Selangor.
Results show that only two factors of destination’s food image were significantly correlated, that is, Food Variety
and Food Exoticness. Hence, unique local food culture of the locals is essential for homestay destinations to
have a good image in the eyes of tourists.

Keywords: Homestay, food, destination image, destination loyalty

1 BACKGROUND OF THE STUDY

It has been an accepted notion that tourism has
helped nations in several aspects. Community-based
tourism is seen as an alternative to propel the socio-
economic and cultural benefits to the local community
(Briedenhann & Wickens, 2004). Its potential to
provide additional income and employment to the
community has been given special emphasis by the
government. Apparently, this has resulted in a sig-
nificant increase of the number of participants in the
program from year to year (see Table 1). To stay com-
petitive, attracting more tourists to visit is the utmost
concern of homestay destinations. Tourists who visit
homestay destinations are those who seek existential
meaning and those who quest for countrified lifestyle
(Hamzah, 2010). They place huge interest to learn cul-
ture and way of life of the host community. Thus, one
of the best ways to learn culture is by experiencing
and participating in the culture itself. Among many
components of culture, food is one of the most ele-
mental. The concern of food must not limit us within
the nutritional requirement needs per se. Food has a
visceral connection with our culture. As such, food is
not only a basic need for tourists, but also an element
that represent a culture of a region embedded with
a great quantity of traditional knowledge and values
(Jones & Jenkins, 2002). This makes food considered
as a cultural identity and symbol of distinctiveness of
a destination (Haukeland & Jacobsen, 2001; Santich,

Table 1. Village participating in homestay program 2011.

State No. villages State No. Villages

Perlis 3 Kelantan 10
Kedah (incld 19 Terengganu 6

Langkawi)
Pulau Pinang 11 Johor 18
Perak 30 Pahang 21
Selangor 18 Sabah 39
Negeri Sembilan 26 Sarawak 24
Melaka 5 Labuan 3
TOTAL 233

Source: Motour (2012).

(2004). This distinctiveness has been viewed as one
of the most important attributes by tourists in creat-
ing destination image (Grbac & Milohanovic, 2008).
Given that food has been proven to be an important
means of selling the identity and culture of destination,
food consumption is being regarded as one of the key
factors in the development of destination marketing
strategy. For these reasons, food has been recognized
as an effective promotional and positioning tool of a
destination (Hjalager & Richards, 2002).

The key component of positioning is through the
creation and management of perception or image of
the destination (Echtner & Ritchie, 2003). Destina-
tion with positive image is likely to draw more tourists
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Figure 1. Theoretical framework of the study.

(Karim, 2006). However, the question of how tourists
view local food and what are their behaviour and atti-
tude towards it remains puzzling as the link between
location and gastronomy in Malaysia is rather unclear
as compared to its neighbouring countries (Karim,
Chua & Salleh, 2009).As such, understanding tourists’
perceived image on local food is essential specifi-
cally in determining tourists’ behaviour and attitude
towards it.

1.1 Objectives of the study

There were four objectives of the study:

a. To assess the relationship between destination’s
food image and tourists’ intention to revisit.

b. To measure the relationship between destination’s
food image and tourists’ satisfaction.

c. To evaluate the relationship between tourists’ satis-
faction and tourists’ intention to revisit.

d. To identify the mediating role of tourists’ satisfac-
tion on the relationship between destination’s food
image and tourists’ intention to revisit.

Figure 1 depicts the theoretical framework for this
study that was used as the foundation for generating
the research hypotheses for this study. Each construct
of the framework were selected based on the review of
the related literature. The framework showed the fol-
lowing: (a) a relationship between destination’s food
image and tourists’ intention to revisit, (b) a relation-
ship between destination’s food image and tourists’
satisfaction, (c) a relationship between tourists’
satisfaction and tourists’ intention to revisit, and (d)
the mediating effect of tourists’satisfaction on the rela-
tionship between destination’s food image and tourists’
intention to revisit. Items measuring destination’s food
image and tourists’ intention to revisit were adapted
from Karim (2006), whilst a single item measuring
overall satisfaction was adapted from Karim et al.
(2009).

1.2 Research hypotheses

There were four research hypotheses that were tested
in this study:

H1: Destination’s food image has a significant rela-
tionship with tourists’ intention to revisit.

H2: Destination’s food image has a significant rela-
tionship with tourists’ satisfaction.

H3: Tourists’ satisfaction has a significant relation-
ship with tourists’ intention to revisit.

H4: Tourists’ satisfaction mediates the relationship
between destination’s food image and tourists’
intention to revisit.

1.3 Destination food image and tourist loyalty

There are quite a number of common definitions of
destination image cited in most research (Jenkins,
1999; Pikkemaat, 2004). Crompton (1979) defined
destination image as the sum of beliefs, ideas and
impressions that a person has of a destination. On the
other hand, Lawson and Baud-Bovy (1977) defined
destination image as the expression of all objective
knowledge, impressions, prejudice, imaginations, and
emotional thoughts an individual or group might have
of a particular place. Hall and Mitchel (2000) also
suggested that food is not only meant for the purpose
of eating, but has other multifaceted meaning which
includes identity as one of them. Understanding that
destination image is shared in common by members
of a particular group is vital in segmenting the market
(Jenkins, 1999).

Henderson (2004) highlighted that marketers have
been using food as a promotional tool in promoting
destinations. He also argued that food and destination
have been the prominent products that shape tourists’
overall experience.

According to Corigliano (2002) culinary tourism
can be categorized as cultural tourism because of its
association with agricultural produce of a particu-
lar destination. Essentially, culinary tourism involved
gourmet tours which include farms visit as well as
tasting food products. Additionally, culinary tourism
provides tourists with unique experience by which
they could experience the culture of a particular
destination and associate it with history.

Researchers have proposed image as an important
prerequisite of loyalty in the search of customer loy-
alty determinants (Kandampully & Suhartanto, 2000).
However, there is no consensus among researchers
whether image directly or indirectly influences cus-
tomer loyalty. Kandampully and Suhartanto (2000),
Faullant et al. (2008) and Zins (2001) proposed the
models in which image and customer satisfactions
have impacts on customer loyalty.

2 RESEARCH METHOD

There were 600 questionnaires distributed to six
homestay destinations throughout Sabak Bernam dur-
ing the sampling period. 102 questionnaires were col-
lected. This represented 17 percent of the total number
of questionnaires distributed. All 102 questionnaires
were usable for analysis. Gender of the respondents
was almost equally distributed with 47.1% male and
52.9% female. Most of the respondents’ age was
between 20 to 29 years old (64.7%), followed by
less than 20 years old (29.4%). Few respondents were
between 30–39 years old (5.9%).
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2.1 Underlying dimensions of destination’s
food image

The 16 attributes associated with destination’s food
image were explored by principal component anal-
ysis with varimax rotation. The Kaiser-Meyer-Olkin
(KMO) measure of sampling adequacy was 0.737.
According to Field (2009), KMO value between 0.7
and 0.8 was considered good. Bartlett’s test of spheric-
ity was significant at 0.00 suggesting that the data
was suitable for factor analysis. An initial analysis
was run to obtain eigen value for each component
in the data. There were four components (Local food
and Culture, Host friendliness, Food variety and Food
exoticness) with eigen value over Kaiser’s criterion of
1 and in combination explained 71.2 (alpha .70 and
above) percent of the variance. All the factors were
named arbitrarily. Factor 1 compiled eight items while
Factor 2 compiled four items. Factor 3 and 4 com-
piled an acceptable minimum of two items respectively
(Costello & Osborne, 2005). Cronbach’s alpha analy-
sis (0.70 was the cut-off point) was used to determine
the internal consistency of each factor.

2.2 Destination’s food image, satisfaction and
tourists’ intention to revisit

The first objective of the study was to assess the rela-
tionship between destination’s food image and tourists’
intention to revisit. Multiple regression analysis was
used to assess the relationship between food image
and intention to revisit. The four factors of food image
were regressed on the intention to revisit.The indepen-
dent variables explained 21.6 percent of the variance
in the dependent variable. There were only two factors
that were significant; Food Variety and Food Exotic-
ness (p < 0.05). In contrast, Local Food and Culture
and Host Friendliness were not significant (and were
removed from subsequent test). The standardized beta
coefficients reflected the importance of each indepen-
dent variable in influencing dependent variable. The
most influential factors of destination’s food image
on the tourists’ intention to revisit was Food Variety
(β = 0.231), followed by Food Exoticness (β = 0.225).
When all other factors were held constant, the beta
coefficient explained that for every unit increase of
food variety and food exoticness, intention to revisit
increased by 0.23, and 0.22 units respectively. As
described before, 21.6 percent (adjusted R2, 18.3) of
the variance in tourists’ intention to revisit had been
significantly explained by the factors of destination’s
food image (r = 0.464, p < 0.05). Hence, there was no
statistical evidence to accept the null hypothesis.

The second objective of the study was to mea-
sure the relationship between destination’s food image
and tourists’ satisfaction. Multiple regression analysis
was performed to measure the relationship between
four factors of food image and overall satisfaction.
Food image was positively correlated at a medium
level with overall satisfaction (r = 0.397, p < 0.05).
There was 15.8 percent of the variance in overall

satisfaction explained by food image. The standard-
ized coefficients indicated that Food Exoticness was
the most prominent variable affecting overall satisfac-
tion (β = 0.250) and this was followed by Food Variety
(β = 0.246). On the contrary, Local Food and Culture
and Host Friendliness were not significant. The beta
coefficient explained that when all other factors were
held constant, for every unit increase of Food Exotic-
ness and Food Variety, overall satisfaction increased
by 0.127 and 0.134 units respectively.

Hypothesis two of the study stated that destina-
tion’s food image has a significant relationship with
tourists’ satisfaction. It was previously exposed that
15.8 percent of the variance in tourists’satisfaction had
been significantly explained by the independent vari-
ables of destination’s food image (r = 0.397, p < 0.05).
Thus, there was no statistical evidence to support the
null hypothesis. Therefore, hypothesis two (2) was
accepted.

2.3 Destination’s food image, tourists’ satisfaction
and tourists’ intention to revisit

The fourth objective of the study was to identify
the mediating effect of tourists’ satisfaction on the
relationship between destination’s food image and
tourists’ intention to revisit. Hierarchical regression
analysis was performed to identify the mediating role
of satisfaction between food image and intention to
revisit.

The 4 Steps approach established by Baron and
Kenny (1986) were adopted in this analysis. In Step 1,
food image was significantly correlated with intention
to revisit where Food Variety (β = 0.231, p < 0.05),
Food Exoticness (β = 0.225, p < 0.05). Step 2 indi-
cated that food image was also significantly corre-
lated with overall satisfaction as described by Food
Exoticness (β = 0.250, p < 0.05) and Food Variety
(β = 0.246, p < 0.05). In step 3, overall satisfaction
was significantly correlated with intention to revisit
(β = 0.577, p < 0.00). Finally, in Step 4, while control-
ling for tourists’ satisfaction, destination’s food image
had no significant effect on tourists’ intention to revisit
as depicted by the variable coefficients.

Hypothesis four of this study stated that tourists’
satisfaction mediates the relationship between desti-
nation’s food image and tourists’ intention to revisit.
Since Step 1 (2 out of 4 factors) until Step 4 has been
satisfied, it can be concluded that tourists’ satisfaction
fully mediated the relationship between destination’s
food image and tourists’ intention to revisit. In conse-
quence, there was no statistical evidence to accept the
null hypothesis (Table 2). As a result, hypothesis four
was accepted.

3 CONCLUSION

The development of homestay program in Malaysia is
inevitable. More and more destinations are joining the
bandwagon each year. Homestay destinations that can
offer the most memorable and unique experience are
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Table 2. Destination’s food image with tourists’ intention to revisit mediated by tourists’ satisfaction.

Model Summary

Adj Std. Error R Square

Model R R Sq of R Sq the Est Change F Change df1 df2 Sig. F Change

1 .464(a) .216 .183 1.17 .216 06.664 4 97 .000
2 .634(a) .403 .403 1.03 .187 30.034 1 96 .000

a. Predictors: (Constant), Factor 1, Factor 2, Factor 3, Factor 4.
b. Predictors: (Constant), Factor 1, Factor 2, Factor 3, Factor 4. Satisfaction.

a. Dependent variable: revisit intention

Unstandardized Standardized
Model Coefficients Coefficients

B Std. Error Beta t Sig.

1 (Constant) 0.93 1.599 0.581 .562
Factor 3 0.146 0.067 0.231 2.167 0.033
Factor 4 0.132 0.057 0.225 2.302 .023

2 (Constant) −0.942 1.444 −0.652 .51
Factor 3 0.073 0.06 0.115 1.201 .233
Factor 4 0.063 0.052 0.107 1.214 0.230
Satisfaction 0.546 0.100 0.471 5.48 0.000

a. Dependent variable: revisit intention.

deemed to attract more tourists thus ensuring them
to stay ahead in the ever growing competition. It
is therefore important for homestay coordinators to
understand tourists’ perceived image of the destina-
tions. Tourists visiting homestay destinations are those
who culturally motivated, by which experiencing food
is the easiest way to learn culture. Hence, knowing
what image related to food held by tourists is impor-
tant to understand their behaviour and attitude towards
homestay destinations.

The results of the study suggested that only two
factors of destination’s food image were significantly
correlated, that is Food Variety and Food Exoticness.
By understanding the factors of destination’s food
image and its influence on tourists’ satisfaction and
tourists’ intention to revisit, homestay coordinators
could use it to amplify not only the overall homestay
destination’s image but the specific food image as well.
Subsequently, specific food image could be utilized in
the marketing and promoting homestay destinations.
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ABSTRACT: Food and beverage expenditures amount to one-third of overall tourists expenditures of the global
tourism turnover. Without food, tourism industry will be like missing pieces from a puzzle. Food and tourism
have a close relationship and is a critical tourism resource besides accommodation and transportation. This study
focused tourist’s perception and experience on Sabah gastronomic product. Four phases includes in the study:
preliminary data gathering; framework building; pilot testing; then ended with, data collection and analysis.
Data were collected through administered questionnaires and distributed among the tourists who have consumed
Sabah gastronomic products around Kota Kinabalu. Series of statistical analysis were conducted which focused
on frequencies, means scores and standard deviation through descriptive statistics. Result indicated that Sabah
gastronomic products are greatly accepted by most tourist and they agreed that these gastronomic products can
be parts of tourist attraction.

Keywords: gastronomy, tourist, acceptance, perception

1 INTRODUCTION

It is almost agreeable that food is one of the factors
that make people travel in today’s world.As mentioned
by Santich (2003) and Jalis et al. (2009), beverages
and food related activities are considered as basic
components of a travel experience. Other than that,
food is an essential item when travelling and peo-
ple tend to purchase and consume it when they are
travelling. Food and beverage expenditures amount to
one-third of overall tourists’expenditures of the global
tourism turnover (Meler and Ceroviæ, 2003). With-
out food, tourism industry will be like missing pieces
from a puzzle. Quan and Wang (2004) stated that food
and tourism have a close relationship and food is a
critical tourism resource besides accommodation and
transportation.

Reynolds (1993) noted that many people looking
for genuine and authentic, who, it is believed, can
be found in local foods and eating-places. Eating
experience in one place can give some implication
to people. This can be seen from explanation made
by Remmington and Yuksel (1998) and Neild, Kozak
and LeGrys (2000) which specified that gastronomic
experiences play a part in determining perceptions
and satisfaction with the overall travel experience.
As the result, food tourism exists. Food tourism is
defined as “a visitation to primary and secondary
food producers, food festivals, restaurants and specific
locations for which food tasting and/or experiencing
the attributes of specialist food production region are
the primary motivating factor for travel” (Hall and
Mitchell, 2001.

Tourism and food have been an inseparable ele-
ment, Santich (2004) stated that the demand in food
and wine tourism is growing and becoming an impor-
tant sector of the travel and tourism industry. It has
been a major contributor to the industry in Australia
and Canada as $1 billion have been generated by culi-
nary tourism annually (Pomero, 2005). Many countries
around the globe start to acknowledge the potential
of culinary tourism. In Singapore, the government
introduced a ‘New Asia-Singapore Cuisine’ market-
ing efforts in order to attract visitors to savour its
cuisine that attempted to combine the flavour of east
and west cuisines (Scarpato, 2002). Malaysia too has
introduced Malaysian International Gourmet Festivals
(MIGF) for the eleventh successive years to attract
more people to come and visit Malaysia (Day, 2011).

2 METHOD

The survey question were adopted from the previous
research that have been done by Jalis et al. (2007)
and had been slightly modified appropriately to suit
with the area of the research study. In addition, the
questionnaire are straight forward without using any
jargon thus everyone can understand the questions
and this is very suitable with the notion by Salkind
(2003), the survey instrument must be as clear as pos-
sible to be completed in order to obtain a good level
of response and useable data.

The sample size was determined by the formula that
created by Krejcie and Morgan (1970). Holmes, Dahan
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and Ashari (2005), convenience sampling approach
was adopted as it is less bias compared to the other
sampling methods. The sample population is consists
of international tourists.

The researcher used two methods in distributing
the questionnaires that are self-administered survey
and also electronic distribution. The surveys were con-
ducted in two month, from October 2011 to November
2011. The self-administered survey have taken place
at Kota Kinabalu International Airport Terminal 1
(KKIA), Low Cost Carrier Terminal Kota Kinabalu
(KKIA2), Handicraft Market which is formerly known
as ‘Pasar Philippine’and also around hotel areas which
are flooded with tourists. Besides that, the researcher
also conducts a survey at the areas that have poten-
tially high number of tourists like in recreation area in
Tanjung Aru and also in shopping complex.

SPSS software version 17.0 was used to ana-
lyze the data. With regard to the research objectives,
descriptive statistics was used to explain in detail the
socio-demographic background of the respondents.
Quantitative data in terms of frequencies, or mean, and
standard deviations, become necessary for descriptive
studies (Sekaran, 2003). Besides descriptive statistics,
the researcher uses regression analysis to investi-
gate what are the most influential predictors for the
acceptance level of Sabah’s gastronomy products.

3 RESULT

Cronbach’s coefficient alpha was used to measure the
reliability of the data as it has the most utility for
multi-item scales at the interval level of measurement
(Cooper and Schindler, 2003). Result of the three sec-
tions exhibits the score above the 0.60 is considered
acceptable and display a good internal consistency
(Pallant, 2004).

3.1 Demographic profiles

Demographic profile of the respondents are described
in Table 1. The table reports on the gender, age group,
marital status and education of the respondents.

As can be seen below, the number of male respon-
dents in the sample exceeds the male respondents
with fifty six percent (56%) against forty four percent
(44%) in the analysis.

The age of respondents were distributed across the
given age group choices with forty six percent (46%)
within the range from eighteen (18) to twenty nine (29)
years old, eleven point five percent (11.5%) within
the range between thirty (30) to thirty nine (39) years
old, twenty eight point five percent (28.5%) within the
range of forty (40) to forty nine (49) years old, eleven
percent (11%) within the range of fifty (50) to fifty
nine (59) years old and three (3%) above sixty (60)
years old.

Slightly over half of the respondents which are fifty
three point five percent (53.5%) were single and this

Table 1. Demographic profiles.

Attributes Characteristics Frequency Percent (%)

Gender Male 224 56
Female 176 44
Total 400 100

Age group 18–29 184 46
30–39 46 11.5
40–49 114 28.5
50–59 44 11
>60 12 3
Total 400 100

Marital Single 214 53.5
status Married 186 46.5

Total 400 100
Education High School 104 26

Level Certificate/Diploma 111 27.8
Bachelor Degree 100 25
Master Degree 76 19
PhD 9 2.3
Total 400 100

Country of Malaysia 230 57.5
origin Indonesia 59 14.8

Korea 57 14.3
Japan 27 6.8
Spain 9 2.3
Australia 18 4.5
Total 400 100

is in line with the bigger proportions of young respon-
dents, aged between eighteen (18) to twenty nine (29)
years old. Forty six point five percent (46.5%) of the
respondents were married.

The respondent’s level of education was also asked
in collecting the demographic data. Twenty six percent
(26%) of the respondents have high school qualifica-
tion, twenty seven point eight percent (27.8%) have
certificate or diploma while twenty five (25%) owned
a bachelor degree. Only twenty one point three percent
(21.3%) which nineteen percent (19%) of them have
master degree and two point three percent (2.3%) have
Phd.

On the respondent’s country of origin, the result
shows that most of the respondents are from Malaysia
(57.5%). The total number of respondents that come
from Indonesia and Korea are quite similar that is
14.8% and 14.3% respectively. Japanese respondents
covered only (6.8%) of the total respondents while
Australian respondents are four point five percent
(4.5%). The smallest percentage is two point three per
cent (2.3%) which represents Spain respondents.

3.2 Tourist perception

The tourists’ perception of Sabah gastronomic prod-
ucts was examined using mean scores. Twenty three
(23) items were analysed and the mean scores of the
respondents’ perception are presented in Table 2.

From Table 2, it shows that Sabah has great choices
of food and beverages. This can be seen from the
level of agreement that the respondents have answered
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Table 2. The mean scores of respondents’ perception of
Sabah gastronomic products (n = 400).

Std.
No. of Mean Deviation
items Items n (M) (SD)

1. Great choices of F&B 400 3.65 .526
2. Freshly prepared F&B 400 3.66 .530
3. Well accepted 400 3.62 .531
4. Experiencing Sabah’s

F&B and Food culture
400 3.69 .536

5. Offers great kind of food 400 3.53 .534
6. Acceptable taste of

snacks in Sabah
400 3.62 .506

7. Some of the Sabah’s F&B
are recognized
internationally

400 3.43 .525

8. Most of Sabah’s snacks as
good as imported one’s

400 3.39 .523

9. Reasonable price 400 3.58 .524
10. Tasty beverages 400 3.62 .496
11. Attractive looking

beverages
400 3.60 .511

12. Delicious food 400 3.82 .625
13. Food been served are hot 400 3.74 .493
14. Adorable aroma 400 3.76 .456
15. Oily food 400 3.47 .514
16. Sweet delicacies and

beverages
400 3.43 .540

17. Consistence taste, texture
and appearance

400 3.72 .467

18. Enjoyed the F&B 400 3.80 .459
19. Just to try F&B 400 3.74 .472
20. Spend a lot on Sabah’s

F&B (money)
400 3.71 .474

21. Didn’t mind taking
Sabah’s F&B at any time

400 3.74 .471

22. F&B in Sabah stimulate
appetite

400 3.74 .459

23. Consumed a lot of hot and
spicy food

400 3.59 .526

(M = 3.65, item 1). Besides of its wider choices, food
and beverages in Sabah is freshly prepared (M = 3.66,
item 2) and it is almost agreed by the respondents
that Sabah gastronomic products are well accepted
(M = 3.62, item 3). The respondents also approved
that they experienced Sabah’s food and beverages and
also the food culture itself (M = 3.69, item 4). Besides
that, respondent almost agreed that Sabah offers great
kind of food (M = 3.53, item 5) and also the taste of
snacks in Sabah is acceptable (M = 3.62, item 6). To
some extent, the respondents are unsure whether some
of Sabah’s food and beverages are recognized inter-
nationally (M = 3.43, item 7). Also, they were quite
unsure that most of Sabah’s snacks are as good as
imported ones (M = 3.39, item 8).

In terms of the characteristics of the food and bev-
erages, the mean shows that the price is reasonable
(M = 3.58, item 9), the beverages is tasty (M = 3.62,
item 10) and have attractive looks (M = 3.60, item 11).
From the table, we can also know that food in Sabah is

Table 3. The mean scores of respondents’ overall
acceptance level on Sabah’s Gastronomic products.

Std.
No. of Mean Deviation
items Items n (M) (SD)

1. The overall price 400 3.65 .526
2. The overall taste 400 3.66 .530
3. The overall aroma 400 3.62 .531
4. The overall texture 400 3.69 .536
5. The overall food

preparation
400 3.53 .534

6. The overall cooking
method

400 3.62 .506

7. The overall eating manner 400 3.43 .525
8. The overall activity/event

related to Sabah’s
gastronomic products

400 3.39 .523

9. The overall experiences
related to Sabah’s
gastronomic products

400 3.58 .524

delicious (M = 3.82, item 12), served hot (M = 3.74,
item 13) and it has adorable aroma (M = 3.76, item 14).
On the other hand, the respondents were unsure that
Sabah food is oily (M = 3.47, item 15) and disagreed
that the delicacies and beverages is sweet (M = 3.43,
item 16). However, the appearance, taste and tex-
ture of the food is consistence (M = 3.72, item 17)
and the respondents enjoyed the food and beverages
(M = 3.80, item 18).

Most of them agreed that they just wanted to try new
things and that is why they consumed Sabah’s food and
beverages (M = 3.74, item 19). For the tourists, they
were willing to spend their money on food (M = 3.71,
item 20) and did not mind to consume local food at any
time (M = 3.74, item 21). Most of them agreed that
food and beverages in Sabah stimulate their appetite
and make them hungry when they see it (M = 3.74,
item 22).The last item in the table is about the spiciness
of Sabah’s food which they were not sure whether they
ate a lot of hot and spicy food (M = 3.59, item 23)
when they stay in Sabah and from it, we can conclude
that the food in Sabah does not really hot and spicy.

Additionally, the respondents themselves agreed
that they were fascinated by the food culture inSabah
(M = 3.74, item 9) and have enough experience about
it (M = 3.81, item 10). In addition, they also agreed
that they enjoyed the local eating manner (M = 3.74,
item 11) and they did not hesitate to try it (M = 3.47,
item 12).

3.3 Tourist acceptance

Table 3 shows the mean scores of respondents’ over-
all acceptance level on Sabah gastronomic products.
Based on the table, the respondents agreed that the
price of food and beverages in Sabah is reasonable
(M = 3.65, item 1).The taste of the food and beverages
is also acceptable (M = 3.66, item 2). In the table, it
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Table 4. Pearson correlation matrix between independent
variables and dependent variable.

No. Measures 1 2 3

1. Acceptance level – – –
2. Food and beverages .804** – –
3. Food culture .308** – –

shows that the respondents agreed that the aroma of the
Sabah’s gastronomy products stimulated their appetite
(M = 3.62, item 3) and the textures are consistence
(M = 3.69, item 4).

From the respondent’s point of view, the overall food
preparation is acceptable and interesting (M = 3.53,
item 5). The cooking method that is used in prepar-
ing food and beverages in Sabah is also acceptable
(M = 3.62, item 6). Table 4.6 showed that the overall
respondents were attracted and accepted (M = 3.43,
item 7) the eating manner of the locals while they were
in Sabah. The overall activity or events that related to
Sabah’s gastronomic products such as Tamuand night
market are interesting and acceptable by the respon-
dents (M = 3.39, item 8). Lastly, the majorities of the
respondents accept and excited (M = 3.58, item 9)
with the overall experiences that related with Sabah’s
gastronomic products that they have encountered.

3.4 Relationship between Sabah’s gastronomic
products and the acceptance level among
tourists.

Pearson Correlation and linear multiple regression was
conducted to test the relationship between variable
and to find out the factor that most influential to the
acceptance level of tourist towards Sabah gastronomy
products.The predictor consists of food, beverages and
food culture of Sabah. The criterion variables relates
to the acceptance level of the tourists. All of these
variables were calculated into the regression equation.

Based on Table 4, there was a significant rela-
tionship between food and beverages towards the
acceptance level of the tourist (r = .804, p < 0.05).
Therefore, it can be said that this variables had a posi-
tive relationship with high strength of association (Hair
et al., 2007). Further, the relationship between food
culture and the acceptance level of the tourist (r = .308,
p < 0.05) was also significant with small but definite
relationship (Hair et al., 2007).

From the Table 5 above, the results showed that
Sabah gastronomic products were able to explain 64.8
percent (64.8%) of the observed variations in the
acceptance level of tourists in Sabah. Among the two
independents variables which are food and beverages
and also the food culture, food and beverages signifi-
cantly contributed to the prediction of the acceptance
level of tourists.

Food and beverages (β = .829, p < 0.05) had the
most impact on levels of acceptance among the tourists
compared to the food culture (β = .058, p < 0.05). As

Table 5. Results of multiple regression of the acceptance
level on the Sabah’s gastronomic products.

Standardized coefficients
Variables Beta Sig.

Food and Beverages .829 .000
Food Culture −.058 .083

Note: Dependent variable: acceptance level of tourist, R
squared = 64.8%, *p < 0.05.

the two independents variables, which are the food
and beverages and also food culture, were found to be
significantly influencing the acceptance level of the
tourists, it can be said that the relationship between the
acceptance levels of the tourist and Sabah gastronomic
products is strongly supported by food and beverages
as the best predictor.

4 CONCLUSION

The study evidently shows that the acceptance level of
Sabah’s gastronomic products among the respondents
is high and majority of them have accepted the food,
beverages and food culture of Sabah as the tourism
products and can be one of the attractions in Sabah in
addition to its interesting and remarkable nature. The
high level of the acceptance level among the respon-
dents towards Sabah’s gastronomic products is quite
crucial in improving the attractions and the uniqueness
of Sabah. The authorities such as Ministry of Tourism
should take active role in identifying popular Sabah’s
food and beverages among the tourist and promote the
items to attract people.

In conclusion, the collaboration and cooperation
of all parties that involve with food such as the food
operators, travel agencies and government authorities
and other stakeholders are very crucial and should be
tougher in order to increase the level of satisfaction
among the tourists in terms of food, beverages and
also food culture in our country. If this measurement
and cooperation does not work, our various and unique
gastronomic products especially in Sabah would be
left wasted. Last but not least, future studies focusing
on the local’s ethnic food, beverages and food culture
needs to be conducted in the upcoming future in order
to examine the acceptance level of tourist towards the
gastronomic products of Sabah.
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ABSTRACT: Malaysia standing as a multi-cultural country holds a unique culture, custom and tradition.
Having a diverse ethnic groups and races (Malay, Chinese, Indian and other ethnic groups) giving an advantage
to Malaysia with a vast of gastronomy products to increase the country economy and recognize through the
gastronomic tourism. This paper discusses the gastronomic products specifically related to food, beverages and
food cultures activities from the general to specific Malaysian perspectives and how it implicates the local tours
operators.
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1 INTRODUCTION

Not to exaggerate that the importance of tourism
besides the conventional products in this modern era
are gradually shifted whereby not only aims in deliv-
ering experiences to the tourists but it goes beyond
that. Tourist no longer expected to be passive, relaxed
and looking at sight but the increasing sophisticated
and adventurous travellers are demanding more tan-
gible activities (Boniface, 2003). Offering variety of
products ranging from conventional ones to the niche
new products like sport, shopping, golf, MICE, gam-
bling and entertainment, cruise, cultural tourism, yacht
and many others are the examples and these have lead
tourism becoming more interesting industry (Aydin
and Boz, 2009).

Besides those mentioned products, foods and bev-
erages and food related activities which are part of
gastronomy realm is realizing and significantly impor-
tant for creative tourism that contributes substantial
international revenues or foreign exchange earnings
(Hjalager and Richards, 2002).Goeldner and Ritchie
(2006) deduce that gastronomy products and tourism
cannot be separated from tourists as they will bring
their taste bud together while travelling and in fact food
and drink is one of the criterion or reason for travel
(Boniface, 2003). Santich (2004) regard gastronomic
tourism as a form of travelling not only focused on
food, drink but food related activities like food culture
and events while Chaney and Ryan, (2011); Frochot,
(2003) denote that gastronomic tourism is a subset of
cultural tourism which reflect the culture and heritage
of each country and destination (Jalis et al. 2009). San-
tich (2004) also explains gastronomic tourism is about
participation or engagement in one culture, includ-
ing place and people of particular destination and
even 8000 – 10000 years ago food, drink, tourism and

culture is already seen as a platform featuring the desti-
nation image and interrelated with each other although
not been given serious attention (Boniface, 2003).

Scholars contend gastronomy through food not only
means as nourishment but increase tourist’s expe-
rience towards a particular destination (Kivela and
Crots, 2006; Hjalager and Richards, 2002). Gastron-
omy products are now used by the tour operators as
a marketing tool, a pulling factor in attracting visitors
and play a leading role in adding value to a destina-
tion (Shenoy, 2005; Jalis et al., 2009). The Intrepid
Travel Agency (2004) reported that much of the tour
operators in Australia, United States, Europe and
some of Asian countries especially Thailand, China
and Japan offering gastronomy packages on top the
shopping and sightseeing. Holiday with cooking, food
related activities and wine appreciation feature regu-
larly in destinations like Tuscany as well as Provence
in Europe, Melbourne and the Sydney Napa Valley
in Australia and the Sonoma Valley in California.
In fact, tour operators in New Zealand, Australia,
Germany and United Kingdom are aggressively offer-
ing weekend’s gastronomy packages owing to demand
for a short and/or weekend holidays among food and
wine lovers (Scarpato, 2002).

It is proven that many western countries’ tour
operators in particular perceived the importance of
gastronomic tourism not only in creating the mem-
orable experience for tourists (Goeldner and Ritchie,
2006) but would be the best predictor of future behav-
ior and choices among potential tourists (Conner and
Armitage, 2002). Kivela and Crotts (2006) posits that
tourists will revisit a destination whenever the gastron-
omy products of one particular destination are unique,
suit to their taste bud subsequently disseminate the
information on their experiences (Morrison, 2002) or
willingness to share experience among friends and
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family and willingness to recommend a trip to friends
and relatives (Smith et al., 2010). For instance, Cela,
Knowles-Lankford, and Lankford (2007) revealed that
tourists in Northeast Iowa were primarily motivated to
participate in the food festivals resulted through infor-
mation obtained by word of mouth (WOM). Morrison
(2002) in fact conveys that the positive or negative
impact of WOM information is considered a crucial to
ensure the successfulness or failure of the gastronomy
products at one destination.

2 LITERATURE

2.1 Gastronomy

The word gastronomy is derived from the greek
word “gastros”, which means stomach and “nomos”
which refers to rules or regulation (Scaparto, 2002;
Santich, 2004). Despite many interpretation of gas-
tronomy since twelve century, Brillat-Savarin in 1826
through his text ‘The Physiology of Taste’ has come
out with the new concept of gastronomy. This book
in fact has become a benchmark and inspired many
series of magazines and other gastronomy literatures
such as Le Gastronome (1830–1831), La Gastronomie
(1839–1841), Il Gastronomo Italiano (1866), and Le
Gastronome (1872–1873). He described gastronomy
was related to the method by which food is produced,
its economic implications, its treatment, storage, trans-
port and processing (Santich, 2004). Gastronomy also
touched on the preparation and cooking, meal manners
and etiquette, the chemistry involved, digestion and
the sociological effects of food, food choices, custom
and tradition. They concluded that tourists will con-
sume foods and beverages while traveling and at the
same time noted that gastronomy and tourism there-
fore are inseparable or in the precise statement they
are closely related with each other (Scarpato, 2002;
Santich 2004).

In the 19th century, researchers expanded the term
gastronomy into the broader realm. Gastronomy was
described by Borchgrevink, Nelso and Ruf (1998) as
the art and science which relate to the technology
of food and beverages, consumption and its applica-
tions by referring to Brillat-Savarin’s definition. They
viewed gastronomy as a science the aim of which was
the preservation of man by the best possible nourish-
ment; this was to be achieved by giving guidance to all
who seek, provide or prepare substances which may be
turned into food. This notion is further supported by
many other commentators (Santich, 1996a; Scarpato,
2002; Santich, 2003; Shenoy, 2005; Hall and Mitchell,
2005).

From the perspective of art, there were broader
dimensions of gastronomy discussed particularly in
the areas of psychology, sociology and anthropol-
ogy (Santich, 1996b; Bessière, 1998; Kellner, 1999).
Santich (1996b) described gastronomy as reflective
eating and expanded this into reflective cooking and
food preparation as well, maintaining the association

with excellence and fancy food and drink. It not only
offers a path towards an understanding of the art and
science of food and good eating, but also has great
relevance to the society and culture and plays a part in
the wider economy (Bessière, 1998). Santich (2004)
again contended that gastronomy is associated with
the social, cultural and historical aspects of food and
eating, encompassing cuisine, restaurants, dining and
food culture and tourism. Despite the broad defini-
tion of gastronomy given by many scholars, this paper
only focuses on food and beverages and food culture
elements in relation to tourism.

2.2 Gastronomic and tourism

Food and tourism often interrelated to each other
(Henderson, 2009; Quan and Wang, 2004) whereby
whatever the reasons for travelling, tourists just like
the other people need to eat and drink (Richards, 2002;
Hall, 2003). In simple word food and beverages can-
not be ignored by tourists when travelling and they in
fact cannot visit a country without consuming food
and beverages (Goeldner and Ritchie, 2006; Hall and
Mitchell, 2005). Richards (2002) positively conveyed
tourists are now consider food and drink as one of the
most important elements of travelling (Hjalager and
Richards, 2002; Santich, 2004; Long, 2003).

Long (2003) used the term culinary tourism to
express the idea of experiencing food and beverages
(wine) and other cultures related to them. O’Halloran
and Deale (2004) in fact, believed culinary tourism is
a newly defined niche that intersects and impacts both
the travel and food and beverage industries. Culinary
tourism has been taken for granted for a long time;
however it cannot be denied that eating and drinking
are the integral component of our daily lives (Hall
and Sharples, 2003). Owing to its importance, the
form gastronomic tourism undoubtedly encouraged
the pursuit of travel in the quest for the enjoyment of
prepared food, drinks and other related food activities
which can resulting in a great memorable gastronomic
experiences (Wolf, 2002). In that sense, gastronomic
products not only focus on food and beverage but it
include food related activities which can reflects the
local cultures and heritage to the international tourists
(Jalis et al., 2009).

Hjalager and Richards (2002) supported that gas-
tronomic is very significant to tourism industry and
play a vital attraction for a particular destination. Each
country or cities could be appealing for their unique
gastronomic attraction where its products act as a des-
tination image and identity (Cohen and Avieli, 2004).
Gastronomic products also were an integral part of
travel experience as it serves as both entertainment and
cultural activities (Bessiere, 1998; Hall and Sharples,
2003; Fronchot, 2003). In addition, the importance of
gastronomic products has catalyzed the overall brand-
ing development and marketing strategies for some
tourist destinations (Elmont 1995; du Rand et al.,
2003; Kivela and Crotts, 2006).
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3 GASTRONOMIC PRODUCTS AND
MALAYSIAN TOUR OPERATORS

As with other countries, Malaysia holds a great identity
that represents a unique culture, custom and tradition.
Standing as a multi-cultural country with various eth-
nic groups and races (Malay, Chinese, Indian and other
ethnic groups) giving an advantage to Malaysia with a
vast of gastronomy products (Jalis et al., 2007). Owing
to the diverse cultures and ethnic groups, the Min-
istry of Tourism (MOTOUR, 2007) in fact, stressed
that Malaysia could simply be a gastronomic heaven.

A vast culinary gourmet comprises variety of tastes
ranging from mild, spicy to sweet and sour could make
Malaysia one of the best places to experience the gas-
tronomic vacation (Jalis et al., 2009). The styles of
cooking, equipments used and the way food and bev-
erages being served are also interesting (Jalis et al.,
2007). Not only foods and beverages, food cultures
or food related activities are also part of the gastron-
omy products. Ramadan Baazar, street stall and night
market or known as Pasar Malam are the interest-
ing local food culture activities (Jalis et al., 2009 and
Abdul Karim, 2012). Besides those, each ethnic festi-
vals and celebrations also are the strong predictor for
international tourists to experience the Malaysian gas-
tronomic products (Jalis et al., 2009). For instances,
during Hari Raya festival, varieties of Malay tradi-
tional foods like ketupat lemang serunding, rendang,
masak lodeh, sambal kacang, cakes, sweets, biscuits
and other delicacies are prepared, sell and served
(Anon, 1995). Chinese society commonly celebrating
Chinese New Year Festival is having traditional foods
like nian gao (sticky rice pudding cake), fish vegeta-
bles, oyster, abalone, fish balls (yu-wan) and meat
balls (jou-wan), duck or chicken. As for the Indian
community, a wide variety of spicy foods are being
served like chicken tandoori, prawn sambal, fish head
curry, thosai, chapatti, idlis, and naans (Jalis et al.,
2009) when celebrating Deepavali festival. All those
foods and celebrations therefore represent the identity
of each ethnic group that could be seen as an interest-
ing to be explored by the international tourists while
visiting a country.

Other Malaysian gastronomic products are the
uniqueness of traditional eating manner which is being
practiced and inherited from one generation to another.
Malays and Indians basically pile the plate with rice
and other side dishes heaped on top and tucked heartily
using their fingers of the right hand while Chinese eat
their meals by using chopsticks (Hutton, 2000; Jalis
et al. 2007).

With such examples, Malaysia therefore perceived
gastronomic products are having a huge opportu-
nity to increase country economy (Jails et al., 2009).
Mohammad (2006) argued that Malaysian gastro-
nomic products are interesting and excellent prod-
ucts to be marketed that can boost the international
tourists receipt. Other than promoting the conven-
tional tourism products like shopping, sightseeing,
theme parks, beaches, historical places and others,

government also aggressively promoting the niche
tourism products like Meeting, Incentives, Conven-
tions and Exhibitions (MICE), yacht, culture tourism
and sport without ignoring gastronomic as a new
means for country revenue (Malaysian Ninth Plan,
2006; Malaysian Tenth Plan, 2010). Street Food Fes-
tival which promotes vast of fascinating of the local
foods, Malaysia Halal Showcase (MIHAS) where
halal foods being introduced to tourists and interna-
tional potential buyers and the Malaysia International
Gourmet Festivals which portrays the combinations
of the local and international food are few exam-
ples of gastronomic events and festival held (Tourism
Malaysia, 2011). As these events produced lime-
light and substantially attracted the international
tourists, the government through Ministry of Tourism
even highlighted Ramadhan Baazar and listing it in
Malaysian tourist calendar (Tourism Malaysia, 2012).

Abdul Karim (2012) revealed that the Ramadan
Bazaar attributes (food and beverages, events and
culture) significantly influenced the attraction of inter-
national tourists to visit the bazaar.A survey conducted
by Jalis et. al, (2009) showed that western tourists
strongly agreed food events and festivals are one of the
main attractions of the Malaysian food culture. Inter-
national tourists strongly agreed that Malaysia offers
a great choice of foods, beverages, snacks and food
culture practices which represents the uniqueness as
well as identity of multi racial societies.

The effort of government through Ministry of
Tourism in promoting gastronomic tourism start to
show some positive indication when majority of the
international tourists enjoyed, experienced and learnt
about Malaysian foods, beverages and food cultures
during their vacation although with their own accord
(Jalis et al., 2009). In line with this notion, questions
arise especially relating to Malaysian tour operators.
How Malaysian tour operators perceived the impor-
tance of Malaysian gastronomy products and what are
their behavioral actions toward it? To be more pre-
cise, do Malaysian gastronomic products are important
to them and what are their actions toward promot-
ing those products to the international tourists through
their tour itineraries? In other word, do dining activi-
ties, food festivals and events, as well as food culture
are being included in tour packages by the operators?

To date, diverse dimensions of food and tourism
or gastronomic tourism have been studied by
many researchers (Santich, 2004; Mohd Zahari,
2009; Scarpato, 2002; Hjalager and Richards, 2002;
Boniface, 2003; Hall and Sharples, 2003; Cohen and
Aveili, 2004; Kivela and Croots, 2006; Fronchet, 2003;
Karim, 2006; Henderson, 2009; Jalis et al., 2009; Kim
et al., 2009; Shenoy, 2005). Santich (2004) and Mohd
Zahari (2009) for instance addressed the relevancy
of gastronomy with hospitality education as well as
the diversity of gastronomy field and urged the insti-
tutions and educators to introduce more gastronomy
programs and courses. Henderson (2009) reviewed
the contribution of gastronomy to tourism industry,
whilst Hall and Sharples (2003) assessed that food as
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an essential element of tourist experience and Karim
(2006) looked that gastronomy or culinary tourism as a
destination. On the level of international tourists expe-
rience and consumption of the gastronomic tourism
products, study revealed that tourist positively per-
ceived the importance of gastronomic products while
traveling to a destination (Jalis et al., 2009).

Despite the proliferation of such studies there has
been very limited published studies specifically look-
ing at gastronomic tourism from tour operator’s point
of view. The extent to which tour operators per-
ceived the importance of gastronomic tourism prod-
ucts and their behavioral action have not yet been
widely researched. In other words, do the perceived
importance of gastronomic tourism products (food,
beverages and food related activities) by the tour oper-
ators being translated through their tours itineraries
is not known. In fact, no published or unpublished
research related to Malaysia has been identified.

This highlighted issue therefore is being investi-
gated under the proposed study. It is expected that the
understanding on the perceive importance of gastro-
nomic products and tour operators behavioral action
will directly assist the government especially the Min-
istry ofTourism and related authorities in planning sev-
eral actions through a collaboration with the local tour
operators, travel agencies in promoting the Malaysian
gastronomic tourism and in turn contribute and boast
up the country economy through foreign revenue.
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ABSTRACT: Displacement or resettlement is movement of large number of people from the original settlement
to a new settlement or when people leave their original places to resettle in new foreign places where they can
begin new life and adapting to new biophysical, social and administrative systems of the new environment.
This paper discusses on the displacement or resettlement from the general realm to the specific issue related to
Malaysia Orang Asli social-culture and food practices.

Keywords: Displacement, Orang Asli, socio-culture, food, practices

1 INTRODUCTION

It is not harsh to say that over the time and even
today the processes of movement from original places
to a new one by certain tribes are still occurring
in this world. This process happened either by their
own free will or because of the exogenous factors
(Woube, 2005) and this popularly known as displace-
ment. Akpanudoedehe (2010) denotes displacement
or resettlement as movement of large number of peo-
ple from the original settlement to a new settlement.
As explained by Woube (2005), displacement happens
when people leave their original places and resettle in
new foreign places where they can begin new life and
adapting to new biophysical, social and administrative
systems of the new environment.

Jibril (1990) names two displacement processes
which either by voluntary or involuntary. Woube
(2005) clarify voluntary displacement as naturally
occur due to nomadic behavior of the indigenous
peoples and involuntary displacement occur due to
planned displacement scheme introduced by the gov-
ernment for the development of the countries. UN
(1997) states voluntary displacement or spontaneous
movement allows the tribes to decide whether they
want to stay behind or move to other new places.
The process has occurring due to factors such as
socio-political upheavals like wars, civil unrest, reli-
gious; natural disaster such as droughts, famines, and
flood. Voluntary movement is cause by the nature of
the indigenous community owing to their nomadic
behavior causing their voluntary movement from one
place to the other places when resources such as food
and other essential item for the community is scarce
(AITPN, 2008).

Even though voluntary displacement is common
among the indigenous however involuntary displace-
ment has been introduced and enforced by the

authorities for the benefits of the tribes, commu-
nity and society. The displaced peoples are usually
resettled closed to a civilization. Involuntary move-
ment or forced displacement involves policies that
have the purpose or the effect of compelling people
to leave their home and place of habitual residence,
or relocating them to another area which sometimes
against their will or consent. It is also an act of
planned movement of people from their original place
to new determined places (UN, 1997). Involuntary
displacement occurs due to factors such as planned
agriculture, government project like dam construction,
which affected a massive land requisition and reset-
tlement of human (Cernea, 1993; Olawepo, 2008). In
addition, this displacement process also been intro-
duced by the government to evade the deforestation
by indigenous peoples (Nicholas, 2000).

Both displacements processes highlighted are
commonly involved the indigenous peoples or tribes
and according to Gomes (2004) displacements are to
curb the nomadic behavior of tribes including shifting
cultivation nature or swidden farming.

2 LITERATURE

2.1 Element of displacements

According to Mukherji (1976) as cited in Woube
(2005), there are three basic elements in the dis-
placement process namely: type, form or shape, and
patterns whereby type explains the formal and func-
tional relationship of the resettlement site, for exam-
ple house-to-house, house-to-street and street-to-street
relationships. Form refers to the geometrical shape
of the aggregate of buildings and streets. The shapes of
farms, buildings and streets such as square, circular or
rectangular are explicitly indicated. A displacement
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form can be described as scattered or dispersed in
which families form a village or urban community.The
design of a dispersed settlement can be made through
understanding the microenvironment that includes the
fertility of the soil and moisture supply, health advan-
tages and physical distance (Woube, 2005). With
respect to the physical and cultural landscape there is
another form of settlement, namely in a row or linear.
This type of settlement can be formed through kinship
affiliation and mutual responsibility.

Pattern describes the geometrical arrangement of
a large number of urban and rural settlements that
fit into natural and cultural features to determine
whether a pattern is clustered, dispersed, linear, in a
row, and random, and to what degree of each. Mor-
phological change can also be explained by land-use
changes which in turn lead to social and political con-
flicts, strengthening or weakening of rural institutions
and deterioration of the ecological systems. On the
other hand, a marginal landscape can be converted
into mosaic and beautiful cultural landscape (Woube,
2005).

2.2 Displacement and socio-culture dynamics

According to Dubey (2011), displacement happens
in real life situation commonly and without hesi-
tation, it is causing major cultural disruption and
losses. However, it depends on the magnitude of dis-
placement varies according to population density and
ecological conditions (Cernea, 2000). As reported
by Viser (1972), Lightfoot (1979), Afolayan (1987),
Jibril (1990, 2006), Olawepo (2000, 2006) and
Johnson (2009), the socio-culture implications of dis-
placement also happened in developed and developing
countries. Resettling in a new country involves estab-
lishing economic and social independence, creating
capacities to build a future, establishing family and
community networks, and developing tools – such
as language – that make participation in the larger
society possible (Beiser, 2009). Based on behavioral
science theory peoples who retain their own cultural
identity and incorporating elements of the new ones
are more likely to be successful. This is difference
from others who choose to assimilate completely to
the new cultural identity or who retreat to the famil-
iar while rejecting the new or who abandon the old
and at the same time reject the new (Beiser, 2009).
Beiser (2009) named four socio culture dynamics of
displacement; integration, heritage language retention,
adherence to traditional practices, retention of tradi-
tional beliefs, and incorporation of majority culture
behaviors.

2.3 The diffusion theory

In short, the diffusion theory is a theory concerning the
spread of innovation, ideas, and technology through a
culture or cultures. This theory states that there are
many qualities in different people that cause them to
accept or not to accept an innovation. There are also

many qualities of innovations that can cause people to
readily accept them or to resist them. The Diffusion
Theory is widely practiced or applied by sociologists,
psychologists, and anthropologists. Gould (1969) and
Hudson (1972) interpreted the diffusion theory and
applied to the location of resettlements. Their studies
focused on the interaction, spread, contact, change and
growth of resettlement patterns and the physical dis-
tances separating the original settlements from the new
resettlements, the local economic resource sites and
central settlement places. The reasons why a new area
or innovation is adapted rapidly or slowly have to do
with the characteristics of geographical barriers such
as mountains, rivers, lakes, deserts, languages, cul-
tures, ethnicity, income and bureaucracy (Hägerstrand,
1965).

Hägerstrand (1965) and Gould (1969) stated that
the population movements of a certain area manifest
four stages: (a) the first stage refers to the physi-
cal transfer of resettlers to the new settlement sites;
(b) the adaptation process to the biophysical and
human environments; (c) the achievement of socio-
economic development by the resettlers; and (d) the
resettlers are able to manage the biophysical and
human environments.

2.4 Displacement and food practices

There are lacks of available literatures or studies
looking at the relationship between displacement and
food practices therefore this section review on the
indigenous and food practices and the changes on food
practices in general.

Indigenous peoples’ food practices contain trea-
sures of knowledge from long-evolved cultures and
patterns of living in local ecosystems (Kuhnlein et al,
2009). The dimensions of nature and culture that
define food practices of an indigenous culture con-
tribute to the whole health picture of the individual
and the community – not only physical health but
also the emotional, mental and spiritual aspects of
health, healing and protection from disease (Kuhn-
lein, Erasmus & Spigelski, 2009). Indigenous people
are those who retain knowledge of the land and food
resources rooted in historical continuity within their
region of residence. The local food practices that they
are currently using are those define as “traditional food
practices”, which invariably include some foods that
may be used by many outside of the indigenous culture
(Kuhnlein et al, 2009). Erasmus (2009) and Spigelski
(2009) state that in the indigenous peoples “traditional
foods” are refers to food that can be accessed locally,
without having to purchase them, and within tradi-
tional knowledge and the natural environment from
farming or wild harvesting.

Martinez (1998) noted that food like living
things are sensitive or involves changes or alteration
(Martinez, 1998) and modernization, urbanization are
found to have a major impact on it and strongly
link to social change (Cwiertka, 2000). Some behav-
ioral shifts are occurring in the preparation and
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consumption of food including the traditional food and
this largely associated with modernization. Modern-
ization in fact not only affects on daily food practices
but also in traditional events, celebration as well as
ceremonies (Gillette, 1997). Modernization is also a
structural change that involves technology develop-
ment and adoption representing materials (Inkeles &
Smith, 1974). The production, processing, distribu-
tion of food were extensively shaped by modernization
(Sobal et al. 1998 and Sobal, 1999). Jussaume (2001)
posited that the modernization of food production,
distribution as well as consumption is encouraged by
business and policy makers.

Food changes are also influenced by the new trends
in the consumption which Miele (1999) described as
the emergence of a post-modern circuit of food and the
rise of a new culture of consumption among the con-
sumers. The convenience concept of food which com-
prises of three components like time, physical energy
and mental energy significantly contributes to the
alteration or changes (Buckley, Cowan & McCarthy,
2007). The convenience concept of food which com-
prises of three components like time, physical energy
and mental energy significantly contributes to the
alteration or changes (Buckley, Cowan & McCarthy,
2007).

Berry (2000) argued that as the world move, a slight
change occurs not only to the daily consumed food
but also to the festival customary food which involved
ingredients, methods of preparation, cooking and eat-
ing decorum. Similar goes to the cooking equipments
and methods of cooking. If in the medieval days, peo-
ple used equipments made of clay, metals and ceramic
in the preparation of festival customary food however,
they were gradually modified along with human civi-
lization. A range of stoves, ovens with the gas burners
and electric coils, equipments from stainless steel used
to roast, bake, poach, simmer and fry are among the
examples (Bakalian, 1993).

In sum, the changes of food practices intricately
related to the complexities of social and economic
circumstances through the force of globalization.
Kuhnlein et al (2009) states that with increasingly
more of the produced, processed food and marketed
at a global scale the less practice of the local food tra-
ditions among the urban society and the indigenous
are apparent.

2.5 Displacement of Orang Asli in Malaysia

According to Sarah (2009) indigenous communities,
peoples and nations are those which, having a his-
torical continuity with pre-invasion and pre-colonial
societies that developed on their territories and con-
sider themselves distinct from other sectors of the
societies now prevailing on those territories, or parts of
them. Affairs (2010) noted that indigenous peoples are
normally involve in non dominant sectors of society
and are determined to preserve, develop and transmit
to future generations their ancestral territories, and
their ethnic identity, as the basis of their continued

existence as peoples, in accordance with their own
cultural patterns, social institutions and legal system.

In line with the above notion, the ‘Orang Asli’ is the
indigenous minority in the Peninsular of Malaysia. In
Malay and as collective term introduced by the anthro-
pologists and administrator Orang Asli means the
Original Person or first people in Malaysia (AITPN,
2008). According to JHEOA (2004), Orang Asli com-
prises at least nineteen culturally and linguistically
distinct groups and the largest are among the Semai,
Temiar, Jakun (Orang Hulu), andTemuan with the total
number of 149,512 in 2004 representing merely 0.6%
of the total National Population. Scattered throughout
the Peninsular of Malaysia Orang Asli inhabit areas
like mountains, remote valley and thick tropical forest
canopy. In spite their small numbers and not homoge-
neous, each group having its own language and culture
and, most importantly, perceiving itself as different
from the others (Nicholas, 2000).

Similar to other indigenous peoples in the other
country, historically to be exact before 1948, Orang
Asli mostly depends on various combinations of
activities such as hunting, fishing, gathering, swidden
farming, aboriculture and trading forest products
(AITPN, 2008). Having different ways of life and
livelihoods, some groups Orang Laut, Orang Seletar
and Mah Meri in particular living close to the coast as
fisherfolk, Temuan, Jakun and Semai adopting perma-
nent agriculture, planting cash crops such as rubber,
oil palm or cocoa, while many around forty percent
including Temiar, Che Wong, Jah Hut, Semelai and
Semaq Beri continue to live close to or within forested
areas and engage in swidden farming, hunting and
gathering. Some other groups such as Negritos (e.g.
Jahai and Lanoh) are still semi-nomadic, preferring to
take advantage of the seasonal bounties of the forest
(Affairs, 2010).

Owing to state of emergency or popularly known by
the local as “Darurat” between 1948 to 1960, which
was declared by the British authorities, the process of
resettlement of the Orang Asli to the new displace-
ment camp were undertaken to curb or to avoid the
communist guerilla spreading their communist ideol-
ogy towards this indigenous groups (AITPN, 2008).As
explained by Carey (1979), thousands of Orang Asli
have been brought out or transported from the forest
by British and the local authorities to the new resettle-
ment sites. With this, resettlement sites to name a few
like Pengkalan Hulu in Perak, Gua Musang in Kelantan
were apparent.

According to Dubey (2011), displacement occurs
due to the pressure of the development and rapid econ-
omy growth. Affairs (2010) explained because of the
effect on the rapid economic growth and development,
Orang Asli is being reallocated to a new resettlement
area provided to give way to the development pro-
cess. This is happened owing to the Infrastructure
Development Project (Pulau Carey), dam construction
(Kenyir Dam), highway (PLUS highway), LandAcqui-
sition (FELDA), and mining activity (Iron ore Mining)
(Gomes, 2004; Dubey, 2011). Resettlement process
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also been introduced by the government to avoid
the deforestation and swidden farming by nomadic
behaviour of Orang Asli (Nicholas, 2000).

2.6 Displacement, Orang Asli and food practices

Akpanudoedehe, (2010) argue that displacement
inevitably causes social cultural changes to the indige-
nous peoples or tribes. In the new places or new
settlement, tribes without doubt encountering and
adjusting many facets in their life including economy,
education, lifestyles, belief, religion and many others
(Woube, 2005). Jamal (1996) noted that indigenous
tribes have to adapt and sometimes force themselves to
blend in with the locality or new peoples surrounding
them. With this, it is argues that Orang Asli through
displacements program are believed to have altered
their socio-culture elements like domestic economy,
household income, education, religious belief, cultural
including food practices.

The available studies on Orang Asli mostly were
focusing on the socio-economy such as household
income and the compensation value paid after the
acquisition of the land by the authority (Gomes, 2004;
Akpanudoedehe, 2010). However, not to exaggerate
that there is no available studies specifically looking
at the impact of displacement on Orang Asli tradi-
tional food practices from nomadic period until the
displacement processed. In other words, to what extent
the displacement program besides economy, lifestyle,
others altered or influence the Orang Asli traditional
food practices yet not discovered and documented.
This is also relate to the type of the food prepare,
method of cooking, utensils, ingredients and eating
decorum. Therefore, the investigation on this issue is
still under investigation.
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ABSTRACT: As part of experiential tourism, many regards food events through gastronomic tourism are con-
siderably important in enhancing visitors’ experiences. Realizing the importance and contribution of food events
to country economy, greater efforts are undertaking by Malaysian government to promote such tourism activities
to the international tourists. Among other food events held, Ramadan bazaar is a unique food culture event
which receives significant attention from the Ministry of Tourism. This study reports the empirical investigation
on the international tourists’ perceptions, attraction towards Ramadan bazaar, their experience, satisfaction and
willingness in disseminating the information. Using Ramadan bazaar at Kampung Baru, Kuala Lumpur as data
collection setting, results revealed that the Ramadan bazaar attributes (food and beverages, events and culture)
significantly influenced the attraction of the international tourists to visit such bazaar. This is further supported
by their high level of experience and satisfaction which positively influenced their willingness to disseminate
information. The positive response among the international tourist indicates that Ramadan bazaar as gastronomic
tourism can be used in addition to other tourism products as catalyser to generate and boost the local economy.
The related authorities which are closely associated with the tourism industry therefore should not ignore this
indicator but continually take a proactive action in promoting the gastronomic event as one of the major tourists’
attraction.

Keywords: Ramadan bazaar, international tourists, attraction, disseminating information behaviour

1 INTRODUCTION

The continuous globalization in tourism industry no
doubt has spilled over to Malaysia and becoming pro-
gressively important and contributes extensively in
economic as well as socio-cultural development. This
is an evident when tourists’ receipts are continually
raised from year to year. For instance, tourists’ arrivals
surpassed at 19 million with an increase of 7.9 percent
2009 compared to 2008 (Tourism Malaysia, 2009).
This situation resulted from wide and various tourism
products and activities promoted.Among those, events
and festivals are becoming new main attraction and
motivating factors for international tourists to choose
Malaysia as their travel destination (Tourism Malaysia,
2009). MICE or business tourism (meeting, incentive,
convention and exhibition), social events and religious
festivals like Thaipusam, Malaysia International Shoe
Festival and KL Sunday 1Malaysia Family Fair are
types of events held throughout Malaysia.

Besides, food event is also getting important in pro-
moting Malaysia as tourists destination. The Minister
of Tourism, Dato’ Sri Dr. Ng Yen Yen proclaimed that
Malaysian food is unique as it necessitates cuisine

from various culture and most importantly, tourists
spent about RM9.7 billion or 17 percent of total
tourists expenses on food and drinks (Bernama, 2011).
Some of the food events held in the country are the Fab-
ulous Food 1Malaysia 2011, Malaysia International
Gourmet Festival, and Malaysian International Food
and Beverage Trade Fair.

Among those examples, Ramadan bazaar is another
unique food culture event that is getting attention
from the Ministry of Tourism. The bazaar in partic-
ular is special food stalls that come alive in the late
afternoon, providing food and shopping, selling in
conjunction with Muslims’ fasting month (Aquino,
2011). Naniey (2010) stated, Ramadan bazaar without
doubt is becoming a yearly food market that hap-
pens only during this holy month with huge array of
traditional Malay delicacies and local drinks.

Ahmad (2008) argued that although Muslims are
not encouraged to overspend or follow their lust with
regard to food during this month but Ramadan bazaar
attracted many people. Bernama (2010) reported,
Ramadan bazaar always packed with people of all
races including the foreign tourists and Bavani (2008)
noted that they were impressed with the event. The
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previous Deputy Tourism Minister, Dato Sri Sulaiman
Abdul Rahman Taib additionally noted that though
Ramadan bazaar is a Muslims event, it can be one of
Malaysia food events that able to attract the interna-
tional tourists and urged the tour agents to promote the
bazaar (Sarawak Tourism Federation, 2009). However,
to what extent the perceptions, attraction of the inter-
national tourists towards Ramadan bazaar, their level
of satisfaction and willingness in disseminating expe-
riences to others have not been widely researched. To
date, the available studies focused on the relationship
between food and events (Hall and Sharples, 2008;
Smith and Costello, 2009; Vecchio, 2010; and Smith,
Costello, and Muenchen, 2010) with to researcher
knowledge none has touched on how and to what extent
Ramadan bazaar in Malaysia potentially in attracting
international tourists.

2 LITERATURE REVIEW

2.1 Ramadan and food

The word ‘Ramadan’is universally understood by peo-
ples across the world as its associated with fasting and
one of the five pillars of Islam. In particular, Ramadan
is the ninth of the Muslims calendar month when Mus-
lims with a few exceptions are obligates to fast during
the hours of daylight until sunset for twenty nine to
thirty days (Is’harc, 1997). Ramadan indeed, requires
Muslims to be patience, perseverance and awakens in
the feelings of gratefulness (Khan, 2003).

Apart from religious obligatory, food plays signifi-
cant roles in this holy month and peoples are looking
forward to enjoy many traditional foods prepared
or sell through a Ramadan bazaar (Barkha, 2011).
Garcia, (2008) and Bastawy, (2008) stated that during
Ramadan, Muslims around the world perform the same
types of worship however the bazaar and food may
vary from one country to another or even from town
to village. Timothy and Iverson (2006) contended that
Ramadan bazaar has multiple elements including food,
culture and sense of feast to be shared among the Mus-
lims and none Muslim. Similar activities are occurring
in other Muslim countries whereby Ramadan not only
portrays as a windfall to food traders and sellers to
intensify their income but promoting food tourism
among the international tourists (Ismail, 2006).

2.2 Ramadan bazaar in Malaysia

Ramadan bazaar is one of the best activities in the holy
month of Ramadan in Malaysia where much flavour of
various traditional and tasty foods is selling for break-
ing the fast (Samsuddin, 2008). With wide selection
of delicacies, Ramadan bazaar welcomes the locals
and international visitors from various background
and ages. Shazana (2006) noted that the changing of
lifestyle, economy and busy working, contribute to
the popularity of Ramadan bazaar. A variety of del-
icacies available tempt the eyes from basketfuls of

kuih-muih (local cakes or sweets) to rows of other
main and side dishes like chicken ‘satay’ (skewered
marinated chicken grill over the charcoal flame) ayam
golek (grilled herbs marinated chicken), grilled fish,
murtabak (meat or chicken patty with onions, herbs
and egg), tepung pelita (sweets) and many others
(Tourism Malaysia, 2005).Visiting Ramadan bazaar is
just like taking a culinary walk through Malaysia as it
serves visitors with all kinds of food aromas (Tourism
Malaysia, 2011).

Kampung Baru, located at the centre of Kuala
Lumpur is one of the top Ramadan bazaar sites among
Malaysian and getting known among the international
tourists and its tasty ‘bubur lambuk’ becomes tittle-
tattle among Malaysians. As Ramadan bazaar portrays
a bundling package of food cultural event, it is per-
ceived that this bazaar potentially to be promoted as
Malaysia tourism event (New Straits Times, 2011).

2.3 Food event as attraction

Tourism scholars claimed that food events are becom-
ing a significant ‘pull’ or attracting factor to tourism
industry recently compared to the early days where
it fundamentally acts as a minor conscious among
the tourists (Bessiere, 1998; Haukeland and Jacob-
sen, 2001; Kivela and Crotts, 2006; Hall and Sharples,
2008). This awakening scenario is reflected by the
changing of tourists’behaviour that attentively seeking
the experiential of food consumption while travelling
and tourism operators are urged to creatively enhance
and shape the tourism products and services (Yang,
2010). Local food festivals are essential to be utilized
as mechanisms to boost the nation’s tourism indus-
try. Food events through media coverage developed an
intrinsic linkage between events and tourism (Brown,
Chalip, Jago and Mules, 2005). Hall and Sharples
(2008) noted that events have long been synonymous
with food either in religious and spiritual festivals
and some of them have been repackaged as tourism
events with the aim to draw new visitors to the country
(Felsenstein and Fleischer, 2003).

Studies have shown that festival attributes are pow-
erful in attracting tourists to the particular culinary
or food events as each of them might has its own
unique characteristics and distinctive traits (Kim, Goh
and Yuan, 2010). Axelsen and Swan (2010) identified
unique different, new experiences, atmosphere, one-
off nature, timing of the event, interaction and inter-
activity, social experiences, special marketing hype
and elements of the spectacular as the most effective
attributes influenced tourists to experience wine and
food festivals. The festive atmosphere, a festive crowd,
the entertainment, uniqueness of the festival and nov-
elty of the festival are also recognized as pulling factors
(Yuan, Cai, Morrison and Linton, 2005).

2.4 Disseminating information behaviour

In tourism realm, disseminating information behaviour
of visitors is related to the intention to recommend or
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revisit intentions and relies on the quality of attractions
that have been experienced by the tourists (Nowacki,
2009). The relationship existed between tourist satis-
faction or dissatisfaction with intention to revisit and
positive or negative word-of-mouth (WOM) (Baker &
Crompton, 2000; Kozak & Rimmington, 2000; Lee,
Graefe & Burns, 2004; Woo, Yen & Kim, 2009) and
the degree of satisfaction significantly affected the
customer retention, repurchase and revisiting (Cronin,
Brady and Hult, 2000). Yoon and Uysal (2005) pro-
posed a hypothetical model of the causal relationship
between pull and push motivations, satisfaction and
destination loyalty. Lee et al. (2004) stated, the effect
of service quality on behavioural intention is com-
pletely mediated by satisfaction. On food, Chi, Ab
karim, and Gursoy (2010) contended positive food
image in tourists’mind crucial in generating revisiting
intentions and recommendations to others. In short,
Hall, Basarin, and Lockstone (2008) claimed that
WOM communication, recommending or disseminat-
ing information behaviour start to receive significant
interest among the tourism field researchers.

3 METHODOLOGY

A descriptive research design using a quantitative
approach through cross sectional study is applied with
self-reported and self-administered questionnaire.The
survey instrument was developed into five major sec-
tions. Section A comprises of twelve questions using
nominal scale and focused on respondent demographic
profile. Section B was created to examine the gen-
eral perceptions of the international tourists’ general
perception towards Ramadan bazaar. Section C was
concerned with the factors attracting the international
tourists toward the bazaar based on three attributes
(event, food, cultural) while Section D determined
the level of experience and satisfaction. Section E is
designed to investigate the willingness of the inter-
national tourist to disseminate information on their
experiences on the bazaar. Respondents were required
to translate their view using Likert scale ranging from
1 with “totally disagree” to 5 “totally agree”. The pilot
study was initially conducted to verify the reliability
and validity of the item used. The survey was per-
sonally conducted by the researcher during Ramadan
month at Kampung Baru Ramadan bazaar. The inter-
national tourists mostly Caucasians and Middle East-
ern were approached and a total of 180 responses were
obtained. The data were coded and keyed in Statistical
Package for the Social Sciences (SPSS) Version 16 for
analysis.

4 RESULTS AND DISCUSSION

Before undertaking the descriptive analysis, the under-
lying relationships between items in each stipulated
dimensions were statistically tested with exploratory
factor analysis. Using Principal component analysis

Table 1. Overall mean scores of perception.

N Min Max Mean Std dev.

Perception 180 3.22 5.00 3.9401 .39852

with varimax rotation and Kaiser Normalization on the
fifty items with factor loading of 0.30, six factors were
extracted with three items deleted.The six factors were
Food (9 items), Events Attributes (7 items), Culture
Attributes (6 items), Experience Level (6 items), Satis-
faction Level (8 items) and Disseminating Information
Behaviour (6 items).

4.1 Overall view of the international tourists

From the mean scores, most of the international
tourists agreed that Ramadan bazaar offers impor-
tant and various experiential attributes including event,
food and culture. Evidently they perceived Ramadan
bazaar enhancing their food knowledge and experi-
ences (M = 4.32, item 1), gives them an opportunity
to experience varieties of Malaysia authentic food
(M = 4.22, item 2). They also believed Malaysia is
rich in food culture (M = 4.08, item 3) with Ramadan
bazaar acts as food tasting event (M = 4.03, item
4), truly portraying Malaysian food culture (M=3.99,
item 5) and is a very unique food event (M = 3.88,
item 6). With that, they agreed that the bazaar is
a good marketing tool to promote Malaysia as one
of the interesting gastronomic tourism destinations
(M = 3.79, item 7). This notion is strengthened when
they considered Ramadan bazaar as part of Malaysia
gastronomic tourism (M = 3.58, item 8) and one of
the tourist attractions (M = 3.57, item 9). Result indi-
cates that Ramadan bazaar is having multi elements of
events related to food and food culture. The result is
summarized in the Table 1.

4.2 Ramadan bazaar attributes

This section further looking at the Ramadan bazaar
attributes from the perspective of event, food and
culture.

(i) Event attributes
Positive outcomes have been recorded when major-
ity of respondents agreed that the bazaar serves
some eventful aspect, suited their interests. Ramadan
bazaar as an event offers them to learn more about
Malaysia traditional food (M = 4.11, item 1), food
culture (M = 4.00, item 2) with unique atmosphere
(M = 3.94, item 3). The international tourists agreed
that Ramadan bazaar creates an opportunity to under-
stand deeper of Malay food culture (M = 3.91, item 4)
by experiencing the hawker stalls concept (M = 3.66,
item 5) and creating chance to interact and socialize
with local people (M = 3.47, item 4). Majority of them
also agreed that the bazaar acts as the melting pot
which attracted them to experience (M = 3.41, item 7).
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Table 2. Overall mean scores on event attributes.

N Min Max Mean Std dev.

Event 180 2.86 4.57 3.7865 .45565

Table 3. Overall mean scores on food attributes.

N Min Max Mean Std dev.

Food 180 3.25 5.00 4.0000 .39040

Table 4. Overall mean scores on cultural attributes.

N Min Max Mean Std dev.

Cultural 180 2.50 5.00 3.7417 .56493

(ii) Food attributes
The respondents mostly visited the bazaar with the
intention to understand the different types food offered
(M = 4.43, item 1), to taste or to experience the
varieties of Malaysia typical food and beverages
(M = 4.23, item 2) and to enhance their food knowl-
edge (M = 4.19, item 3). They also intended to learn
special and typical local cuisines (M = 3.87, item 4),
to see the way of some of the foods are being prepared
(M = 3.74, item 5), to learn locals’ cooking style and
technique (M = 3.71, item 6) and to see the presen-
tation of the food at the bazaar (M = 3.69, item 7).
Consequently, food becomes the most attracting factor
for the respondents to visit the Ramadan bazaar.

(iii) Cultural attributes
Most of the international tourists agreed that they
decided to visit the bazaar to learn more about local
food culture (M = 4.13, item 1), to experience and
learn of how the local people with different eth-
nics enjoying themselves at the bazaar (M = 3.84,
item 2) and therefore increase their knowledge about
Malaysian lifestyle (M = 3.75, item 3). They also
agreed that the bazaar provides chance for them to
see traditional equipments used in preparing the food
(M = 3.69, item 4) and understand the hospitality and
culture of the local peoples (M = 3.57, item 5).

4.3 International tourists’ attraction

This section measured the international tourists expe-
rience and level of satisfaction toward the Ramadan
bazaar.

(i) Experience
Most of the international tourists agreed that the bazaar
delivered the experience of tasting new and differ-
ent food (M = 4.34, item 1) and they were enjoying
the learning and tasting new food (M = 4.24, item 2).

Table 5. Overall mean scores on experience.

N Min Max Mean Std dev.

Experience 180 2.50 5.00 4.1083 .51798

Table 6. Overall mean scores on experience.

N Min Max Mean Std dev.

Satisfaction 180 2.50 4.88 3.7951 .48435

The bazaar creates a sense of discovery (M = 4.21,
item 3) as most of the food and beverage stimu-
lated their appetite (M = 4.04, item 4) with a pleasant
smells (M = 3.78, item 6) and therefore enjoying
the experiences of new and local culture (M = 4.05,
item 5).

(ii) Satisfaction
Majority of the international tourist were satisfied with
the taste of the food and beverages experienced in the
bazaar (M = 3.92, item 1), satisfied with overall sce-
nario of the bazaar (M = 3.88, item 3), food culture
portrayed (M = 3.89, item 2) and food the knowledge
gained from there (M = 3.83, item 4). Their levels of
satisfaction were also expressed to the following items:

• Visiting Malaysia during Ramadan (M = 3.81, item
5)

• The overall environment of the bazaar (M = 3.76,
item 6)

• Malaysian hospitality and culture experienced
(M = 3.68, item 7)

• Presentation of the food and beverages at the bazaar
(M = 3.61, item 8)

4.4 Disseminating information behaviour

As resulted, majority of the international tourists
expressed that their good experience will be shared
with their fellow country mates (M = 4.31, item 1),
admitted they will recommend and encourage fam-
ily, friends and others to visit Malaysia even during
Ramadan month (M = 4.09, item 2). With that feel-
ings, it is not surprising that they were also willing
to disseminate information about their experience
(M = 3.88, item 3), willing to come again to Malaysia
during the Ramadan month (M = 3.77, item 4) and
agreed to recommend the travel agency (M = 3.58,
item 5).

5 IMPLICATIONS, CONCLUSION AND
RECOMMENDATIONS

Ramadan bazaar through its attributes (food, events
and culture) evidently attracted significant number of
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Table 7. Overall mean scores on disseminating information.

N Min Max Mean Std dev.

Disseminating 180 2.50 5.00 3.8889 .55235
information

international tourists to visit and experienced such
bazaar.The positive perceptions indicate that Ramadan
bazaar able to generate the local economy. Those
responsible authorities therefore should not ignore this
good sign but take a proactive action in promoting this
gastronomic event. It is appears that the international
tourists who experienced the bazaar were among the
young and first time visitors.As they are actually more
eager in experiencing and learn new things, the cur-
rent promotional efforts should draw more attention
among the young travellers.

The experiences and high level of satisfaction of
the international with Malaysian Ramadan bazaar
attributes positively influenced their willingness in
disseminating information with others. The author-
ities who are responsible in managing the bazaar
therefore should enforce necessary regulations for
food operators like maintaining cleanliness, greetings,
kindness and politeness not only toward the local but
the international tourists as well. Emphasizing and
practicing on these manners will at least create the opti-
mistic dissemination information behavior (WOM)
thus encourage repeat and attract new visitors.

Of all, the most remarkable findings learnt from
this study is, the connotation of fasting month inhibits
the international tourist arrival, restrict their tourism
activities in Muslim countries as accused by some peo-
ple is totally vague. In actual fact, fasting month not
only allow none Muslim, but international tourists in
particular to explore the country as usual, at the same
time creates the opportunity for them to experience
the unique food event like Ramadan bazaars which
only occur once a year. Therefore, many events in
this beautiful country can be taken into advantage as
tourism products as long as it is done in a proper man-
ner with the collaboration and cooperation among the
government related authorities and stakeholders.
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ABSTRACT: The pursuit of globalization as part of the sociological changes in gastronomy of the Malay
feasts raises two fundamental questions that need to be understood. First, how globalization impacts and colors
the gastronomy culture in Malay feasts? Second, how other gastronomy cultures from other ethnics impacts the
globalization of feasting in Malay culture. Drawing upon these precedents and the impact of globalization, study
on multiple layers of social, geographical and historical issues is needed. In fact, study on the differences between
Malay gastronomy in Malaysia with other Malays within the Malay archipelagoes is still lacking especially in
terms of sociological spheres. Hence, this study will discover the impact of sociological changes in the gastronomy
of Malay feasts and the localization of globalization culture in Malay gastronomy which cannot be described
in a straightforward manner. The reason being the boundary that delineates Malay ethnics’ food is never fixed,
or more exactly, it is always adjusted as an effective response to the relevant various Malay ethnics that form
Malay, social transformations and the impact of both globalization and localization.

Keywords: Gastronomy, Malay feast, sociology, culture and modernization.

1 INTRODUCTION

From late 19th Century to present, anthropologists
have been tracking methodological and theoretical
trends in the development of food from various per-
spectives. Food is not just a topic worthy of inquiry
in its own basic states. Food is seen as universal
tools that illuminate wide range of cultural and social
practices although ‘every nation has its own cui-
sine’ (Cusack, 2000). In this era of post socialist for
instance, food and culture in many ways have become
the instruments of social revolution (Watson, and
Caldwell, 2005).

Gastronomy from other countries has influx into
this country era since the pre colonization date and
colors the core ethnic groups in Malaysia as a sign
of globalization. Internationalization is unobtainable
through globalization as it is part of internationaliza-
tion culture where there lays acculturation of food from
other cultures. It is probably no cuisine that at one
time or another has no relied on foreign borrowings
(Cwiertka, 2006).

This globalization phenomenon is unavoidable in
this postmodern era and brought changes (Morawski,
1995) in dietary patterns of the nation and the social
status of the society (Cwiertka, 2006). Watson and
Caldwell (2005) argued internationalization as a major
factor causing the product boom and the dietary

change among the core countries in world especially
amongst the upper and middle strata earners. Hence, it
is understood by considering the fact that both social
changes and cultural revolutions accompanying the
rise of collectivity reach down to the level of the ordi-
nary and the everyday (Waugh, 2011 and Auslander,
2009).

To the locals, Malay gastronomy is considered as
a local food and has been part of the identity of
Malaysia. However, the word ‘local’ carries various
meanings which should not be treated as having a unity
in the fixed geography; rather, the concepts of locality
in regional studies and political geography perspec-
tives seem inherent by virtue of their being bound
within a predetermined space as part of globaliza-
tion. However, as far as this study is concerned, the
concept of locality is not only associated with space
but also with time. Historically, Malay cuisine varies
from region to region due to various sub ethnic groups
such as Javanese, Buguese, Rawa, Mandaling and oth-
ers. Sharif et al. (2008) said the ‘local’ in can be said
that the ‘local’ should be defined both by the alter-
ation of its spatial relationship and its context in a
transitional history of Malaysia with the dominating
factors of ethnic groups that rest under the name of
Malay. Hence, the concepts of locality are in some
sense always floating because they are the products of
time-space imagination (Anderson, 1983). In a sense,
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it is problematic if the concept of Malay gastronomy
is founded on homogenous and essentialist grounds
without geographical and historical contextualization
in analysing the globalization impacts.

This issue not only raises the question of how far
globalization impacts French food or other nation’s
food such as Japanese, Chinese or Korean food that
are steadily globalized compared to Malay food. This
is also implies that the nationalization and globaliza-
tion of foods in these countries are different from the
processes that have taken place in Malaysia. Drawing
upon these precedents and the impact of globalization,
this study inquire Malay gastronomy to be revealed
into multiple layers of social, geographical and histor-
ical issues. In fact, how does the Malay gastronomy
in Malaysia thought to be different between other
Malays within the Malay Archipelago or only minor
dissimilarities exist within it.

Nevertheless, the increasing quest for Malay gas-
tronomy and globalization is not a social phenomenon
that simply reflects the problems of social possibility
and restriction for such a pursuit, but also involves the
question of why and how it has come to be pursued.
Hence, this study will discover the impact of global-
ization in the Malay gastronomy and the localization
of globalization in Malay gastronomy which cannot
be described in a straightforward manner because the
boundary that delineates Malay ethnic food is never
fixed, or more exactly, it is always adjusted as an effec-
tive response to the relevant various Malay ethnics that
form Malay, social transformations and the impact of
both globalization and localization. This is due to the
fact that as liked other gastronomy culture, gastronomy
in Malay feasts is continually influx with all of the
food and culinary components flowing from outside
to inside and blending together to construct a unique
gastronomy.

2 LITERATURE

The influx of international tourists in Malaysia via
its open door policy and warm friendly culture and
globalization, is more or less the same as other gas-
tronomy around the world. The various influences
in the Malay gastronomy describe the taste of the
players and the demand for the changes in the taste.
As describes by prominent French Sociologist, Pierre
Bourdieu (1984:6), ‘taste classifies and it classifies
the classifier’.

From this stand of point, this study raises question
as an analytical angle on the impact of food revolution
due to globalization towards the Malay gastronomy
culture. By using the phenomenological approach, this
study incentive is primarily founded on the observa-
tion of these proceedings, and recently formed global
concern about the nation-state as the ‘container of culi-
nary culture.’ Sociologists define culture as including
all those aspects of human life that are learned and
shared by members of a society (Riddell, 1989).

3 CONCEPTUAL THEORY AND THEMATIC
DISCUSSION

Ferguson (2004) has elaborated on the social con-
struction of culinary fields and gastronomic fields in
order to claim that cultural capital, to some extent,
corresponds to the notion of revolution of identity:
‘Much French culinary culture shares with other culi-
nary cultures, while, the structure of gastronomy as
a field is distinctively French’. The important point
Ferguson made is that the antecedents and develop-
ment of discursive power can actually construct any
cultural field. Following Ferguson’s employment of
Bourdieu’s theory of the field of cultural produc-
tion, this study will, first, reexamine how the impact
of globalization towards gastronomic culture, in par-
ticular the Malay gastronomy culture. According to
Bourdieu, the field is full of power relations, and
the social construction of a field is fiercely involved
in power struggles. The field of power is sustained
and reinforced by cultivation of proper actions for the
effective play of cultural game (Calhoun 2006: 1405).

Differing from Ferguson (2004), we propose that the
revolution of Malay gastronomic culture should not be
separated from the analysis of the following distinc-
tive but linked fields of globalization—agriculture,
economy, technology and knowledge in terms of how
cultural reproduction takes place and how they have
mutual impact among the fields.

This study will show the rupture between the agri-
cultural field and economy with a historical propensity
as the global division of labor and colonial domination
developed. Whereas the field of agricultural produc-
tion is overwhelmingly dominated by the power of
political economy, the field of technology and knowl-
edge manifest as the autonomy of cultural practice.

Second, Bourdieu sees the implementation of tac-
tics to be a kind of practice of structuring the estab-
lished relationship/cooperation between economy and
politics. Bourdieu’s concepts of structured agency and
structuring structure provides an analytical approach
for the study of culinary practice in everyday life
that echoes what Michel de Certeau theorized as the
practice of making-do, or everyday tactics, in order
to illustrate how people strive to maintain their cul-
tural identity as well as to get through economic
and political colonization (Certeau, 1980). Drawing
on Certeau’s concept of making-do tactics, we will
analyze how the practice of culinary alternation or
adaptation commonly results from improvisation in
domestic spheres as well as profit-making kitchens.

In addition, the tactic of making do is a practi-
cal operation of spatial and temporal relationships,
which Certeau elucidates as the ‘innumerable practice
through which users reappropriate the space organized
by techniques of sociocultural production’ (Certeau,
1984). He further clarifies the difference between
space and place to illustrate the concept of tactic
and the practical possibility for the implementation
of the concept under relations of power. Because the
emergence of a making-do tactic does not rely on a
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legitimated standing place, it ‘has no place except
in that of the other’ (Certeau, 1980). This provides
an adequate approach to understanding the formation
of Malay food in the revolutionized and globalized
gastronomy culture.

Third, we merge the discussion of social space
and spatial practice from the theories of Bourdieu
(1984), Certeau, (1984); Foucault (2006) and Lefebvre
(2006) as to understand how the reciprocal interaction
between structure and agency occurs and manifests
its consequence—space shapes practice, and prac-
tice changes space. We mainly employ Bourdieu’s
argument on how continuous practice in the field is
a response to the change in the material conditions
reflecting how they transform spatial and temporal
operations, and elaborate on Certeau’s concern of
social space by pointing out that the tactic of making-
do appears, because some social practices are deemed
not ‘proper,’ because they lack spatial or institutional
localization (Certeau, 1984). Furthermore, Lefebvre’s
analysis is used to conceptualize how spatial practice
might involve the commodification and symbolization
of culinary culture in consumer society. Drawing on
these theories, we propose the spatialization of foods
refers to the trend that food does not only come from
culinary production but also from the production of
space that rooted to the globalization perspectives and
theories.

Fourth, in order to understand the spatialization of
foods, we clarify how the symbolic position of foods is
placed in the spatial order and in the hierarchical struc-
ture of social distinction by articulating Bourdieu’s
concepts of symbolic capital in cultural reproduction
and consumption. The structuring of culinary prac-
tices in spatial relations also shapes the representation
of Malay gastronomy culture. To be sure, the process
of spatialization not only has a great impact on food
practices, but also has an impact on the construction of
Malay cultural identity, ethnicity, nationality and glob-
alization. In addition, the spatialization of symbolic
consumption can also be viewed as a special pattern of
‘conspicuous consumption,’ as Thorstein Veblen ana-
lyzed it, linking it with the practice of social distinction
and class identity.

Furthermore, the transformation of Malay banquets
and feasts will be examined to show how Malay gas-
tronomy is designated to present the image in specific
time and space.As feasting is an important social insti-
tution in Malay culture, the analysis of Malay feasting
and banquet culture will provide an understanding of
how the symbolic representation of revolution iden-
tity in Malay gastronomy in accordance with political
demands and influence from other ethnic cultures.

4 METHODOLOGY AND REFLEXIVITY

Certeau (1983) points out the issue of the histori-
cal representation and visibility of social things in
time-space relationship; the concern of power rela-
tions between absence and presence is unavoidable in

Certeau’s analysis. Power relations pertain to impor-
tant social processes determining what is invisible
or absent from spatial and temporal situations, and
which affect the continuity of social relationship in the
present state. This continuity might be made possible
by the power of interpretation as a part of sociologists’
skills. Besides this skill, sociologists can understand
the visibility of social things through the analysis
of trivial practices in our everyday life. As Certeau
implies, trivial or publicly invisible social subjects
should be re-evaluated much more to reveal presence
as a way to identify the state of revolution.

This sociological research might involve the repre-
sentation of history as the way to make the invisible
and absent history to be represented again in social
stages. It will explore the relationship between the
macro transformation of social structure and the micro
gastronomy culture in Malay history.This phenomenal
problem manifests what Certeau (1983) would call the
spatial absence or temporal ignorance of social things.
The absence of studies on Malay culinary practices is
not simply a phenomenon arising in a vacuum of power
relations. Instead, it is due to the historical absence of
the representation of Malay foods in ancient literature.

To deal with a scarcity of organized histori-
cal records, we employ multiple methodologies and
frameworks complementing each other in order to ana-
lyze the field in which the production and consumption
of a national culinary culture took place. On the one
hand, this involves multiple frameworks of historical
comparison on how culinary cultures form, mutate and
continue under different regimes and social milieus.
This involves a political economic analysis of the
macro-social background. In addition, ethnography is
used to illustrate the cooking and eating experiences
in everyday life and how banal experiences may be
invoked for the construction of collective memories,
especially of Malay identities.

This research is built primarily on the phenomenol-
ogy methodology. From the philosophy of phe-
nomenology comes a focus on the experience itself
and how experiencing something is transformed into
consciousness. According to Zukin (2008) phenome-
nologists are interested in ‘lived experience’ such a
focus requires us to explore directly to the things them-
selves. Phenomenology is a study if people’s conscious
experience of their life-word, that is their ‘everyday life
and social action’ (Zukin, .2008). It conducts empha-
sizes on experience and interpretation and using the
particular ‘tools’ of phenomenology. The experiences
of different people are bracketed, analyzed, and com-
pared to identify the essences of the phenomenon. The
responsibility of the phenomenologist, then to depict
the essence or basic structure of experience in human
civilization (Merriam, 2009).

To get at the essence or basic underlying structure
of the meaning of an experience, the phenomenologi-
cal interview is the primary method of data collection.
Prior to interviewing those who have had direct experi-
ence with the phenomenon, the researcher will explore
own experiences, in part to examine dimensions of
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the experience and in part to become aware of per-
sonal prejudices, viewpoints and assumptions. This
process is known as epoche, a Greek terminology that
describes to refrain from judgment. In the epoch, the
everyday understandings, judgments and knowing are
set aside and the phenomena are revisited (Moustakas,
1994). In addition to epoch, a phenomenological pro-
cess known as phenomenological reduction method is
applied. It is the process of continually returning to the
essence of the experience to derive the inner structure
or meaning in and of itself. There is a need to isolate
the phenomenon in order to comprehend its essence.
Hence, a phenomenological approach is well suited
with study that examines the affective, emotional and
often intense human experiences.

This research focuses on in-depth interviews with
the industry players as the informant including gas-
tronomy researcher or academician that seriously
embark into the study of gastronomy revolution, Malay
gastronome or a person who has a serious interest
and well experienced in the Malay gastronomy, ser-
vice provider such as caterer who always keep in track
with the latest trends in the needs of customers towards
gastronomical products and services. In summary, it is
hope that this study will provide significant insight on
the underlying issues.
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Impact of information exchange of e-Word-of-Mouth towards
intention to purchase
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ABSTRACT: Word of mouth has been a powerful form of marketing tool that is found in the discipline of
marketing and even sometimes deemed the most important. This paper looks into the impacts of e-word of mouth
towards purchase intentions in restaurants especially on the exchanges happening on Facebook. This information
exchanges is found in previous studies outside of Malaysia to have impact in influencing the purchase decision
of a social networker. Regression analysis shows positive relations between the information exchange towards
the intention to purchase in restaurants. Some constructs have been found to characterize the determinants of
information exchange being positively affecting purchase intentions such as the nature of relationship of the
sender and receiver as one of the determinants for creating the intent to purchase. The norms of information
exchanges have also been found to have some similar characteristics with offline information exchange. It can be
concluded that restaurants must be pro active in facing this communication challenges as social networks have
been important information exchange platforms if they wish to expand marketing efforts on the social network
platform.

Keywords: e-Word-of-Mouth, social network, facebook, intention to purchase, information exchange, online
communication

1 INTRODUCTION

1.1 Problem statement

The internet is one of the leading forms of knowl-
edge and information exchange and communication
available to mankind. Information either true or false
are exchanged and transferred daily with minimal fil-
tering or supervision has become a recent interest
of researchers (Godes and Mayzlin, 2004; Kozinets,
2002; Nelson and Otnes, 2005). The emergence of
social websites, blogs, opinion based sites and oth-
ers has been an alternative to mainstream media for
information on almost anything including reviews and
endorsements on food and beverage establishment
reviews.

Since the rise of popularity of the internet in the
new millennium, independent or established website
has been another source of review of food and beverage
establishments for consumers which is a phenomenon
of online interpersonal influences (Senecal and Nantel,
2004). These so call reviews are in proper terms called
information exchange of electronic word of mouth
(e-WOM). Following a research done by Forrester
Research (2000) that more than 50% of young internet
surfers depend on e-WOM in making their purchase
decision. Furthermore even mature rational customer
do pay attention to anonymous posts on the internet
even though the credibility is questionable (Mayzlin,
2001).

It is unknown whether the reviews and ratings
given by consumers on websites give a clear impact
on the food and beverage establishment especially in
Malaysia. The objective of this study is to examine the
relationship between the online word of mouth sender
and the consumers’ intention to purchase.

2 LITERATURE REVIEW

2.1 Information exchange

Information exchange is deeply embedded in the
communication process which involves the sender,
receiver and the channel (medium of transmission)
which is the classic and traditional of looking towards
the understanding of information exchange (Shannon
and Weaver, 1949). Research throughout the years
have expanded the understanding of communica-
tion by adding message, decoding, encoding and
disturbance as part of the communication process
(Schramm, 1954) and further advancing the under-
standing of communication by looking upon what in
builds the factors in the communication process such
as the S-M-C-R model by Berlo (1970). The effect
of information exchange towards purchase behav-
ior have been studied by Schiffmann and Kanuk
(1997) as information exchanges in the purchase deci-
sion process involves the psychological factors of
trustworthiness of information received. Furthermore,
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past research has stated that information exchange is
a particular type of communication which excludes
certain social or personal interactions such as phatic
communion or discourse relating to social or personal
matters (Denize, 2004). The author also stated that,
an exchange of information is part of a communica-
tion process where a set of knowledge is transmitted
between two or more participants. The statements
above shows that information is exchanged in a basis
whether it is direct or indirect, known or anony-
mous and seek or been picked up unintentionally. The
relation of the information exchange and purchase
decision has been studied in the field of other mediums
of communication but little has been done in analyz-
ing the effects of information exchange in the realm
of social networks. Hence, the study is important in
understanding the dynamics of information exchange
towards purchase decision in a social network environ-
ment as information is transferred unfiltered and has
a larger interpersonal span of information reach.

2.2 Electronic word-of-mouth(e-WOM)

The study of word of mouth (WOM) has long been
studied by scholars in the field of communication.
The importance and usefulness of WOM has long
been debated since the 1950’s. The study by Katz
and Lazarsfeld (1955) which is the pioneering studies
on WOM defined WOM as a system of interpersonal
relations among friends, co-workers, family members,
neighbors, and the like, that is characterized by regu-
lar interaction (or communication). Observations by
the study show that individuals or groups who com-
municate in a high basis seem to be collectively and
continuously generating ideas and behavior that are
common to each other. The author also discovered
that WOM was the main source of information and
review that are used by individuals for certain house-
hold items during the 1950’s.

Bikhchandani, Hirshleifer, & Welch (1991) indi-
cates that an agent which is the receiver of information
in obtaining new information can shift an agents
actions and opinions radically. This in simple terms
means that information that is deemed interesting by
an individual has a large effect on the view and actions
taken by the receiver. The authors tested that the radi-
cal shifts of opinions and actions differs from different
products were the receiver selects which source of
information is deemed more believable for a certain
classification of products. Example that is given is that
a consumer is more likely to believe WOM more than
other information sources for common products such
as household items or services but for medical prod-
ucts, a government or medical council report/bulletin
is the most believable source of information.

According to Bowman and Narayandas (2001),
WOM is more likely to be engaged by customers who
consider themselves loyal due of the motivation of
showing their expertise on the product. Furthermore
the study shows these loyal customers will have the
tendency of spreading negative forms of WOM when

a certain degree of dissatisfaction occurs while con-
suming the product. Anderson (1998) pointed out that
WOM engagement is negatively related to the degree
of the satisfaction of information obtained.

All the studies above addressed the high impor-
tance of WOM in the communication context of
business. Understanding how WOM affects the opin-
ion is essential in marketing a product. All studies do
not contradict towards each other but shows a similar
pattern throughout a half century of WOM studies.
Based on the study done by Bickart and Schindler
(2001) Electronic Word-of-Mouth (e-WOM) is feed-
backs and communications to others that is written by
means of emails, discussion boards and other online
communication medias. Due to the internet’s global
nature, e-WOM can be provided by consumers to con-
sumers who have never met physically (Gruen et al.,
2006).

The power of e-WOM is shown in the study done by
Mayzlin (2001) where it is proven that even consumers
who consider themselves rational has a tendency of
paying attention to on line post done by unknown
individuals. Some consumer also consider e-WOM to
be more credible than common market form reviews
or advertisements (Bickart and Schindler., 2001). The
term ‘buzz management’ is proof that marketers from
business firms are taking e-WOM seriously. Accord-
ing to Godes and Mayzlin (2004), firms adopt buzz
management as a proactive creation of e-WOM and it
is a part of their promotion mix by creating ‘buzz’
which is e-WOM purposely created by the firm in
websites and discussion boards to create information
that is deemed credible by the consumer. It is good
to mention that the study also shows that e-WOM is
a precursor of decisions and information done offline
by the consumer.

One could not escape to mention of Facebook when
discussing on the e-WOM issues. There are more
68 million active users as stated by Carlson (2010)
around the world as of 2010 and is currently grow-
ing gradually. That makes it the most widely used
social media platform comparing to other competi-
tors such as Friendster, Tagged, Twitter just to name a
few. Little scholarly study has tried to determine the
true definition of an active Facebook user. According
to Viswanath et al. (2009) an active user is defined
by as a person who comments, posts and responds
to informational activities in a social network (Face-
book) with at least a frequency of 5 times a month.
This term includes the all the communication services
that Facebook provides that is wall post (most com-
mon), personal messaging, chat and notes (discussion
boards are also considered notes).

2.3 Study framework

Axelsson and Easton (1992) suggested eight dimen-
sion for the e-WOM actively sought construct to be
Properties of transfer activities, Properties of informa-
tion, Type of information, Motivations of information
Exchange, Properties of exchange media, Types
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of transformational activities, Information exchange
Norms and Nature of relationship. A five point likert
scale was used to rate the five dimensions mention
above. According to Cooper and Schindler (2001)
the likert scale measures the unfavorable or favorable
attitude towards the object of interest. Likert scales
measures one person’s score with the distribution of
scores.

Gilly et al. (1998) suggested five items for the
intention to purchase to be new information given,
significant influence, mention helpful things, provided
different ideas and influence in service and influence
in features. A semantic differential scale will be used
to rate the five items mention above. According to
Cooper and Schindler (2001) the semantic differential
scale measures the unfavorable or favorable attitude
towards the object of interest. Semantic differential
scale measures one person’s score with the distribution
of scores.

3 METHODOLOGY

3.1 Sampling

The population that is researched is Malaysian with
internet accessibility. According to the Central Intelli-
gence Agency Factbook, the population of Malaysia is
estimated to be 25,715,819, the population with inter-
net access is 64.6%. As suggested by Fliess, Levin and
Paik (2003) in determining the sample size required
for research activities, the calculation presented shows
that for a census of 16.903 million a sample size of 384
is suggested with a confidence of 95% and an error
of 5.0%. Being align with the study, this study selects
384 respondents as the sample. Non probability sam-
pling is used in attaining data. The method of non
probability sampling that is selected is convenience
sampling method.

3.2 Data gathering methods

Primary data is collected through questionnaire that
was self administered computer-delivered question-
naire e-mailed to the respondents. The questionnaire
was written in English and Malay to make the ques-
tionnaire more understandable. After completing the
questionnaire, the respondent was asked to send back
the questionnaire via e-mail.

4 RESULTS AND DISCUSSIONS

4.1 Response rate

From the total number of questionnaires that was dis-
tributed, only 217 respondents returned with feedback
as the pre requirement of this study as the respon-
dent must be a Facebook account holder. Therefore
the response rate is 56.5% which according to Punch
(2003) is an adequate number of responses.

4.2 Results of data analysis

Simple regression method was used in measuring the
relationship between e-WOM information exchange
towards intention to purchase the simple regression
is a model approach of investigating the relationship
of a variable towards one or more other variables
(Cooper and Schindler, 2001). The variables involved
in the analysis are e-WOM Information Exchange as
the independent variable and Intention to Purchase as
the dependent variable.

None of the assumption of the data was violated
as the Cook’s distance score not exceeding 1.0 as the
score is 0.087 which is way under 1.0 which shows
that the data has no major data problems as aligned
to Pallant (2005) and Tabachnick and Fidell (2001).
the R Square score is .286 which in turns means
that the predictors explain 28.6% of the dependent
variable.

Next, the p-Value is extracted, in this case the
p-value is 0.000 which is <0.05. Thus the data is
statistically significant (Cooper and Schindler, 2001).
Other than that, it is vital for the analysis to extract
the Sig. (p-Value) which scores 0.000 and Standard
Coefficients (Beta) which scores .534. The score for
the p-value which is <0.05 shows there is a significant
unique contribution of e-WOM Information Exchange
towards Intention to Purchase which is align to Pallant
(2005). The beta score for the analysis is .534.

The p-value of motivations of information
exchange, information exchange norms and nature of
relationship which is <0.10 shows there is a posi-
tive relationship. While, the other constructs type of
information, properties of media and motivations for
transformational activities which its p-value is >0.10
has a negative relationship. Finally, the beta score of
motivations of information exchange rank the highest
at .169 which has the highest significant unique con-
tribution of e-WOM Information Exchange towards
intention to purchase which is align to Pallant (2005).
While the other beta scores are rank following from
highest to lowest: information exchange norms (.152),
nature of relationship (.146), motivations for transfor-
mational activities (.119), properties of media (.054)
and type of information (.043).

4.3 Discussion on results

The analysis found that there is a positive relationship
between e-WOM information exchange and intention
to purchase similar to past research such as Bansal and
Voyer (2000). When discussing this issue, one should
not see the quantity of the e-WOM but how believ-
able whether positive or negative the e-WOM would
be a strong determinant of whether the receiver has the
intention to purchase/dine the talked about restaurant.
Hence, this proves that some social networkers will
pick up the information as it is and trust it without any
reservations on its validity.

Construct such as nature of relationship and moti-
vations of information exchange which are negatively
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related in the previous subchapter are found to be
positively related in this discussion. Only informa-
tion exchange norms are found to be positive in both
analyses. To answer this one must see the nature of
relationship of both sender and receiver which is in
turn another construct. As confidence was scored the
highest mean in the construct, one with close relation-
ship with the sender would not have the worry to have
any reservations on the information. Thus, one would
perceive someone with very close relation (e.g. family,
peers) or high prominence (e.g. Scholars) would have
researched the truth on the e-WOM as it would tarnish
their relationship or reputation as somebody that can
be trusted.

As for motivations of information exchange the
construct itself is build upon the receiver has knowl-
edge on the matter and uses information collected
from time to time and treats information exchange as a
value added process to make decisions. One with prior
knowledge doesn’t need to scrutinize the truthfulness
of an information as he is well conversed in the subject
matter.

4.4 Implications of study

The understanding of e-WOM is still considered new
in the hospitality domain. Since, the boom of the inter-
net very apparent since the turn of the new millennium
has shown that website providers has offered arrays of
online services to replace many conventional services
and so does the domain of communication has changed
as information are sourced out thru many online chan-
nels such as Facebook. This study is beneficial mostly
on restaurant operators who are currently and plan-
ning to have social network accounts or fan pages;
more specifically those who are interested in the field
of sales and marketing. Understanding the information
exchange behaviors of people online will be the main
factors of understanding human needs and wants in
the future. As WOM is the best form of promotion due
to it being free but still it is sometime uncontrollable.
Since there is no previous e-WOM on social networks
research in the field of restaurant especially those
having social networks accounts and fan pages, the
outcome of this study will be a stepping stone for fur-
ther understanding of e-WOM information exchange
on social networks.

The research done clearly shows the main character-
istics of what will cause people to believe or question
is reliability. Furthermore, the research has discussed
on factors that will interest social networkers to dine
in a restaurant. As many more restaurant are having
facebook accounts it is good that they can use this
information to filter and react to any comments that
are given or written on their or others’ walls on their
restaurant. It is also discovered that having online rec-
ommendations from people with prominence in the
restaurant business also will boost the possibility of
a receiver to dine in a restaurant. This method can
be use as a form of buzz marketing that is being
applied by some firms who create buzz intentionally

online to induce purchasing. Other than being ben-
eficiary to restaurateur, this study will be useful for
the academic community especially for the hospital-
ity marketing education field in understanding the
relationship of e-WOM in social networks towards
the purchasing behavior of potential diners in restau-
rants. This study will also add up to vast knowledge of
restaurant operating that is available.

4.5 Conclusion/future research

In this study, we have look into the influence of
e-WOM towards intention to purchase in restaurants
in Malaysia. As study is still in its infancy in Malaysia
in the influence of e-WOM, it is vital for this study to
come out with evidence of the influence of e-WOM
especially in the domain of social network.

As being been proven in past researches (Denize
andYoung, 2007; Bansal and Voyer, 2000) on e-WOM
it is proven that the Malaysian social networkers are
also being significantly influenced by e-WOM in hav-
ing the intention to purchase.. This can be said that the
psychology of intention to purchase is influenced by
e-WOM in Malaysian society who are social network-
ers. It is hope that future research could look upon the
information trustworthiness as a mediating variable
towards both variables.
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ABSTRACT: This study is important to understand the preferences of visitors on travel website content. It is
mainly confined to the features of travel websites that are preferred by visitors. This research is able to enhance
the effectiveness of travel websites and increase the usability of travel websites among visitors. Besides that, this
study also reveals the pattern of internet use among visitors when planning a trip and direction which lead them
to perform online transaction. The three main objectives of the study are to: (1) define visitors’ levels of usage of
the travel websites as information source and for product purchase; (2) determine the website features that would
most likely to attract and retain visitors; and (3) measure the relative importance of various content attributes on
travel websites. The research method used in this study involves a survey technique which has been used to gather
information. A structured questionnaire which consists of four sections were developed and distributed to the
sample of study in Melaka. The location for data collection was chosen based on the place where visitors could
be accessed conveniently. Tourist destinations in Banda Hilir and Ayer Keroh were located and the international
and domestic visitors have been identified as the respondents. The findings of this study indicate the existence of
important features that could be considered in websites development, and this includes the accessibility, content
and security aspects of the websites. This study has presented a comprehensive description on the preferences of
visitors on travel websites content. This defines a mechanism which travel marketers could apply in developing
travel websites that able to deliver effective and good service quality to visitors.

Keywords: Internet, travel website, website content, preferences

1 INTRODUCTION

The use of internet has becoming a trend and emer-
gence in this era of globalization. The rapid growth of
information and communication technologies has con-
tributed to the boost of e-tourism around the world.
This has lead to an increase in the number of travel
websites that can be found online, and provide alter-
natives for online searching. Sheldon (1997) said that
information technology such as the internet is the
backbone that facilitates tourism. This is proven when
nowadays visitors could able to get information on
their choices of destination with just a click away. In
order to adapt with the current trend, tourism marketers
has started investing in the travel websites in order to
reach broader amount of visitors in promoting their
tourism products. The internet supposedly enables
online visitors to receive the real-time updated and
unlimited travel information before travelling abroad,
and ultimately their final choice of destination to visit.
However, not all the websites are able to meet this
requirements. This is due to the fact that some of
the travel websites are outdated and not providing
sufficient information on what they are looking for.

The use of travel websites is creating a new form
of interaction in Malaysia. It is a key tool to achieve
the competitive advantage in the travel and tourism

industry, and also an affordable way to connect with
visitors in all around the world. Therefore, an effective
online marketing strategy in travel and tourism plays
a crucial role in establishing interactive relationships
with visitors and utilizes all channels available on the
internet. Besides that, another key feature of the inter-
net lies in its role of facilitating information search
for visitors (Mark et al., 2003). Visitors are expecting
that they will be able to access a greater amount of
detailed information via internet. Therefore, it is clear
that such an important means of promoting tourism
product requires detailed understanding by the visi-
tors, in order to ease them to navigate the websites and
able to get information that they needed.

With number of advantages and opportunities that
can be obtained by the marketers through online
marketing, it is vital to get more information and
knowledge on the experiences of visitors in the use
of online travel websites. According to Davern (2005),
many online travel businesses failed to fully exploit the
potential of the internet. Therefore, such information
will identify areas in need of service improvements and
will also allow for the development of effective service
recovery strategies that may be implemented in situa-
tions when failures do occur. Besides that, they need to
achieve the effectiveness of their online marketing ini-
tiatives by traffic source, online channel, advertising
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partner or individual campaign. All of these will lead
to the success of their e-customer relationship man-
agement efforts in terms of customer satisfaction,
retention and loyalty.

Online service quality can be defined as overall
customer evaluations and judgments regarding the
excellence and quality of e-service delivery in the
virtual marketplace (Santos, 2003). It can be divided
into various sub-processes such as navigation, search-
ing for information, online transactions, or customer
interactions. Customers are unlikely to evaluate each
sub-process in detail during a single visit to an online
store, but rather will perceive the service as an overall
process and outcome (Van Riel et al., 2001). Further-
more, for online customers, high standard of online
service quality is the means by which the potential
benefits of the internet can be realized (Yang, 2001).
Therefore, it is crucial to develop and maintain a travel
website that able to meet visitors’ wants and needs.

2 LITERATURE REVIEW

The internet is one of the more recent developments in
communications and information transfer. It has been
found that the hypertext feature of the internet may
have been specially designed for the tourism industry.
Not surprisingly, the travel sector is rated among the
top three product categories purchased via the internet
(Vincent, 2003). Many business corporations use the
internet as a valuable marketing tool and as a channel
of communication to generate additional sales.

Although the potential for relationship building
based on the internet exists, earlier studies indicate
that relatively few companies take advantage of these
possibilities and that most companies use the internet
solely for informational purposes. Travel and tourism
is just such an industry where the exchange of infor-
mation plays a vital role. The industry comprises many
independent, geographically dispersed actors offering
a complex product to buyers who require some consid-
erable pre-purchase information. Connecting buyers
with sellers, the internet and web allows organisations
to solve buyer’s navigational (search) problems with-
out a dependency on physical location (Russell et al.,
2004).

In order to provide an inexpensive and effective plat-
form for marketing and advertising, websites have to
be well designed and easy to navigate, which poten-
tially increase their competitiveness in the market
space (Parets, 2002). It also notes that knowledge of
consumer behaviour, including buying profiles and
purchasing habits for related products did influence
the design of travel websites. It is of critical impor-
tance to travel marketers in formulating appropriate
marketing strategies that fully exploit the developing
potential of this new medium.

The content of the site is very important, when
customers purchase product and services, and has a
significant effect on advertising and marketing. Con-
tent refers to the information features or services that

are offered in the website and is not limited to the
subject, product or services provided. Rather, con-
tent includes the solutions and strategies employed
to make it easy for the user to accomplish important
tasks, such as information retrieval, search and navi-
gation required in making a purchase, and obtaining
feedback. Web sites will have also to offer reserva-
tion facilities and value added services in order to
attract customers to the electronic marketplace. A cor-
rect content in a web site allows its users to find the
information they are looking for. This is a non triv-
ial problem because users’ content preferences change
frequently and is not clear which is the best way to
define the correct content of a site (Rob and Billy,
2008).

When looking at what makes a good quality website,
it is important to take into account the main objec-
tive of the design. A website should reflect the value
proposition and address whether it is trying to sat-
isfy the customer needs to ensure repeat visits from
the customer in the hope of gaining customer loyalty
(Khaldoon, 2008).

For most e-business, too much attention is paid to
the aesthetic design of the website which ends up look-
ing amazing but actually causes frustration because
customers have difficulty in finding what they are
looking for. The main reasons why customers go onto
the Internet are to find information or buy a prod-
uct or service with an emphasis on convenience and
speed.Any e-business that sticks to this basic principle
when designing its website should be relatively suc-
cessful. Perhaps the most critical factor for any website
is accessibility. This refers to the ability for customers
to access the website of a particular e-business and
navigate its site.Vassilopoulou and Keeling (2000) rate
accessibility as the speed with which the home page
and following pages download.

Lack of security whilst making transaction online is
reported to be the main barrier to customers shopping
online (Vincent, 2003). It is crucial that any website
has a security policy accessible on every page or offers
a secure payment method online. However, customers
are far more reluctant to give out card details online
and new ways of paying for goods over the internet are
being rapidly developed.

Another key barrier to shopping online is privacy.
Unless they give permission, customers do not want
their personal information being accessed by third
parties or being used by companies to increase their
customer base. In some countries this kind of infor-
mation is legally protected, in others it is not the case
and with the internet crossing many borders, worried
customers should learn to look at the privacy poli-
cies before committing any personal details to that
e-business (Vassilopoulou and Keeling, 2000).

3 RESEARCH METHODOLOGY

Tourist destinations in Banda Hilir and Ayer Keroh,
Melaka have been seen as an appropriate location
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Table 1. Profile of respondents (n = 200 respondents).

Particular Frequency Percentage

Gender
Male 84 42.0
Female 116 58.0

Age
Under 20 2 1.0
20–30 92 46.0
31-40 60 30.0
41-50 40 20.0
51-60 6 3.0
Over 60 0 0.0

Education
High School 12 6.0
Diploma 40 20.0
Bachelor’s Degree 134 67.0
Master’s Degree 6 3.0
Doctoral Degree 2 1.0
Other 6 3.0

for this study, and the population is the international
and domestic visitors in this both areas. 200 ques-
tionnaires were distributed.A structured questionnaire
was developed after an extensive review of the rel-
evant literature of previous study. The questionnaire
was adapted from previous study by Lorri (2004).
However, for this study, it has been developed in dual
language, English and Malay. It was aimed to ease
the respondents to answer in the language that they
preferred. To ensure the content validity and compre-
hensiveness, the questionnaire was pilot-tested prior
to the fieldwork, with 20 participants. Some minor
adjustments were made in response to the comments
received from the participants.

Interviewer completed questionnaire were used in
collecting data from the respondents. This was aimed
to reduce the possibility of questionnaire being miss-
ing or not return back to the interviewer. Besides that,
the interviewer’s presence was to clarify or explain if
the respondent has any queries on the questionnaire
given. After completing the survey, each respondent
was given a souvenir for appreciation. Before giv-
ing the questionnaire to respondent, interviewer would
need to explain and ask permission from the person
intended for the survey.

4 FINDINGS AND ANALYSIS

4.1 Profile of respondents

4.2 Research findings

Objective 1: Travel websites as information source
and product purchase
The respondents were asked to indicate all infor-
mation sources that they use when planning a trip.
Internet was cited most frequently with 92% of the
respondents were access to internet when planning

Table 2. Mean score on preferred website features.

Standard
Particular Mean Deviation

Fast downloading home page 4.49 0.642
Find information only 3.43 0.865
Difficult to find information 3.77 0.861
Amazing-designed travel website 3.81 0.835
Content offered is sufficient 3.44 0.831
Clear menu and relevant information 4.46 0.519
Secure online payment method 4.49 0.757
Having an account with a website 3.97 0.935
Personal information confidentiality 4.68 0.707
Provide online feedback 4.16 0.746

a trip. Secondly, 66% of the respondents were refer-
ring to friends/word of mouth when planning a trip.
Travel agent was consulted by 58% of the respon-
dents, while television/radio was rated by 51% of the
respondents. In terms of printed materials, only 44%
of the respondents refer to brochures, and followed
closely by magazines which were referred by 43%
of the respondents. Travel catalogues were cited by
31% of the respondents, while the least often con-
sulted of information source was visitor guides, as
only 28% of respondents refer to this source when
planning a trip.The types of travel purchases made by
respondents are summarized in this study. The most
frequently purchased product was airline travel (74%),
followed by accommodation (19%), guided tour (6%),
and other category (1%) such as car rental and event
tickets.

Objective 2: Preferred website features
Ten statements were developed to reflect the opinion
of respondents on the preferences of travel websites.
A 5-point Likert scale was used to measure these
opinions, with 1 indicating ‘strongly disagree’, and
5 demoting ‘strongly agree’. The responses show that
the respondents indicated strong agreement on most
of the items.

It can be seen from the results that information on
travel websites are not sufficient for the respondents.
They have intention to make an online transaction if
the information provided is clear. Therefore, a web-
site must be equipped with a clear menu and relevant
information. Besides that, it is crucial to provide a fast
downloading home page to attract them to visit the
particular website.

In terms of online payment, it can be found from the
survey that respondents want a secure online payment
method in order to encourage them to proceed with
online purchase. Most of the respondents were prefer
to have an account with a particular website to ease
the process of filling in their details in the next visit.
However, the respondents do not want their details and
personal information being accessed by third parties
for other marketing purposes.

The respondents were found more attracted to
amazing-designed travel website. But, the respondents
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Table 3. Mean score on website content attributes.

Standard
Particular Mean Deviation

Clear picture with information 4.46 0.715
Accessible everyday and every time 4.45 0.671
Communicates on a mistake made 4.34 0.653
Simple online transaction 4.31 0.675
Site maps 4.18 0.768
FAQ should be available 4.15 0.755
State clearly the website function 4.12 0.767
Consistent in appearance and design 4.03 0.756
Drop down lists 3.97 0.715
Get feedback from users 3.97 0.756

easily get frustrated with the website if they not able
to find the information that they want. Therefore, the
respondents prefer to have an online feedback in the
website, so that they could get immediate response
from when they want to seek help.

Objective 3: relative importance of various content
attributes
This study further analyzes the features of travel web-
sites that are seen to be important to respondents. The
ten statements used in the questionnaire were devel-
oped using a 5-point Likert scale from 1 indicating
‘very not important’ to 5 indicating ‘very important’.
From the results, the respondents placed the infor-
mation as the very important feature in a particular
travel website. Clear pictures with necessary infor-
mation are significant for the respondents. Besides
that, the respondents indicated that it was important to
have websites that are accessible everyday and every
time. In terms of website navigation, the respondents
rated the site maps as the very important feature so
that all parts of the websites are linked and ease the
user in navigating a particular website. Another very
important feature indicated by the respondents was the
Frequently Asked Questions (FAQ) which should be
available on the website. FAQ is aimed to help the user
get an immediate solution to particular questions that
are frequently asked by most users.

In this study, the results also show that the respon-
dents stated that it is important for a website to state
whether it provides just information or allow user to
make online transaction. Another important feature is
the respondents prefer pages within website need to
be consistent in appearance and design. The use of
drop down lists was also has been indicated as impor-
tant by the respondents, in order to inform user what
information is available in the search facility. In addi-
tion to this, the respondents indicated the importance
to get feedback from users through that particular
website. However, these few features were at a low rel-
ative importance compare with the rest of the features
mentioned in previous paragraph.

5 CONCLUSION

Results from the survey show consistency with the
findings of Holt (2000). There are several features that
need to be emphasized and included in a particular
travel website in order to attract and retain the visitors.
Information on travel websites seen to be the crucial
factor that need to be improved, as visitors were not
satisfied with the information provided by most of the
travel websites.Therefore, it is important that a website
must be equipped with a clear menu and relevant infor-
mation with a fast downloading home page to attract
them to visit the website. Besides that, they prefer a
secure online payment method which will lead them to
proceed with online purchase. This supports the find-
ings of Vassilopoulou and Keeling (2000) that it is
crucial any website has a security policy accessible on
every page or offers a secure payment method online.
Next, in order to ease the process of purchase, visitors
prefer to have an account with a particular website to
ease the process of filling in their details in the next
visit. However, they do not want their details and per-
sonal information being accessed by third parties for
other marketing purposes. In terms of website design,
visitors will be more attracted to amazing-designed
travel website. But, they will easily get frustrated with
the website if they not able to find the information
that they want. Therefore, an online feedback in the
website is seen to be important, so that they could get
immediate response when they seek for help. As such,
information has been addressed as the very important
feature in a particular travel website, and clear pictures
with necessary information are significant to give a
clearer description.

There are a number of limitations to the findings
of this study. One is that only limited numbers of
sample have been studied. The possibilities of general-
ising the findings to whole population in Malaysia are
unknown.Although the context in some previous stud-
ies is probably fairly similar, generalisations can only
be made with substantial caution. Further research in
other countries and particularly cross-country com-
parisons should therefore be valuable. The choice
of the empirical field provides another limitation.
Research in the both sides of visitors and marketers
would also be useful for a more complete understand-
ing of this area. This will be an interesting area for
future research. Future research could make several
extensions of the current study. It would be useful to
empirically test and verify the dimensions developed
in this study and to enhance the generalizability of
the research findings. An empirical investigation can
be examined by using diversified samples across age
groups, education level, and the type of the travel site.
Additionally, future research may build on the existing
model by expanding the numbers of sample studied in
this research. Without a doubt, with further research
and refinements, the propositions established in this
study would certainly be useful in providing a more
comprehensive mechanism in enhancing the quality
of travel websites among Malaysian travel marketers.
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User reluctance to post online recommendation: A Brunei case study

D.I.N.F. Pengiran-Kahar
Institut Teknologi Brunei, Gadong, Brunei Muara, Brunei Darussalam

ABSTRACT: The purpose of this study is to investigate variables influencing Brunei recreational attraction
users’reluctance to post online recommendation. By using convenience sampling across eight chosen attractions,
an analysis of 655 questionnaires shows three user types with separate attraction preferences and usage reasons.
There is a significant difference on the users’ satisfaction spectrum which reflects a high tolerance for attraction
facilities with ‘satisfactory’ ratings. This paper explores the relation of a user’s tolerance towards the state of an
attraction’s facilities which influences their motivation for online recommendation.

Keywords: online recommendation, servicescape, user satisfaction spectrum, zone of tolerance

1 INTRODUCTION

Tourism is one of the non-oil, service industries in
Brunei which is currently put forward in strategic
planning in support of the country’s economic diversi-
fication. With the number of tourists increasing yearly,
managing information on the country’s visitor attrac-
tions is of importance as it would assist tourists in
planning their journey before arriving into the coun-
try. Today’s technology has a great influence on the
tourism industry which involves a change in deliver-
ing information useful for tourist travel. Normal online
behavior for a tourist may be firstly to browse for
attractions of interest to visit in a destination, enter-
tainment available followed by booking a flight and
accommodation online. Sources of online information
for these attractions may derive from online feed-
back and recommendation from either locals using
or tourists visiting these attractions as well as online
corporate information provided by the specific author-
ities.The availability of these online recommendations
creates a personalized relationship between the tourist
and the attraction (Smith, 2010).

Social media is a tool for user generated content
and hence a source for online recommendation. It
is increasing in importance imperceptibly and with-
out encouragement in Brunei. The country has the
highest penetration percentage rate of Facebook users
across the Asia region with 53.3% as of June 2011
(Internet World Stats, 2011) and its population’s Inter-
net involvement is an encouraging 80.7% (318,900
Internet users) as of June 2010 (Internet World
Stats, 2010). Yet interestingly, the current state of
online recommendation for Brunei recreational attrac-
tions on Facebook pages, Youtube videos and Flickr
photos does not reflect a balanced ratio with the pop-
ulation’s advancement in technology and use of the

Internet. With the keyword used ‘brunei attraction’,
the major recreational attractions resulted with a sub-
stantiated number of irrelevant results not representing
the place. With such search results seen by a poten-
tial tourist to Brunei, the Internet as a communication
medium to provide interactive information (Sevdik &
Akman, 2002) appears ineffective for the attractions.

The purpose of this study is to investigate variables
influencing Brunei recreational attraction users’ reluc-
tance to post online recommendation which is useful
for independent travellers. This study will help us
to provide recommendations for utilizing the current
resources present and propose justification to improve
and support development of the tourism industry
overall.

2 TOURIST AND LOCALS’ BEHAVIOUR AS
ATTRACTION USERS

An online recommendation by an attraction user is
substantial for tourists and local visitors whom are
planning trips to these attractions. The current user’s
attitude towards the creation of user generated con-
tent (UGC) (Daugherty, Eastin, & Bright, 2008) may
affect the statistical presence of online recommenda-
tion. These recommendations allow potential users to
embark their own experiences before arrival at the
attraction due to the authentic nature of content posted
online.

The Internet as an online social communication tool
(Nations, 2011) can make an attraction appealing to
both international and domestic market if the tool has
a market oriented focus (Dunn, 1999). Examples of
such tools are an informative website with interactive
features (Yocco, Danter, Heimlich, Dunckel, & Myers,
2011) and ‘Internet-based applications’ (Kaplan and

419



Figure 1. Proposed model to increase e-WOM for a visitor
attraction.

Haenlein, 2009:565) which allows attraction visitors
to share and gain opinions, insights, experiences, and
perspectives of their places of visit. It acts as an influ-
encing platform for other potential attraction users
(Smith, 2010) travelling to a respective destination.
It is important to create positive customer experiences
with UGC to promote a service offering (Daugherty,
et al., 2008). The technology before physically experi-
encing the attraction may influence the tourist’s overall
experience when finally visiting an attraction.

The World Tourism and Travel Council (2006)
recommended for a technological advancement in
Brunei’s tourism industry as it is a technology intensive
industry. Introduction of technology related facili-
ties and applications for an attraction with lesser
service personnel may provide a better interactive
experience for a tourist or a local visiting an attrac-
tion. The availability of on-site technology facilities
such as touch-screen computer kiosks, guided cell
phone tours and video screen monitors (Yocco, et al.,
2011) can assist the attractions to understand (World
Travel & Tourism Council, 2006) on the engaging
behavior of the visitors and their user experiences
while visiting these attractions. It is of utmost impor-
tance for visitors of various age ranges feeling satisfied
after using any facilities in an attraction. In order to
achieve a quality visitor user experience, the pres-
ence of quality physical facilities which offers comfort
(Morgan & Lok, 2000) aims to improve the expe-
rience which encourages repeat visits and positive
recommendations (Dunn, 1999).

Figure 1 shows a proposed model of an attraction
successfully creating a high user service experience
and cyclical promotion process. The main factors pro-
vided are (1) an informative website with add-on
interactive feature as a point for future online recom-
mendation and (2) functional physical facilities with
service personnel presence for an utmost service qual-
ity. The model incorporated Servicescape model by
(Bitner, 1992), Word of mouth (Buttle, 1998), Tech-
nology Acceptance Model (Davis, 1989), Theory of

Planned Behaviour (Ajzen, 1991), Theory of Attitude
and Belief and Expectation Disconfirmation Theory.

A good example for the model is Schon-
brunn Palace, Austria (World Tourism Organization
(UNWTO) Affiliate Members, 2011) which intro-
duced itself using social media applications, inter-
active website and a maintained physical historic
originality. The complement of technologies with a
high service quality created an authentic visitor and
user experience before, during and after planning for
visiting the attraction. Evidently, this fulfilled visitor
expectations and the attraction successfully received
millions of visitors.

3 ENCOURAGING USER ONLINE
RECOMMENDATION

Any tourism service organisation may encourage
online recommendation by identifying their user’s
level of satisfaction and individual’s zone of tolerance.

A user’s satisfaction is a continuum within the
range of ‘Dissatisfaction’, ‘Satisfaction’ and ‘Expec-
tations Exceeded’ (Khera Communications, 2011).
There are multiple levels within each range which is
crucial for tourism service organizations to understand
their customers (Bartell, 2011). When a user experi-
ences satisfaction as their expectations are met, the
higher likelihood there will be an increase in offline
recommendation.

In relation to provide online recommendation, users
have to be in their individual extreme points of the
other two ranges mentioned which is either ‘dissat-
isfaction’ or ‘expectations exceeded’ and not merely
satisfied. A tourism organization which delivers an
original and novel service creates either strong posi-
tive or negative user experience which motivates a user
to post an online recommendation (Dahl, 2012). It is
important for a tourism service organization to iden-
tify its objective in either to simply satisfy or delight
their customers (Johnston, 1995) in relation to online
recommendation.

Both recommendations require either meeting or
exceeding user expectations. When expectations are
met, a tourism service organization reveals its service
delivery as minimum tolerable performance (Devlin,
Gwynne, & Ennew, 2002). An ideal stand for any
service organization is to match their delivered tol-
erable performance with the user’s zone of tolerance
(MacGregor, 2010). The description of tolerance is the
gap between user’s own definition of adequate ser-
vice (influenced by a user’s prediction for a service)
and desired service (Zeithaml, Berry, & Parasuraman,
1993). Generally, a user with lesser knowledge and
involvement of the service offered has a wider zone
and greater tolerance towards service experienced
(Johnston, 1995). The greater the tolerance towards
a service delivered, the easier it is to merely satisfy a
user’s expectation. For online recommendation, a nar-
rower zone for user tolerance would be beneficial to
support the organisation’s promotion strategy.A tourist
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and a local as users clearly will have different width
for their zones of tolerance. Additionally, the differ-
ence also depends on the user’s tolerance towards the
success and failure of either functional facilities or
the personnel of a service organization (Trianasari,
Sparks, & Butcher, 2011).

The study will test this hypothesis as follows:

H1 The user’s zone of tolerance towards an attrac-
tion’s state of facilities does influence their moti-
vation to post online recommendation.

4 RESEARCH METHODOLOGY

Eight visitor attractions chosen for this study are a
combination of 5 natural and 3 man-made attrac-
tions. The natural attractions are KampongAyer, Tasek
Lama Recreational Park, Bukit Shahbandar Forest
Recreational Park, Damuan Recreational Park and
Serasa beach. The man-made attractions are Jerudong
Park Playground, Royal Regalia Museum and Brunei
Museum. The criterion for these chosen attractions is
based on the fact that locals majorly use the attraction
for recreational purposes as well.

The study uses a questionnaire covering five sec-
tions to understand the attraction’s users’ personal
details, their consumer behavior, perceptions of the
attraction’s servicescape (including use of facilities),
emotional state and behavioral intention after the
visit. The instrument designed with the basis of
SERVQUAL (Bitner, 1992) has a total of 30 items.

Twenty students undertaking HND in Business
(Marketing) – Intake 25 from the university collected
data over a period of two weeks and coded in one single
supervised session in April 2011. The sampling proce-
dure chosen was convenience sampling as it captures
feedback of any users who were at the attractions.

5 FINDINGS

The study collected a total of 655 completed question-
naires by interviewing users in eight chosen attractions
in Brunei Darussalam. There are three user types
identified namely locals (82%), expatriates (6%) and
tourists (11%). Each user type shares a different
combination of natural and man-made Brunei visi-
tor attractions preferred and has different reasons for
using them. Local users are using these attractions
for the reason of visiting/sightseeing, exercising and
quality time with family and friends. Expatriates have
a different set of reasons which is to exercise fol-
lowed by quality time with family and friends. Where
else tourists prefer to visit/sightseeing, learn some-
thing new and look at the interesting exhibits in these
attractions.

5.1 State of attraction facilities

Overall, 73% of the respondents rated ‘satisfied’ after
visiting the recreational attractions. Tourist and local

Table 1. Attraction facilities ratings and its cross tabulation
with recommendation behaviour.

95%
confidence

Facilities Usage Rating % interval

Facilities 6 – Parking Spaces Yes Good 32% 0.028
Facilities 4 – Signboard – Yes Good 28% 0.011
Direction

Facilities 8 – Playground Yes Good 20% 0.011
Facilities 1 – Restroom Yes Satisfactory 34% 0
Facilities 2 – Pathway Yes Satisfactory 31% 0
Facilities 3 – Signboard – Yes Satisfactory 28% 0.005
Information

Facilities 10 – Stalls and Yes Satisfactory 26% 0.122
Restaurants

Facilities 5 – Info Services No Good 18% 0.029
Facilities 7 – Picnic Area No Good 17% 0.117
Facilities 9 – Surau No Good 15% 0.474
Facilties 12 – Activities for No Satisfactory 20% 0
Visitors

Facilities 13 – No Satisfactory 16% 0
Entertainment

Facilities 11 – Taxi Services No Satisfactory 11% 0.081

respondents’ user level of satisfaction fits the normal
distribution curve. The user ‘expatriates’ has a slight
difference in its satisfaction distribution where signif-
icantly ‘very dissatisfied’ slowly peaks up resulting to
an abnormal pattern.

Thirty three percent (33%) of the respondents com-
mented the visitor attraction’s layout as ‘satisfactory’.
The facilities provided are majorly rated ‘good’ and
‘satisfactory’ and considered to fall under the ‘sat-
isfaction’ range in the satisfaction continuum. Sixty
eight percent (68%) of the respondents have a positive
mood and 24% of the respondents feel indifference
after visiting the place. Eighty three percent (83%)
of the respondents suggested for an improvement for
the visitor attractions.

Table 1 shows the attraction facilities ratings
and its cross tabulation with user’s recommendation
behavior.

These facilities namely – Restroom, Pathway,
Activities for Visitors, Entertainment and Information
Signboard has a strong significant impact on users
recommending behavior as its minimum function may
lead to lesser online recommending behavior. Notably,
Information services, Parking Spaces, Direction Sign-
board and Playground also has a slight significant
impact on the recommending behavior.

Table 2 shows the attractions’ environment ratings
and its cross tabulation with User’s Recommendation
behavior.

‘Feel of excitement’ and ‘Ambience’ in an attrac-
tion shows a strong significant impact on the users
recommending behavior. This supports Table 1 specif-
ically ‘Activities for Visitors’ and ‘Entertainment’ as it
creates the environment mentioned. The feelings asso-
ciated after using facilities of the attractions mentioned
above were neither strong positive nor strong nega-
tive and merely satisfied. Seventy percent (73%) of
the respondents explained their expectations of the
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Table 2. Attraction environment ratings and its cross tabu-
lation with recommendation behaviour.

95%
Confidence

Environment Rating % Interval

Environment 1 – Cleanliness Satisfactory 37% 0.013
Environment 2 – Ease of Info Satisfactory 34% 0.145
Signboards

Environment 3 – Feel of Satisfactory 32% 0
Excitement

Environment 4 – Safety Good 29% 0.071
Environment 5 – Temperature Satisfactory 28% 0.06
Environment 6 – Air Quality Satisfactory 32% 0.001
Environment 7 – Ambience – Noise Satisfactory 33% 0
Environment 8 – Music Satisfactory 20% 0.001
Environment 9 – Ground Staff Satisfactory 14% 0.003
available

Environment 10 – Ground Staff Poor 9.6% 0.474
not available

attractions matched their perception with facilities
functioning satisfactorily.

The respondents rated 42% of these attractions with
the presence of personnel or ground staff. A Chi-
Square statistical test on relationship shows significant
difference between presence of personnel with sat-
isfactory performance and the users recommending
behavior using alpha 95% confidence levels. This
explains the reluctance for online recommendation
may be due to (1) personnel’s absence in the 58% of
the attraction and (2) the satisfactory performance of
available personnel.

There were no significant differences (p>0.05)
found for recommendation behavior by the three user
types. Ninety one percent (91%) of the respondents
believe the place has potential to be a tourist attraction
and 86% would still provide a personal recommenda-
tion for the satisfactory rated attraction for other users
which create a cycle of offline recommendation for the
attraction.

The three users’ main sources of knowledge for
these attractions are ‘family and friends’(60%), ‘Inter-
net’ (7.6%) and ‘broadcast media’ (5.8%). They are
users of the attraction who came and visit ‘once in
a blue moon’ (41%); ‘first time’ (19%); ‘once in a
month’ (14%); ‘once in a week’ (10%); ‘daily’ (7%)
and ‘once in two weeks’ (6%). There is no signifi-
cant impact found between the users’ knowledge and
involvement with the attraction towards their current
recommendation behavior. Interestingly, with alpha
95% confidence level, the user’s involvement has a
significant impact (0.000) on the users’ expectations
for the attraction’s service offering which are simply
to satisfy.

From the results above, the functional state of most
facilities with the presence and performance of per-
sonnel in an attraction do influence the respondents
recommending behavior. With the attraction meeting
the user expectation by offering a ‘satisfactory’state of

facilities and 86% users still willing to offer personal
recommendation, this explains the users having a wide
zone of tolerance.This may be the source of reluctance
in respondents’ to recommend online as there was no
excellent feature to stimulate their online recommend-
ing behavior. Therefore, the hypothesis H1 above is
supported.

6 IMPLICATIONS, RECOMMENDATIONS
AND CONCLUSION

Research limitations/implications – In academic
terms, this paper seeks to contribute to understand-
ing of the enhancing importance of a user’s tolerance
towards an attraction after experiencing physically in
order to provide online recommendation.

Practical implications – In terms of policy and
practice, this paper aims to assist Brunei Tourism
to design a standard for all visitor attractions in the
country. A visitor experience achieved via an ‘original
and innovative servicescape’ is highly influential in
providing online recommendation about these attrac-
tions. The online recommendation envisions intensi-
fying the current brand strategy – “A Kingdom of
Unexpected Treasures”.

Originality/value – This paper is the first to
undergo a study on Brunei visitor attractions.

In conclusion, the important factors which affect
the user’s reluctance to online recommendation stems
from the service organization with a mission to offer
satisfactory service quality rather than delighting
customers. The case of Brunei visitor attractions is
observed to be adequately satisfying requirements of
a tourism industry by having the presence of tourist
attractions, accommodations as well as transportation.
This leads to a user having wider zone of tolerance
as their expectations for the attraction’s facilities are
‘satisfactory’ before arriving at the place of interest.
Clearly, this may not benefit the country’s tourism
initiatives. Users would have a narrow zone of toler-
ance if attractions have more presence of personnel.
More than half of these attractions do not provide
service personnel which resulted to lesser online rec-
ommendation. Their presence can help to improve the
attractions environment through provision of activities
and entertainment.

It is recommended to all tourism service organiza-
tions to revisit their mission and vision for each of
their tourist attraction. A service culture has to be in
place to encourage online recommendation amongst
the users of the attraction which in return increases
the number of new visitors amongst the current loyal
users of the attractions.
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ABSTRACT: The main aim of this article is to examine teenagers’ involvement in the night club at Langkawi
Island.The article also identified the factors that influence teenagers to go to the night club. Finally, the impacts of
night club culture on teenagers have been examined in this article. Respondents of this study consist of teenagers
including male and female who live in Langkawi Island. In order to get depth information, the study also used
the in-depth interviews with 10 respondents who frequent night club. In addition, community perceptions were
also measured through the in depth interviews. Research findings show that various factors influence teenagers’
to be involved in the night club. The factors include tourisms, peers influence, lack of parental attention and
relief from stress. However, although there are various factors influence teenagers to go to the night club, the
influences of tourisms are certainly important. The results show that majority of teenagers who visited night
club are influenced by the culture of tourists and friends. The results show that teenagers’ involvements in the
night club are associated with various social problems such as free socialization, sexual misconduct, alcohol
consumption and even drug. The study concluded that night club culture has negative impact on teenagers and
the community in Langkawi Island as a whole.

Keywords: Tourisms, teenagers, night club, community, social problems, alcohol, drug

1 INTRODUCTION

Since 1960, tourism industry in Malaysia has been
contributing significantly towards international mar-
kets as well as economy of the country. Currently,
this sector has developed extremely and it has been
ranked the second largest foreign income earners in
2000 and the following years (Tourism Malaysia,
2003). It was noted that Malaysia is a growing
international tourism sector where 24.6 million
international arrived in 2010 and it generated over US
$18.2 billion which contributed at least seven per cent
of GDP (MOTOUR, 2011). Additionally, in Malaysia,
Islands are fast growing tourism sector in terms of
international arrivals.

Langkawi Island is one of the fast growing tourism
areas in this country. Since the late 1980s the Langkawi
Island has been considered as a major tourism desti-
nation by the Malaysian government. In this Island,
tourism is economically significant as a source of
income for the government. Langkawi Island, there-
fore, undergo various development processes which
change culture, society and socioeconomic condition
of the Island. The study focuses the impact of tourism
and nightclub culture in Langkawi’s teenagers which
influence them to be involved in various social prob-
lems such as illegal sex, drugs abuse and alcohol
related problems.

According to Yahaya Ibrahim (2008) the develop-
ment such as tourism sector provides a huge impact on

bringing changes to the socio-economic and cultural
aspects of the local community. Tourism brought one
of the important changes among the local commu-
nities such as teenagers’ involvement in the Night
club in Langkawi Island. In this Island, night club is
provided for entertainment especially for the young
tourists. But now the teenagers of Langkawi are reg-
ular night club visitors around Langkawi. Although
only a small number of night clubs are established
for the entertainment of the tourists, these are viewed
as the most popular places for the teenagers. It was
noted that on weekends, most of the night clubs are
filled by local teenagers than foreign tourists. These
environmental and cultural changes involve various
social problems.According to the Ministry of National
Unity and Community Development, Malaysia (1997)
social problems among teenagers can be considered as
Malaysian teenagers’ involvement in drinking liquor,
stealing, drug abuse, close proximity between sexes in
a closed/secluded place, gambling, running away from
home, loafing, illegal motor racing, truancy, smok-
ing, vandalism, gangsters, and watching pornographic
video.

In 1991, the Malaysian government announced a
30-year “Vision 2020” target of making Malaysia
a developed nation in economic aspect, political,
social, spiritual, and cultural aspects. Although eco-
nomic success has been achieved at the consider-
able level, social problems are increasing, particularly
among Malaysian teenagers (Haneef et al., 2001).
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Currently, social problems such as crime, violence,
drug abuse, adultery, rapes and others among teenagers
at Langkawi are at very worrying rate. Very little is
known about tourism and its impact for the teenagers
around the Island. An understanding of tourism and
teenagers’ involvement in the night club that might
increase various social problems are important to be
investigated.

2 IMPACT OF TOURISM ON COMMUNITY:
THEORITICAL PERSPECTIVE

The theoretical perspective of the impact of tourism
on community of this article is predicated on social
learning theory Albert Bandura (1977). According
to Albert Bandura (1977) behavior is learned from
the environment through the process of observational
learning. The article starts with the argument tourism
involves certain changes among local communities
especially teenagers. Arrivals of young tourist and
their modern lifestyle are very much influenced by
the young teenagers in the Island.

Bronfenbrenner (1979) developed a theory which
provides a way to view the problem of teen influ-
enced contextually and environmentally. He suggests
that a teen develops within different, interconnected
environments, some of which are closer, or proxi-
mal, to the teen and others that are more remote,
or distal. Each environment contains different influ-
ences: include family and peer contexts, whereas
environments include community, culture, and histor-
ical contexts. It has been argued that teenagers in local
communities are influenced with western culture and
lifestyle brought by tourists.

Oppermann & Chon (1997) conducted tourism
research associated with developing countries. The
authors noted that tourism has the socio-cultural
impacts on community in these countries. Oppermann
and Chon (1997) further elaborated that tourist–host
interactions have an effect not only on the hosts and the
host society, but also on the tourists and the tourists’
societies.

In another study, Smith (1995) stated that socio-
cultural impacts of tourism result from the interaction
between local people, and tourists. Similarly, Glasson,
Godfrey and Goodey (1995) identified socio-cultural
impacts are the local community impacts of tourism.
The authors have focused on changes in the day-to-day
quality of life of residents in tourist destinations, and
cultural impacts concerned with changes in traditional
ideas and values, norms and identities resulting from
tourism (Roselyne N. Okech., 2010). However, most
studies are concerned with negative impact on hosts
and the host society.

3 OBJECTIVES AND RESEARCH DESIGN

The objectives of this study are: to examine teenager’s
involvement in the night club in Langkawi Island; to

identify the factors that influence teenagers to go to
the night club; and to analyze the impacts of night
club among Langkawi’s teenagers. Qualitative meth-
ods were used in this study. This study was conducted
in Pulau Langkawi, an Island which is located in the
state of Kedah. A total of 10 teenagers ranged 18 to 25
years old who frequently go to the night club partic-
ipated. In addition, community perceptions were also
measured through the in depth interviews.

4 RESULTS AND DISCUSSION

Nowadays, due to modernization most of teenagers
involve themselves in various activities to spend
their time. One of the trends of modernizations are
using internet and playing video games (Mohd Amin
H.A. Shariff, 1998). Another modern trend is night
clubs which are becoming famous among teenagers
in the developing and developed countries. Most
of teenagers believed that visiting night club is the
modern culture as it is practiced in western societies.
Thus, it is becoming a modern trend among teenagers
(Mohd Al-Adib Samuri, 2010). Even the teenagers
those who do not visit night club, they consider them-
selves as conservative and uncultured as they are not
influenced by modern culture.

Night club culture, on the other hand, may spread
various social problems such as drinking alcohol,
smoking, illegal sex and watching phonographic
videos etc. The article, therefore, attempts to exam-
ine the factors that influence teenagers to go to the
night club and its related social problems that might
occurred. However, in order to examine the factors that
influence teenagers to go the night club, the in-depth
interviews have been conducted especially among the
teenagers who regularly visit night club. Respondents
were asked what factors motivate them to visit night
club.” One respondent Daniel states:

“I go to the night clubs because I want to release
the pressure and stress. My friends also encour-
age me to visit the night club to release the
stress”

Another respondent Syazana said:

“I go to the night clubs to increase the contacts
with visitors who come from other countries”

Based on the statements above, it can be noted
that although most of respondents visit night clubs
to release stress as well as for entertainment, some
respondents reported that they go to night club to
increase the contact with visitors who come from
other places. To identify the influence of tourism on
teenagers’ involvement in the night club culture, com-
munity perceptions were measured. One of the com-
munity members Mr Rafuan who said the following
statement,

“It is true that most of teenagers are influenced
by foreign tourists that come to Langkawi from
western countries”
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Similar opinion is expressed by Azura who said:

“It is true that these teenagers are influenced by
foreign tourists that coming to Langkawi”

Although many teenagers are influenced by the cul-
ture of the tourists, there are other factors that influence
teenagers to go to the night club such as parents’ lack
of attention which can be viewed in Tasha’s statement.
According to Tasha:

“I go to the night club because my parents do
not pay much attention on me”

Lack of attention from the parents might be one
of the reasons that encourage teenagers to go to the
night club. Lack of parental care and attention for
teenagers represents a place of instability and emo-
tional upheaval. However, peer influence is also one
of factors that assist teenagers to go to the night club.
This can be noticed in another statement provided by
Muzani who states:

“I visit night clubs to enjoy with friends. It
makes me happy while I go to the night club
with my friends”

Peer influence has a strong influence on teenagers’
involvement in various activities as well as their devel-
opment (Noran Fauziah Yaakub, 2000). In general,
teenagers spend most of their times with their friends
rather than their parents. It is reported that the amount
of time is spent with family by teenagers is the half of
total amount they spent with peers (Larso et al, 1996).
Even in some cases they feel that their peers better
understand them compared to their family member.

The teenagers of Langkawi, therefore, are easily
influenced by the outside culture especially by the
tourists who come from western countries. Moreover,
some of teenagers in Langkawi Island went to pursue
their higher studies to foreign countries. It is observed
that the teenagers who pursued their higher studies
in foreign countries and later moved to the Langkawi
Island are more involved in the night club culture
than those who never visit those countries. From this
observation, it can be assumed that tourist’ or foreign
culture has an influence on teenagers’ involvement in
the night club at Langkawi Island.

The article also argued that teenagers’ involvement
in the night club arise various social problems among
the communities. One of the social problems can be
noted that numbers of teenagers are taking alcohol
when they go to the night club regularly. Secondly,
these teenagers are frequently taking drug. Even some
respondents stated that drinking alcohol is essential
when they enter to the night club.

The third of social problem is a symptom of free
sexual misconduct among teenagers. Free sexual mis-
conduct among teenagers in Malaysia is very worrying
matter. In 2003, a report was published by the Min-
istry of Health Malaysia on Sexual and Reproductive
Health. This report reveals that some children about
nine years old are involved in free sex. This phe-
nomenon is also true for the teenagers who regularly

visit night club especially those who are influenced by
modern culture.

It was noticed that many teenagers visit the night
club without the permission of their parents. While the
teenagers go to the night club, social problems might
occur there without parents’ expectations. According
to Mohammad Shatar Sabran (2009):

“In many cases I found that teens are great act-
ing to be good enough at home, but very wild
when they are away from home”

From this statement it can be said that while
teenagers are in the night club and away from home,
there might a great change to be involved in various
social problems. During the in depth interviews, most
of respondents stated that when teenagers go to the
night club, they are involved in various social problems
especially drinking alcohol and sexual misconducts
are common among them. In this regard one of the
respondents Rizky said:

“Many teens lose consideration when they are
in the night club and caused them to take drugs
and engage in sex”

Muzani also shared similar opinion:

“The teenagers who visit night clubs are famil-
iar with the practice of drinking alcohol as it
gives them satisfaction when they visit night
clubs”

From the above discussions, it can be summa-
rized that teenagers’ involvement in the night club
are associated with various social problems free mix-
ing, sexual misconduct and taking alcohol and even
drug. Night club, therefore, has a negative impact on
teenagers and the community in Langkawi Island as a
whole.

5 CONCLUSION

The article examines factors influences teenagers that
go to the night club in Langkawi Island. It also
examines the impact of night club culture among the
teenagers as well as the community as a whole in this
Island. The article shows that although there are var-
ious factors influence teenagers to go the night club,
the influences of tourisms are certainly important. It is
noted that the teenagers of Langkawi are easily influ-
enced by the outside culture especially by the tourists
who come from western countries. However, there
are other factors behind teenagers involvement in the
night club culture such as peer influence, entertain-
ment, decrease stress and lack of parental affection
that influence teenagers to go the night club. More-
over, teenagers’ involvements in the night club are
associated with various social problems such as free
socialization, sexual misconduct and taking alcohol
and even drug. Although economic success has been
achieved by tourism at Langkawi Island, teenagers’
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involvements in social problems are a worrying matter
in this Island. Night club, therefore, has a negative
impact on teenagers and the community in Langkawi
Island as a whole. Further investigation and serious
attention are necessary for the overall development of
this Island.
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Social Network Sites (SNS) as purchase intention predictor for foodservice
marketing on students with access to internet
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ABSTRACT: This research examines the relationship of Social Network Sites (SNS) with purchase intention
among students who has access to the internet. A working model is proposed for this research by adapting part of
Theory of Planned Behavior (TPB), social network sites as independent factor, subjective norm as mediating and
purchase intention as dependent factor . Sample group of 350 students are randomly chosen and questionnaires
are distributed at four Malaysia’s Polytechnics in the central region. Regression and correlation analyses are
conducted to test the relationship and effect of independent, mediating and dependant factor. Social network
sites shows that it does not affect the purchase intention as most of the result are significant among the factors.
The results showed that personal comments affect motivation to comply with others X 2(20) = 218, p < 0.001.
SNS site users also are most likely to purchase after being suggested even though there are and no social pressure
from the subjective norm group and support the alternate hypothesis suggested in this research X 2(16) = 95,
p < .001.

Keywords: Social Network Sites, marketing, students with Internet.

1 INTRODUCTION

With the advent and proliferation of computer hard-
ware and system in the early 60’s, humans have
changed the function and mode of communication
from personal centric communication to the next level
of technological based medium of interaction. Ini-
tially started for military purposes, the internet began
with humble beginning with bulletin board system
to now, interactive, user aggregated content. Internet
has become one of the major communication tools to
date; blazing its way as the 3rd generation premises
whereby technologies are the major factors changing
the human civilization. Society today, embrace tech-
nology without hesitance, exploring every possibilities
to their full extend. The potential of internet as mar-
keting tools has long been realized as instrumental
in many marketing campaign, even to the extent that
it has become an integral part in small and medium
enterprises (SME’s). Most SME’s (Small and Medium
Enterprises) and SOHO (Small Office Home Office)
are finding innovative means to promote their product
and services through online means. The internet has
become crucial and pertinent in order to reach their
customer.

Not only being an information superhighway, the
internet has become indispensable tools in the pro-
motional mix to introduce and market new prod-
uct (Herbig & Palumbo, 1998). Everything that the

consumer needs can be found on the internet, be it
the actual product even to the performance review
and highlighting the product strength and weaknesses.
SME’s which has low capital investment rely on inter-
net as medium of marketing by opening online store,
facilitate online ordering and maintaining close com-
munication with their client. To date, it is estimated
that online sales alone contribute to at USD 1 trillion
in revenue each year.Yet the powers of the internet are
not fully realized.

The revolution from web 1.0 to web 2.0 has changed
how web content interact with potential consumer
(Zakaria,Watson & Edwards, 2010).This is called user
generated content. Pioneering the web 2.0 revolution
are the social media, where social interaction is con-
ducted on the internet, where people sharing with each
other their interest, believe and experience with others.

Marketers and In Malaysia, over the years, number
of internet user has increased tremendously, leaping
by half in comparison with the population. According
to the statistic by (World Bank, 2008), on average, out
of every 100 people, 55.8 have access to the internet as
compared to in the year 2000 at 21.4 on average. It is
prudent to estimate to date, the number of internet user
has increased significantly with the commercialization
and easy access of mobile broadband services.

Before any purchase decision is made, it is the
task of the marketer to create awareness, create inter-
est and desire and stimulate acts which lead to the
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actual purchase. The above mention activities might
be easy to execute but when it come to services which
most foodservice operation fell into this categories, it
become harder to market this kind of product. Hetero-
geneity, intangible, inseparability, variability, makes
it difficult to create awareness, let alone purchase
intention.

Opportunities for marketing are tremendous, since
information gathering stages has move from typi-
cal sources such as Yellow pages, advertisement and
word-of-mouth to the internet. Social interaction also
changes to the cyber space where social media take
over one of the largest online communities ever.
Malaysia ranked 4th place in the world of social
network website user, facebook. (Gibs & Bruich 2010)

It is imperative that, marketer as whole, to get
the current picture of the prevalent scenario so that
foodservice operator especially can reap the bene-
fits of social media, particularly facebook and blog
in expanding their business and build brand loyalty
in a long run. This research will examine the rela-
tion of social network, in creating consumer intention
to purchase, which in turn might results in the actual
purchase.

2 PROBLEM STATEMENT

Social network began with intention of fostering coop-
eration connecting peers among other thing. But when
the social network gain momentum and began as an
instant success. Entrepreneurs then realize its vast
potential as an untapped marketing resource with
unlimited data mining capabilities (Martin et al 2009).
By applying and redirecting proper resources within
the company, marketing effort is enhanced by tar-
geting the right consumer, within the right market
segments who are only interested in specific products
(Simmons 2006). Product placements strategically
within the social network are not considered annoy-
ing advertisement but rather the main reason they
enjoy social interaction online. The novelty of social
networks depends largely on its character as a user-
generated-content (Wu 2002). Viewers and member
can actively participate in discussion, post comments
and communicate vocal opinion with damaging con-
sequences (Everett, 2010). Business with bad track
record is often condemned openly to the point of
tarnishing its reputation and chided away potential
customer (Opoku, Abratt et al., 2007), (Palmer &
Lewis, 2009). Foodservice operations in Malaysia are
yet to realize the full potential of social network.
Social network to marketers abroad, are integrate in the
integrated marketing communications (IMC) to cre-
ate awareness, maintain close customer relation and
propagate a free channel of communication between
customer and business entity (Mangold & Faulds,
2009; Palmer and Lewis, 2009). Ironically in Malaysia,
we are lagging in terms of tapping this free, unregu-
lated media as it still new (Zakaria,Watson & Edwards,

2010). By doing this, marketers especially in the food-
services industry should be aware and realized the full
potential of this emerging trend, try to ride with the
trends to reap as much as possible their benefits.

2.1 Research question

By examining the objectives, this research proposed to
satisfy these following questions. The questions are:

1. Is social network sites suitable to be utilized as a
major foodservice marketing tool?

2. Are social networks sites significant in creating pur-
chase intention of foodservice products amongst
students?

2.2 Hypotheses

Data gathered from this research will be analyzed to
determine whether these following hypotheses are sub-
stantiated. Several hypotheses are presented and to be
tested during this research.

H1 There is relationship between personal comments
by online friends in Social Network sites and
motivation to comply with others

H2 Suggestion by online friends in social network
sites does creates purchase intention

By doing this research it is imperative to gauge
the strength and extend of social media in invoking
purchase intention among internet literate youth. Data
from this research can be used to help foodservice
operator to better plan and enhanced their market-
ing efforts. Previous published research mostly dealt
with the closeness ties, exploring social network from
sociological approaches even though the potential for
direct marketing trough social network are officially
recognized.

3 LITERATURE REVIEW

Marketing has changed tremendously by leap and
bound during last few decades. One Major rea-
son for this change is contributed by technological
advancement. Traditional distribution channel change
to accommodate changing customer purchase pattern

3.1 Marketing opportunity by using the Internet

Previous research as early as 1995 has recognized
the opportunity internet bring upon business and mar-
keters alike. Keefer & Baiget (1995), Herbig & Hale
(1997), Palumbo & Herbig (1998) recognised the true
value of internet as a medium of marketing, citing it as
“the most important promotional tools of the century”.
Yet, prior to year 2000 the internet are still undeveloped
as it is today. The usage of the internet has branch out
to cater various needs and wants of the market and
marketing, still rely heavily on internet presence as
major marketing tools to this date. Being dynamic, the
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internet has gone through several “revolution” which
changed the whole virtual world landscape.The phrase
Web 2.0, generalized the idea that internet and web
content being passive and static information storage,
to being interactive with online collaboration from user
and visitor. Oberhelman (2007), Paroutis & Al Saleh
(2009), Kuhlen (2003).

3.2 Online purchase behavior

Studies have suggested that one of the major reason
online purchase increase drastically over the years con-
tributed by one factor, consumer involvement (Wu,
2002). The higher the degree of involvement, chances
of online purchase are most likely to occur. Aboel-
maged (2009) suggest that online purchase adoption
is depending on the consumer attitude and influencing
by a strong influencer. This assumption concur with
Ajzen (1970;1980;2006) theory of planned behavior
which stipulate one of the reason actual behavior took
place due to strong influence in normative beliefs stage
and exacerbate with motivation to comply with other
creating intention that leads to actual behavior.

3.3 Social network – behavior relationship

Social networks sites or SNSs are defined as Web-
based services that allow individuals to Construct a
public or semi-public profile within a bounded sys-
tem, Articulate a list of other users with whom they
share a connection, and view and traverse their list of
connections and those made by others within the sys-
tem (Boyd & Ellison, 2008). Social network is a form
of computer mediated communication (CMC).

Social network depends heavily on its appeal as user
generated media. Web-based services that allow indi-
viduals to, i) construct a public or semi-public profile
within a bounded system, ii) articulate a list of other
users with whom they share a connection, and iii) view
and traverse their list of connections and those made
by others within the system.

Boyd and Ellison (2008) Shao (2008) and Keenan &
Shiri (2009) examined the relationship of user gener-
ated media with human behavior.The finding indicates
that person personal choices of interacting using social
network are for self actualization and self expression.
In order to achieve self actualization, human needs
to be satisfy first, in this case social needs. Maslow
(1943) suggests that within social needs, the sense
of belonging and acceptance are needed by human
in order to fulfill the necessity being deprived of
lack of loneliness, anxiety and depression or part
thereof. Being in a group, social pressure within
the compounded environment somehow or eventually
motivates human to work according to the social and
subjective norms.

3.4 Social network to facilitate purchase
decision making

It is undeniably that social network have a practi-
cal cognitive function in facilitating product choice.

Cited theory of Planned Behavior (TPB) it has been
acknowledge that peer group plays a vital role in
forming intention. When searching for information
regarding services and product, potential customer
prefers to be guided by friends and personal contact
rather than directly dealing with the company itself
(Harrison–Walker, 2001; Susskind, 2002).

4 FINDINGS AND DISCUSSION

This research was conducted over a period of four
month at four Malaysian Polytechnics, Central region.
600 set of questionnaire were distributed and 350 sets
were returned to be analyzed. Return rate of 58% jus-
tified the generalization and reliability of the sets of
respondents. The questionnaire given which was mod-
eled after instruments created by Ajzen (1985; 1991),
utilized 5 point likert scales as oppose from the origi-
nal 7 points instruments used by Ajzen (1985; 1991).
The questionnaires measure responses in terms of nor-
mative believe subjective norms, purchase intention
and general impression of the social network sites
respectively.

One of the criteria for selecting respondents is that
they must have internet access and have at least one
social network sites accounts. Some respondents in the
research mentioned that they did not owned any inter-
net enable devices (18.3%), further exploration on this
sub group find that even though they did not owned any
internet enabled devices they still have access to the
internet and their social network account through other
means such as devices provided by their institution,
borrowed from a friend and access through internet
and cybercafé. Eighty one point seven percent (81.7%)
of the respondents indicate that they have and owned
internet enable devices such as laptops with mobile
broadband, fixed internet line at homes and mobile
devices such as tablets and hand phones.

From this research also indicates growing trends
among the respondents on type of media they prefer
to choose in order to get information. Media in printed
form such as magazines, newspaper, flyer and hand-
out are being replaced with the internet as main source
of information among respondents, followed by elec-
tronic media (television, radio etc), words of mouth
and printed material.

Another critical factor that will lead potential cus-
tomer to engage into a service is their ability to afford
such services in the places.A financial capability plays
a vital role in the selection of products among several
alternatives. Income does play a major decision mak-
ing in the process. It is assumed that respondents will

Table 1. Most visited Social Network Sites.

Social network Frequencies Percentage

Facebook 282 80.6
YouTube 242 69.1
Yahoo messenger 132 37.7
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Table 2. Social Network Sites ownership.

Social network FREQ %

Facebook 350 100
Youtube 191 54.6
Skype 158 45.1
Meebo 14 4
Yahoo messenger 253 72.3
Myspace 92 26.3
Twitter 123 35.1
Tagged 26 7.4
Friendster 33 9.4
Blogger 75 21.4

not even try the product if they have the capability
to engage that services or they knew that the services
existed and important to them. 172 respondents agree
that they will only try if they can afford it while 39
disagree. The rest of the respondents remain neutral.
Evidently Facebook is the biggest social network sites
and popular among the respondents.. A research by
Shafie, Mansor et al. (2011) concur with these find-
ing. In their report, Facebook usage among university
students in Malaysia is at 94% of the total respondents.
The findings also revealed that facebook are the most
frequently visited social network sites which 80% of
the respondents mentioned that they visited that partic-
ular site in a day. This followed byYouTube andYahoo
Messenger.

4.1 Testing the hypotheses

H1 There is relationship between personal comments
by online friends in Social Network sites and
motivation to comply with others

There was a significant relationship between per-
sonal comments with motivation to comply of the
social networks sites user, X 2(20) = 218, p < .001.The
results showed that personal comments affect motiva-
tion to comply with others. In simpler terms, comments
and review will influenced and dictated the behavior
within the boundaries of certain groups and associ-
ation. For example if a respondents is a member of
a particular group in the social networks, his or her
behavior towards a certain products or services or their
judgment will be greatly influenced by other member
of the groups. Social network sites do play a vital role
in creating perception and boundaries among its user
about what to and not to engage.

H2 Suggestion by online friends in social network
sites does creates purchase intention

There was no significant relationship between
online friends suggestion and intention to purchase of
the social networks sites user, X 2(16) = 95, p < .001.
The results showed that the assumption that comments
in the social network sites that create purchase inten-
tion is clearly rejected. Even though from the first
hypothesis, personal comments creates motivation to

comply but the outcomes of the said behavior is not
fulfilled at the end. Normal assumption according to
Ajzen, is that when a predictor such as social network
sites will create motivation to comply and will even-
tually create intention. In this research it shows that
respondents are independent of the predicting factor
and does not conforms to normality. In relation to the
research question, does a social network sites can be
used as effective marketing tools? The results proved
that social network sites do work until a certain extent
of the buying process but does not eventually cre-
ate purchase intention which most of the company
look for.

5 CONCLUSION

Even though the results shows that SNS’s did not play
an important roles in creating purchase intention, nev-
ertheless SNS can be used as communicating tools
between consumer and service providers. Company
most often uses SNS’s as medium for public relation
and communicating with consumer and at the same
time channel grievances into a proper channel.

Subjective norm or social pressure does not medi-
ate between SNS’s and purchase intention. From the
results it is clearly showed that consumer are still mak-
ing rational judgment rather that engaging to the social
pressure when it comes to purchase decision. Whether
the product is recommended by friends and family, or
receiving bad review in the SNS’s site, respondents
still rely on other input when they decided to purchase
products.
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E-payments: How Malaysian restaurant operators and customer respond?
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ABSTRACT: Electronic payments or E-payment is becoming one of the Malaysia national agenda to increase
the efficiency of financial services which would ultimately improve the competitiveness of nation economy. The
continuous initiatives are undertaking with countless efforts to promote the greater use of this mode of payment
among the consumers. E-payment technologies and its level of acceptance however have not been at its peak
particularly in the restaurant industry. The usage of e-payments in the restaurant (full service, ethnic, casual
and fast food restaurants) is reported the least as compared to other industries. This research note discusses the
undertaking and investigating issue on the e-payment, restaurant operators’ responsiveness and customers’usage
behavior.

Keywords: E- payments, restaurant operators, customers’ response

1 INTRODUCTION

In today’s world, technology dramatically changed the
way people live their lives and conducting businesses.
What is happening is that business is becoming tech-
nology which makes national and international com-
merce much more feasible reality and the acceptance
of new technologies in the business world is accel-
erating (Pavlou, 2003). In line with this, electronic
commerce or e-commerce provides the capability of
buying and selling products, information and services
on the internet and other online environments.

Electronic payment or e-payment is a subset and
being an integral part of an e-commerce are the most
critical aspects when it comes to safety of money and
security of information. Generally defined, e-payment
is a form of financial exchange that takes place
between the buyer and seller facilitated by means of
electronic communications in an online environment
(Jonathan, David, & Daniela, 1998). It is proven elec-
tronic payment increases the operational efficiency
and improves productivity levels through expedient
payments and receipts of funds. This method of pay-
ments would provide the speed and convenience in
making payments from any place or time. It also
reduces costs through the reduction of redeployment of
resources used for handling cash and check. In fact, an
electronic payment is one of the strategic tools to meet
the objectives and achieve higher economic growth for
the country.

E-payment made its first appearance in the 1970s
with the advent of credit cards and banks have been
employing proprietary electronic payment systems for
decades. Technologies advances in e-payment since
then have been so rapid and dramatic that some of
those early forms of e-payment now appear primitive.

E-payment has been propelled into the public domain
and is transforming regular, everyday payment trans-
actions occur in all market segments (Abrazhevich,
2004).Thus, the well-functioning e-payment system in
an economy is an essential part of facilitating agent’s
transactions and enhancing economic efficiency. This
is being driven by competition, cost pressures, the
convergence of regional markets and technological
changes which are producing new products and pro-
cesses.

The experience of remarkable changes in the pay-
ment system can be seen in the commercial banks,
oil companies, departmental stores, drug stores, gro-
cery stores and many others. The restaurant industry
without exception is also becomes players by adopt-
ing the e-payment (Plouffe, Hulland andVandenbosch,
2001). Scholars however argued that e-payment would
not be succeeded without jointly efforts from the ser-
vice providers, operators and customers (Venkatesh
and Davis, 2000; Lu, Yu, Liu, & Yao, 2003).

In other words, service providers, restaurant opera-
tors as the merchants and customers as the end users
must jointly adopt and accept the system and this in
turn will lead to the actual usage and customers’actual
usage behavior are believed to be depending on per-
ceived usefulness, ease of use, trust and few other
mediating attributes.

2 LITERATURE

2.1 Technology Acceptance Model (TAM)

There are many theoretical technology acceptance
models available including theTechnologyAcceptance
Model (TAM), the Theory of Reasoned Action, the
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Motivational Model, the Theory of Planned Behav-
ior, a model combining the TAM and the Theory
of Planned Behavior, the Model of Personal Com-
puter Utilization, the Innovation DiffusionTheory, and
the Social Cognitive Theory (Venkatesh et al., 2003).
Among these, the Technology Acceptance Model
(TAM) by Davis is believed to be the most robust, par-
simonious, and influential in explaining information
system adoption behavior (Davis, 1989; Davis et al.,
1989). TAM has received extensive empirical sup-
port through validations, applications, and replications
for its power to predict usage of information systems
(Venkatesh and Davis, 2003; Lu,Yu, Liu &Yao, 2003).
However, the generality ofTAM is less strong to supply
the meaningful information on users’ opinion about a
specific system. Furthermore, the TAM assumes that
usage is volitional, which mean there are no barri-
ers that would prevent an individual from using an
information system. Nevertheless, there are many sit-
uations in which an individual may want to use an
information system but is prevented by lack of time,
money, expertise, etc. To overcome its weaknesses,
many researchers (Amoako-Gyampah & Salam, 2004;
Wixom, & Todd, 2005) have attempted to improve the
TAM model.

2.2 Perceived usefulness

Users’ intention to use an information technology is
predicated, to a large degree, on their perceived use-
fulness of the system (Davis et al., 1989). There are
certain empirical evidences in the literatures regard-
ing users’ intention to use mobile technology (Au &
Kauffman, 2008; Mallat, 2007; Ondrus & Pigneur,
2006). Users will use m-payment systems when they
find the system to be useful for their transaction needs
or financial issues.

2.3 Perceived ease of use

Perceived ease of use (PEOU) involves the perception
that the implementation of a specific technology will
not be too difficult for the firm (Fuller et al., 2007).
It creates a favorable behavioral intention toward
using the technology, which consequently affects self-
reported use (Al-Somali et al., 2009). TAM considers
PEOU to be a fundamental factor for the study of tech-
nological behavior, so it has been included in most
research in this field (Sun and Zhang, 2006). PEOU
has been included as a determinant of users’ attitude
towards a technology (Taylor and Todd, 1995). PEOU
favors complete learning, reduces asymmetric infor-
mation and results in a greater ability to infer how a
technology works (Kuo et al., 2004; Cao et al., 2005).
These capabilities are obtained by users when they
interact with the technology and can evaluate its char-
acteristics more accurately. The connection between
PEOU and trust has been discussed in the extended
TAMs (Gefen et al., 2003; Pavlou, 2003; Pavlou and
Gefen, 2004) and demonstrated that the ease of use per-
ceived during users’ inter- actions with a technology

improves their post-use trust level (Chen and Barnes,
2007; Klein, 2007).

2.4 Perceived trust

The importance of trust has been widely analyzed
by previous research from many literature streams
(Pavlou, 2002;Yousafzai et al., 2003; Luo et al., 2010).
In the strategy and marketing, trust has been related
to benefits such as richer information (Lo and Lie,
2008), competitive advantage (Barney and Hansen,
1994), firm performance (Garcia et al., 2008) and the
attainment of long-lasting and profitable relationships
(Flavian et al., 2006). From an economic perspective,
trust reduces transaction costs (Bromiley and Cum-
mings, 1995) and in the organizational literature, it is
posited to operate as a governance mechanism.

Trust is the consumer’s confidence that their money
and personal information will not used against their
personnel interest. Even if we use an imperfect sys-
tem, consumers want to believe that vendors, banks
and credit card companies will not misuse their per-
sonal information (Abrazhevich, 2004). Customers
should trust the payment system adopted by the other
user. The existing literature points out that high level
of user confidence and trust is a contributing fac-
tor for the successful adoption of e-payment systems
(Kurnia and Benjamin, 2007). In analyzing the success
of the Octopus system trust was the contributing factor
for its wide usage. This finding was backed by the sur-
vey conducted by Abrazhevich (2004), who found that
customers will not use systems which they perceive
to be less trustworthy. Similarly, if trustworthiness
is there, adoption of e- payment system is credible
(Kniberg, 2002). In other words, the higher the levels
of consumer trust, the higher the degree of purchase
intentions of consumers, and the easier it is to retain
consumers. Overall, trust is the source of fundamental
positive consequences.

2.5 Attitude

Attitude is defined as the inclination or feeling that
predisposes an individual to react favorably or unfa-
vorably to a certain object, person, institution, or to
any other aspect in his/her environment (Ajzen, 1985;
Dabholkar, 1994). In the technology arena, this con-
cept refers to a user’s favorable or unfavorable assess-
ment regarding a behavior with the technology. In
several studies, attitude has been considered a key vari-
able which significantly influences the user’s inten-
tions and behavior (So et al., 2005). It is important to
highlight that attitude is usually related to the final
user of the technology (Davis et al., 1989), ignor-
ing the fact that, in the business context, the role of
the manager involved in the implementation of the
technology is crucial to the analysis of the firm’s
behavior and performances. The manager may not be
the final user of the technology but the firm’s deci-
sion to adopt and employ technology relies on his/her
attitude. Research has shown that the manager is a
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crucial figure determinant of the innovative attitude
of the firm (Rizzoni, 1991). He/she determines the
management style of the firm and his/her decisions
affect all its activities, from daily operations to future
investment (Bruque & Moyano, 2007). Therefore, the
manager directly influences the technology adoption
process (Almeida & Sobral, 2008–9). The manager’s
attitude toward technology is an indicator of his/her
predisposition towards the firm accepting or reject-
ing new technologies and it determines the success
of the technology implementation process (Heintze &
Nguyen, 2009).

2.6 Malaysian scenario

Similar to other countries, Malaysia is not leaving
behind on the world’s modern technology in embark-
ing on the e-payment. Accelerating the country’s
migration to electronic payments has therefore become
a part of Malaysia’s larger national agenda to increase
the efficiency of the nation’s payment systems which
would ultimately improve the competitiveness of our
economy. The continuous initiatives are undertaking
with countless efforts to promote the greater use of
electronic payment in line with country mission.

Government and commercial banks are serious
in integrating the e-payments nation widely (Bank
Negara, 2010). According to Bank Negara Malaysia
Governor, Tan Sri Dr Zeti Akhtar Aziz, in the next
10 years, the Bank aims to increase the number of
e-payment transactions per capita from 44 transac-
tions in 2010 to 200 transactions by the end of 2020,
which is comparable to the e-payment transactions per
capita in the developed countries (Bank Negara, 2010).
This is to make e-payments the preferred medium for
economic transactions in Malaysia.

As such, many commercial banks like Malayan
Banking, RHB, CIMB and other forms or business
entities introduced the e-payment card. Touch ‘n Go
was incorporated in October 1996 whereby it pro-
vides a mode of payment via a prepaid e-payment card
called the Touch n Go card and strongly supported
by the government. However, despite the government,
bank institutions and non commercial banks offering
the e-payment services, it is evident that the success
rate of it has not commemorated with operators and
the customer’s awareness and actual usage. E-payment
technologies and its level of acceptance have not been
at its peak (Bank Negara, 2010). Currently, there
has been no strong evidence indicating the impact of
e-payments on the operation of monetary policy.There
is relatively small size and slow progress of e-payments
transactions when compared with the currency sup-
ply. In other word, as if no indication that e-payment
would replace the physical cash.The situation involved
in some large, medium and even worst in the small
business operations particularly in the departmental
stores, drug stores, grocery stores, gaming includ-
ing the restaurants. Report by Bank Negara Malaysia
revealed that usage in e-payments in the restaurant
(Full service, Ethnic, Casual and Fast Food restau-
rants) were the least as compared to other industries

(Bank Negara, 2010). Therefore, there must be the
underlying reasons for this causation.

In line with this notion, it is assumed probably there
is still a loose tie between service provider, restaurant
operators and customers and from this conjecture sev-
eral questions could be probed. Do the acquirers as
the service providers and restaurant operators as the
mediators’ come to a consensus to have virtual under-
standing in adopting e-payment? Are the problems
lying on the restaurant operators or customers attitudes
relates to their perceived usefulness, ease of use and
trust which lead to the unfavorable in the actual usage?
In other words, to what extent the restaurant operators
and customers’ responsiveness through perceived use-
fulness, perceived ease of use and trust influences the
attitude of customers toward using e-payments and do
customer’s awareness and brand image moderates their
actual behavior?

To date, various dimensions and perspectives of
e-payments have been studied. To name a few, Gurit-
ing and Ndubisi (2006) addressed relative advantage
in determining adoption of new innovation whilst
Lai et al. (2011) investigated the element of trust
as vital components to the attainment of long last-
ing and profitable relationship. However, only few
studies have touched on the relationship between the
service providers, merchants and end users’ actual
behaviour and none particularly looking at restau-
rant industry. In fact, to whether the awareness on,
and the brand image of the prepaid cards moderates
the relationship between customers perceived useful-
ness, ease of use, trust and attitude and subsequently
using such card have yet not been widely research. No
published or unpublished research related to Malaysia
setting has been identified. Therefore, the empirical
investigation on the e-payments, restaurant opera-
tors’ responsiveness and customers’ actual behaviour
toward it is in verge of revealing the results. It is hope
that this study will contribute towards eco-friendly
environment, improving the competitiveness of the
country economy and abreast with world technology
advancement.
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ABSTRACT: This paper study on the visitor motivation to attend Penang International Dragon Boat Festival
(PIDBF 2011), paying special attention to the effects of satisfaction and motivation towards post travel behavior
(intention to revisit and recommend). The PIDBF can be categorized as sport tourism that becomes growingly
popular in Malaysia. Contented visitors may recommend PIDBF to others and may repeat visit the event.
Therefore, understanding their motivation and preferences are vital in order to sustain existing visitor and exert a
pull on new visitors to attend the PIDBF. The respondents were visitors who visit PIDBF and data gathered using
self-administered questionnaire at PIDBF which held at Teluk Bahang Pulau Pinang. This study used descriptive
research design with quantitative approach. A total of 204 respondents were involved in this study. The top
motivational factor was to experience the culture of the place where the event is held. The study also proofed that
satisfaction mediate the relationship between motivation and post travel behaviour and played the intervening
role in influencing tourists to revisit PIDBF. The overall findings of this study provide valuable information
for the government especially the event organizer, local policy maker and also tourism related organization on
providing and improving the products, facilities and services offered to the visitors.

Keywords: sport tourism, motivation, satisfaction and post travel behavior.

1 INTRODUCTION

The leisure and tourism industry is one of the lead-
ing global economic activities, a multi-billion-dollar
industry with 700 million international travellers per
year around the world. This fact is supported by the
growth in tourism numbers worldwide (WTO, 2000).
Recently, one of the growing attraction that can attract
people to travel and experience new place is by attend-
ing festivals or events. This is supported by (Getz,
1991; Scott, 1996) whose have mentioned that fes-
tival and event tourism has been one of the fastest
growing sections of the world leisure industry in the
past couple of decades. On the subject of events, vari-
ous researchers give attention on event motivation that
approached the subject based on earlier theories of
tourist motivation. The most accepted theory - by the
event researchers - is the “push” and “pull” factors
theory implied by Crompton (1979) and Iso-Ahola,
(1982).

Getz (1999) suggested that festivals and special
events can be considered as a new wave of alter-
native tourism, which minimizes negative impacts,
contributes to sustainable development, and fosters
better host-guest relations. There are several bene-
fits have been identified by the previous researches
which could occur for the community hosting the

event, among which are: strengthening of traditions
and values; increased community pride and spirit;
greater participation in the activities related to the
event theme; and adaptation of new social models or
cultural forms. Thus, image making for a host region
is one of the key attributes of festivals and events. So,
festivals can be considered as a potential tool for a
community development (Kozak, 2002).

During last decades events have been growing ade-
quately enough to offer a field of study on various
subjects, to researchers from all around the world. Eco-
nomic impacts and motivation are the most discussed
topics in the event sector literature. However, there is
still the necessity for better understanding attendees’
motives and segmenting audiences aiming to achieve
effectiveness of marketing strategies and competitive-
ness of festival’s experience (Madzhar, Othman, &
Hanafiah, 2010).

Common researched issues such as economic
impact and marketing strategies (Bohlin, 2000),
research focusing on the motivations of attendees
has received lofty recognition. Currently, one of the
challenges of sports event organizers and marketers
is to increase visitors’ interest in sports games by
distinguishing effective factors of their attendance.
Determination of the level of people’s tendency to
attend sports events is complicated and pull factors,

441



push factors and comtraints have special influence on
their decision.

The economic contribution as well as other influ-
ences such as the travel motivation and satisfaction
had been an issue to be researched. These ongoing
challenges and increasing importance to understand
the motivations driving sport travelers among poli-
cymaker and event organizer had contributed to the
development of numerous empirical researches on
consumer motivation to attend sport events. The sat-
isfaction level of the tourist will then leads towards
their intention to return behavior. Thus, this ‘lack of
understanding’ on tourist motivation and satisfaction
to attend sport event ignited the starting point for
further empirical research.

2 LITERATURE REVIEW

As tourism is one of the fastest growing industries at
present, thus within the tourism industry events are
getting more and more popular and important. Events
can offer various economical and social benefits for
destinations, and for that reason destination managers
can and should employ events effectively in a tourism
role (Madzhar, Othman & Hanafiah, 2010).

The reasons to conduct event motivation stud-
ies were appropriately articulated by Crompton and
McKay (1997). They believed that studying festival
and event motivation is a key to designing offerings
for event attendees, a way to monitor satisfaction and
a tool for understanding attendees’ decision-making
processes.

There are two factors that motivate people to travel
which is the “push” and “pull” factors (Uysal & Hagan,
1993 and Uysal & Jurowski, 1994).The “push” factors
are those elements that push an individual from home
and make him or her want to travel somewhere else.

Crompton (1979), as well asAlegre & Garau (2010)
suggested that understanding travel behavior is the
most essential or crucial dimension in travel motiva-
tions. Usually people will travel to certain destination
or attraction based on what the place offered for them
which can satisfy their needs. This is directly true
whereby Chang, (2006) suggested that a consumer’s
motivation to travel begins when he or she recognized
that there are certain needs in certain destinations may
have the ability to serve their needs and wants. This
is also similarly with customers’ motivation to travel
to certain place to attend any event would be because
they are thinking that the event particularly will serve
certain needs that they have preferred.

Lee, Lee, & Wicks (2004) discovered that satis-
faction is considered as consumer judgment about
goods and services. It depends on the evaluation of
consumer about whether the goods and services meet
or exceed their expectation. On the other hand, loy-
alty is defined as repeating purchase behavior and is
characterized in terms of repurchase intentions, word-
of-mouth-communication, and recommendations (Lee

et al., 2009). It is determination about customer will-
ingness to buy goods or used the same services over
and over again.

This action usually followed if the consumers sat-
isfied with the goods or services. In line with the
above statement, Lee, Lee, & Wicks, (2004) showed
that creating loyalty depends on achieving customer
satisfaction, which is affected by expectations. They
further suggested that there is a significant positive
correlation between consumers’ satisfaction and their
future intentions.

In case of tourism products, satisfaction of con-
sumer regarding each destinations and attractions
affect their intention to reuse the services or revisit
the destination and attraction in future. Similarly with
festival, the intention for visitors to return to the same
festival depends majorly on the overall satisfaction of
their past experience attending the festival or event.
Baker and Crompton (2000) said that the total effect
of satisfaction of visitors attending a festival has been
described as a useful predictor of future behavioral
intentions.

The link between satisfaction and post-purchase
behavior (intention to revisit and recommend) has been
well established, with a number of studies confirming
a significant positive relationship between customer
satisfaction and loyalty and retention (Kozak, 2001 &
Chang, 2006).

3 METHOD

A descriptive research methodology was used for
this study. Sekaran (2011) asserted that a descrip-
tive study is undertaken in order to ascertain and be
able to describe the characteristics of the variables of
interest in a situation. Therefore descriptive studies
thus become essential in many situations because the
researcher capable to describe relevant aspects of the
phenomena of interest from individual, organizational,
industry-oriented or other perspective.

The sample was a convenient sampling, where in
terms of population, it consists of 15,091 attendees
have been visited Penang International Dragon Boat
Festival in 2010. According to Kerjcie and Morgan
(1970) and Sekaran (2003), it is suggested that the
sample size on 15,091 populations is 375 units. A
self-administered questionnaire in English was used to
collect data at Penang International Dragon Boat Fes-
tival that being held in Teluk Bahang Dam during the
two days of event on 11th and 12th June 2011.The data
was collected during different times to reduce bias.

The data was analyzed using Statistical Package for
the Social Sciences (SPSS). Data was tested to mea-
sure validity and reliability. Cronbach Alpha was used
to measure the reliability coefficient of how well the
items in a set are correlated with one and another.
Descriptive analysis was used to provide the frequency
of demographic information. Lastly, correlation and
regression analysis was used to answer the research
questions.
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4 ANALYSIS

4.1 Push factor

No. Push factors Means S.D

1 By attending a sport event, I get away 5.63 1.139
from daily life stress

2 Visiting a sport event is for me a 5.50 1.304
form of relaxation

3 Attending a sport event gives me an 5.45 1.229
opportunity to share my sport interest
with other people

4 Attending a sport event gives me an 5.45 1.272
opportunity to meet new people

5 Attending a big sport event is a form 5.38 1.332
of self-exploration for me

6 The atmosphere at a sport event 5.26 1.297
makes me wants to visit

7 I would like to be part of the festivities 5.11 1.297
around the sport event

The highest mean score of push factor is by attend-
ing a sport event, I get away from daily life stress
(M = 5.63) revealed that majority of the respondents
feel this factor mostly pushing them to attend Penang
International Dragon Boat Festival. The next push fac-
tor scored by the respondents is visiting a sport event
is for me a form of relaxation (M = 5.50). Other than
these factors, there were several other push factors that
motivated respondents to attend the festival such as
attending a sport event gives me an opportunity to
meet new people and attending a sport event gives
me an opportunity to share my sport interest with
other people which shared the same means score of
(M = 5.45).

The three push factors that getting the low means
score were attending a big sport event is a form of
self-exploration (M = 5.38), would like to experience
a sport event (M = 5.33), atmosphere at a sport event
makes me wants to visit (M = 5.26), and I would like
to be part of the festivities around the sport event
(M = 5.11). This result showed the less push factor
pushing the respondents is in term of to be part of the
festivals around the sport event which score the lowest
means score compare to other push factors include in
the study.

4.2 Pull Factor

According to the arrangement of the means score, it
was reveal that the highest means score for the pulling
factors that motivates majority of the respondents to
attend Penang International Dragon Boat Festival by
is they would like to experience the culture of the
place/country where the sport event is held (M = 5.80).

It was followed by the next motivational pull factor
which is I would like to visit other places besides the
sport venues (M = 5.76). Attending a sport event has
always been a dream for me rated in the third pull fac-
tors that motivate respondents with the means score of

Table 1. Mean scores of pull factors.

No. Pull factors Means S.D

1 I would like to experience the culture 5.80 1.216
of the place/country where the sport
event is held

2 I would like to visit other places 5.76 1.108
besides the sport venues

4 To see national team play makes me 5.63 1.190
want to visit a sport event

5 The beauty of the game of sport makes 5.62 1.216
me want to visit a big sport event

7 I would like to learn something about 5.42 1.235
the destination where the sport event
is held.

6 I would like to experience a sport 5.33 1.304
event

3 Attending a sport event has always 4.92 1.139
been a dream for me

8 The sport event is the only reason 4.82 1.631
I travelled towards the destination

(M = 5.63). The next pull factor that motivates visitors
to attend the festival is the beauty of the game of sport
makes me want to visit a big sport event (M = 5.62)
which have the fourth highest means score for all pull
factors that have been examined followed by I would
like to learn something about the destination where the
sport event is held being at fifth place with (M = 5.42).
On the other hand, the pull factors that less motivate
the respondent according to the arrangement of means
score above are I would like to experience a sport
event (M = 5.33), attending a sport event has always
been a dream for me (M = 4.92), and the lowest means
score of pull factors is the sport event the only reason
I travelled towards the destination (M = 4.82).

This finding showed that the pull factor that moti-
vate most respondents to attend PIDB is to experience
the culture of the place and country where the sport
event was been held and the factor that is less pulling
the visitors to attend the event is the sport event is the
only reason I travelled towards the destination.

4.3 Regression analysis

As can be explained based on Model 1 (R2 = 0.416,
Adj. R2 = 0.414, F = 198.810, p < .001. The results
showed that there is a strong significance relationship
between visitors’ motivation and post travel behavior.

From the Model 2, the multiple regression analysis
on motivation factors with satisfaction as the mediat-
ing effect able to explain 58 percent of the observed
variation of the post travel behavior. (R2 = 0.580, Adj.
R2 = 0.576, F = 139.062, p < .001). The regression
analysis shows a significance difference of R2 value
(Model 1 against Model 2).

Therefore, the results proved that visitors satisfac-
tion mediate the relationship between travel motivation
and post travel behavior. The results also show that
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Table 2. Results of multiple regression of satisfaction medi-
ate the relationship between motivation and post travel
behavior of visitors to attend PIDB.

Predictors Model 1

Dependent variable: Post travel behavior
Motivation 0.704

R2 0.416
Adj. R2 0.414
F 198.810

Predictors Model 2

Dependent variable: Post travel behavior
Motivation 0.762
Mediator: Satisfaction 0.232

R2 0.580
Adj. R2 0.576
F 139.062

visitors’ satisfaction has significantly played the role
in influencing visitors to repeat their visit to PIDB.

4.4 Discussion

Based on the findings, the top motivational factor was
the pull factors where the visitors tend to experience
the culture of the place or country where the sport
event was held and they prefer to visit another place
than the sport venue. This was followed by push fac-
tors which the visitors feel by attending a sport event;
they can get away from their daily life stress as a moti-
vational factor that pushes them to attend PIDBF. This
finding of study was supported by Lee, Lee, & Wicks
(2004) in their study, who mentioned a majority of
the studies pertaining to festival and event motivation
have employed travel motivation frameworks which
have been theoretically based on the escape-seeking
dichotomy and push–pull model.

The study also revealed that majority of the visi-
tor visiting PIDBF feel satisfied as they believed they
did the right thing by attending the festival. Moreover,
the satisfaction of the visitor attended to PIDBF also
can be seen through their feedback in the question-
naires in which the visitors felt glad when they attended
the event. Kozak (2002) reported the impact of over-
all satisfaction levels of visitors based on destination
attributes.

When refers to relationship between motivation and
satisfaction, the result showed that there is a strong sig-
nificant relationship between motivation and visitor
satisfaction. As the motivational factors were found
significantly influence the visitor satisfaction, it can
be said that the assumption of there is a positive rela-
tionship between motivation and visitor satisfaction
strongly supported Bohlin, (2000).

In addition, the satisfaction factors were found sig-
nificantly influences the visitor post travel behavior.

The outcome also indicates that there is a high prob-
ability of visitor revisit PIDBF in the future. This
finding was supported by Baker and Crompton (2000)
who said that the total effect of satisfaction of visi-
tors attending a festival has been described as a useful
predictor of future behavioral intentions.

As the motivation positively influence the visitor to
visit PIDBF, beyond doubt it was the most important
factor contributing the intention of visitor to return
to PIDBF. This finding was supported by Baker &
Crompton (2000) that said satisfaction was enhanced
by higher perceptions of performance quality which
was consistent with the quality of satisfaction and
behavioral intentions relationship. Furthermore, the
high performance quality encouraged participants to
be more loyal, increasing the probability that they
would return and that they would spread positive
word-of-mouth about the festival.

The most significant part of this study was to
examine whether visitor satisfaction mediate the rela-
tionship between travel motivation and their post travel
behavior .The results proved that satisfaction mediate
the relationship between motivation and post travel
behavior. Clearly, the results showed that satisfac-
tion played the intervening role in influencing visitor
to revisit the event. This verdict was supported by
Uysal & Hagan (1994).

5 CONCLUSION

This study exhibits the relationship between visitor
motivation and satisfaction to attend Penang Interna-
tional Dragon Boat Festival. Therefore, willingness to
recommend and intention to return also rely on the
level of satisfaction visitor experienced themselves
when attended the event. The findings of this study
will enable academics and practitioners especially one
who involved in tourism related organization to bet-
ter understand the recent needs, motivation and level
of satisfaction of visitor who attended PIDBF. Such
an understanding will facilitate the related organi-
zation identify and improved the current event as
well as adding up several other promotion in relation
to visitors motivation and preferences. The findings
revealed the most motivational factors that attract vis-
itors to PIDBF should be taken as an opportunity for
related organization to plan more events and promote
more activities based on the visitors’ motivation and
favorites besides watching the event.
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ABSTRACT: The foundation of heritage tourism is heritage attractions. This paper will highlight two heritage
sites in peninsular Malaysia that are of international acclaim namely Melaka and Georgetown Historic Cities.
The two heritage sites have been declared as World Heritage Site by the United Nations Educational, Scientific
and Cultural Organisation (UNESCO) on 7 July 2008. These heritage cities are considered as the sources or
supply for heritage tourism. It is irreplaceable yet it can be subjected to damage or destruction due to weather,
aging, modernization and even due tourism impact. In order to meet the demands from the increasing numbers
of tourists more hotels, food outlets, information counters, kiosks, shops and recreational facilities are being
developed. Apart from that uncontrolled activities of tourists can also affect the monument and the ecosystems
in the area. Thus, a good policy and management plan should be prepared in order to make sure Melaka and
Georgetown will be protected from adverse impact of rapid development thus remaining in the World Heritage
List. There are several legislations which have been identified to govern heritage tourism namely the National
Heritage Act 2005 which directly related to the conservation of heritage site, the Town and Country Planning
Act 1976, the Street Drainage & Building Act 1974, the National Land Code 1965 and the Uniform Buildings
By-Laws 1984 is applied. Policies made at the state level will also be discussed. At the end of the paper, setback
of the laws, challenges post to the area of heritage tourism and possible improvement will be highlighted.

Keywords: Heritage tourism, legislations, policies, tourists, world heritage site

1 INTRODUCTION

Heritage is defined by the United Nations Educational,
Scientific and Cultural Organisation (UNESCO) as
‘our legacy from the past, what we live with today and
what we pass on to future generations’. Accordingly,
heritage is linked to historic remains, buildings, arti-
facts, monument, cultures and other relevant aspects
(Dennis Rodwell, 2007). According to the National
Heritage Act 2005, heritage can be classified into
tangible heritage and intangible heritage. Tangible
heritage includes historical area, monument and build-
ing whereas intangible heritage includes any form
of expressions, languages, music, songs, dances and
other form of arts which are related to the Malaysian
community from the past.Apart from that, the National
Heritage Act 2005 has also distinguished cultural her-
itage from natural heritage. Natural heritage refers to
natural features of any area in Malaysia which includes
national park, mountains, river, sea shore, flora and
fauna. Traditionally heritage is linked to the cultural
aspect which relates to the past and present of the peo-
ple in the area. Gradually it has now become part of an
industry i.e. tourism industry which generates income,
employment and development. Heritage tourism may

easily be described as an opportunity for tourists to
trace the historical development of the country they
visited and to experience the cultural heritage of its
people which is inherited from the past generations
by visiting the historical sites and ancient monuments.
Tourists can have a chance to blend into the cultural
aspect of certain group of people by visiting the well-
preserved historical building. However, more accurate
definition and concept of heritage tourism has been
discussed by many prominent writers of this area.
Therefore, it is not the intention of the writer to delve
further in that area as this paper will focus on the legal
aspect of the management of world heritage sites as
the foundation of heritage tourism in Malaysia.

2 THE WORLD HERITAGE SITE

Melaka and Georgetown has been declared as the
World Heritage Sites by UNESCO on 7 July 2008.
To be included on the World Heritage List, heritage
sites must be of outstanding universal value and meet
at least one out of ten selection criteria. As regards to
Melaka and Georgetown, these two cities had fulfilled
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three criterion provided in the Operational Guidelines
for the Implementation of the World Heritage Con-
vention which are criteria number ii- to exhibit an
important interchange of humans values, over span of
time or within a cultural area of the world, on devel-
opments in architecture or technology, monumental
arts, town-planning or landscape design; iii- to bear a
unique or at least exceptional testimony to a cultural
tradition or to a civilization which is living or which has
disappeared; and iv- to be an outstanding example of a
type of building, architectural or technological ensem-
ble or landscape which illustrate significant stage(s)
in human history. Being declared as the World Her-
itage Sites Malaysia as the ‘state party’ has to take
serious measures to ensure Melaka and Georgetown
will remain in the list until the end of time. In order
to do so, comprehensive legislations, guidelines and
Heritage Conservation Plan must be prepared in order
to protect these heritage sites from any challenges.

3 THE CHALLENGES FACING MELAKA AND
GEORGETOWN HERITAGE CITIES

These heritage cities are considered as the sources or
supply for heritage tourism. It is irreplaceable yet it can
be subjected to damage or destruction due to weather,
aging, modernization and even tourism impact. In
order to meet the demands from the increasing num-
bers of tourists more hotels, food outlets, information
counters, kiosks, shops and recreational facilities is
being developed.

According to Article 11 of the World Heritage Con-
vention the World Heritage will be listed as ‘in danger’
if it is threatened by serious and specific dangers, such
as the threat of disappearance caused by accelerated
deterioration; large scale public or private projects or
rapid urban or tourist development projects; destruc-
tion caused by changes in the use or ownership of the
land; major alterations due to unknown causes; aban-
donment for any reason whatsoever; the outbreak or
the threat of an armed conflict; calamities and cata-
clysms; serious fire; earthquakes; landslides; volcanic
eruptions; changes in water level; floods and tidal
waves. For this reason, Malaysia has a duty to adopt
effective and active measures to conserve Melaka and
Georgetown in order to remain in the World Heritage
list. This responsibility falls on the state government
in which the World Heritage Sites is located. Looking
into the possible threats described by the Convention,
the state government should be concerned with the
impact of rapid and large scale development, tourist
development, changes in the use or ownership of land
as well as abandonment of land. This is due to the fact
that these two cities are a strategic place for investors
to venture into profitable investment. Moreover, when
it has been listed as World Heritage Sites the impact
caused by heritage tourism is immeasurable.

Be as it may, the demand from the escalating number
of tourists had pushed the hotel operator to construct
more hotels and related facilities to accommodate their

needs. More shopping malls, eateries and stalls have
been developed in the World Heritage Zone or in
the buffer zone. This rapid development will jeop-
ardised the future state of Melaka and Georgetown
in the World Heritage List. In managing World Her-
itage Sites, the state government will face a magnitude
of challenges. Timothy & Boyd (2003) has laid down
that lack of funds, modernization, environmental pres-
sures, public perceptions and colonial legacy as the
challenges to heritage conservation. In Malaysia, other
than rapid development public perception has become
a real challenge in conserving the heritage. Undoubt-
edly, property investments for mega project attract the
attention of most owners of historical buildings in the
city of Georgetown. Some may prefer to transform
the architectural design of the building into a modern
design.To their dismay, all this cannot be done because
their land is situated in the World Heritage zone. It
is perceived that in a developing country, the elder
generation has less interest in conserving the heritage.
(Dallen J. Timothy & Stephen W. Boyd: 2003). The
idea of preserving the heritage has been viewed as not
progressive and stagnant (Rodgers, 1982 ; Myles, 1989
cited in Dallen J. Timothy & Stephen W. Boyd 2003).
Thus, it is perceived that conservation of heritage is
not something to be preferred by the community liv-
ing in the World Heritage Sites. As a consequence the
effectiveness of special area plan prepared by the local
planning authority and the Conservation Management
Plan of the area will be tested vigorously soon.

As for Melaka, the threat to the historic cities is
the rapid development which took place in the world
heritage site itself as well as area near to it. It is
very unfortunate to see the beauty of A Famosa (St.
Paul’s Hill) and the memory of the proclamation of
Independence on the historic Bandar Hilir’s Padang
Pahlawan have been destroyed by the development of
Dataran Pahlawan Megamall. Indeed, the Megamall
does not have a connection or harmonisation with the
structure of A Famosa. Prior to the development of
Dataran Pahlawan Megamall there was a controver-
sial issue pertaining to the proposal made to erect
110-metre-high tower near the St. Paul’s Hill. It is
now known as Menara Taming Sari (Melaka Tower).
Three sites had been suggested for the location of
the tower and all were within the core conservation
zone (Bulletin Badan Warisan, Feb–April 2005). On
27th January 2005 the State Government of Melaka
announced that the tower will be constructed near the
Stadhuis. Although it is outside the central heritage
zone, it is still located within the buffer zone (Bulletin
Badan Warisan: Feb-April 2005). Ironically, this pro-
posal is carried out despite the fact that Malacca and
Penang’s joint bid for UNESCO World Heritage List-
ing. It was only after a remarkable findings of an
ancient wall believed to date back to the era of Por-
tugese rule in Malacca (1511–1641) that the tower
was shifted to another area away from the historical
area (The Star, 2006). Despite all these controversial
issue, the State Government of Melaka does not learn
a lesson. In another case, the Malacca Historic City
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Council had issued a temporary stop work order to the
hotel developer to save a row of pre-war building in
Jalan Parameswara (The Star, 2012). The piling work
on the 17-storey hotel had caused soil movement and
affects the old structure of the pre-war building. The
affected pre-war shophouses are within the tourists belt
and Unesco heritage site buffer zone (The Star, 2012).

The State Government of Melaka should be
reminded that Melaka was once rejected as a UNESCO
World Heritage Site in the late 1980s. Cartier had dis-
cussed that the failure to bid for the status of World
Heritage Site was due to too much of the original city
centre had been destroyed, notably the original water-
front, which following reclamations had been used for
office, retail, hotel and housing development and a sea-
world amusement park (Worden, 2010). It should also
be noted that if the state party does not take necessary
measures to protect the heritage site from uncontrolled
development it can be listed in the list of world heritage
in danger.

Apart from Melaka Historic Cities, Georgetown
Historic City also had been hampered with sev-
eral issues namely uncontrolled development and
the breeding of swiftlets in the historic buildings.
The development of four hotels which had exceeded
the maximum height of 18 metres for building in
UNESCO heritage site became the centre of discus-
sion among the stakeholders as it might affect the bid
for World Heritage listing (Nuraisyah Chua, 2008).
The three projects approved by the former Barisan
Nasional government in 2007 are developed by East-
ern & Oriental Hotel Sdn Bhd (84 metres), Boustead
Holdings Bhd (51 metres) and Asian Global Busi-
ness Sdn Bhd (51 metres). A fourth project by Low
Yat Group (84 metres) was approved under the new
Pakatan Rakyat state government on 26 June 2008,
10 days before the UNESCO listing (Nuraisyah Chua,
2008). Relevant to this issue the UNESCO had recently
warned that development of high-rise project within
and near the heritage enclave could affect George
Town’s heritage listing (Sharanjit Singh, 2008). Apart
from that, rearing swiftlet has also threatened the
preservation of heritage building. In order to breed
these swiftlets, the structure of the building needs to
be designed in a special ways where only holes will
be punched on the walls. This will alter the design and
façade of the historical building. The swiftlets farming
industry within the tourism destination, if not main-
tained properly will jeopardise the heritage tourism
industry. For example bird droppings will not only
hazardous to health but also affect the cleanliness of
the area.

4 LEGAL MECHANISMS TO CONSERVE
WORLD HERITAGE SITES

Prior to National Heritage Act 2005, there is no spe-
cific and comprehensive legislation to govern conser-
vation of heritage in Malaysia.The existence of general
measures for conservation is only as a peripheral part

of the Town and Country Planning Act 1976 and
Antiquities Act 1976 (Abdul Haseeb Ansari & Ismawi
Hj. Zen, 2006). For that matter, several shortcomings
arises which prompted the government to promulgate
a comprehensive and standardized legislation to gov-
ern national heritage. Thus, on 1st March 2006, the
National Heritage Act 2005 was passed in order to
regulate the conservation and preservation of National
Heritage, tangible heritage, treasure trove and for any
related matters. With the passing of the new Act, the
Antiquities Act 1976 and the Treasure Trove Act 1957
will be repealed. Under the new Act, the Commis-
sioner shall establish and maintain a register known as
the National Heritage Register which contains the lists
of heritage items registered under this Act. This is to
ensure that all heritage items that have been gazetted as
a National Heritage is well preserved from the element
of nuisance. Surprisingly, there are only few historical
building located in theWorld Heritage Sites were listed
in the National Heritage Register.The buildings are the
Stadhuis, Christ Church, Middleburg Bastion, Kota
Melaka, Sri Vinayagar Temple Poyyata Moorthi and
Kampung Keling Mosque at Goldsmith Street Melaka,
Masjid Kampong Hulu and Church of St. George. Few
other historic buildings were listed in the Heritage List
Register.Therefore, who has the direct control over the
World Heritage Sites?

Blackhall (2005) noted that there is no special
control over World Heritage Sites other than legal pro-
tection given due to the establishment of conservation
area and the preparation of a management plan. Look-
ing into the aspect of planning law, protection of the
historical site is an important part of the planning pro-
cess as it has been part of the National Physical Plan
(NPP) in which one of the principles that support the
objective of the NPP is to protect national heritage
and locations. Since, the term conservation implies
a broad meaning, demolishing of the whole histori-
cal building or structure in the name of development
cannot be compromised. This is because heritage is
part of National history that needs to be protected
and conserve for future generation reference. There
are methods to be used in order to protect historical
building without hindering the development. What is
significance here is how the local planning authority is
able to control the development and insist on a special
design of construction to preserve the special charac-
ter of the area (RMC Duxbury: 2006). In Malaysia the
planning system is governed by the Town and Country
Planning Act 1976 (TCPA).

According to section 2 of the TCPA 1976 develop-
ment has been defined as carrying out of any building,
engineering, mining, industrial, or other similar oper-
ation in, on, over, or under land, the making of any
material change in the use of any land or building or
any part thereof, or the subdivision or amalgamation of
lands. Even though the aim of the World Heritage Con-
vention is to preserve, conserve and restore the World
Heritage Sites but development cannot be taken aside
in total. Restoration works in order to conserve the
element of historical on the building and maintenance
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work shall also be considered as development. Thus,
in balancing the development activities and conserva-
tion of the heritage the Local PlanningAuthority needs
to regulate and control the development conducted in
this area. This is to ensure that any future development
will not destroy the beauty or aesthetic characteristics
of ancient building. Indeed, the local planning author-
ity has a means to protect the ancient buildings through
the power given in determining the status of the appli-
cation for development project on the area or on such
building. To gain some sense of the importance related
to the power of planning authority in preserving her-
itage building, it is necessary to examine few important
aspects in the planning process.

The important features underlying planning system
is a development plan which constitutes structure plan
and local plan. It is a yardstick for the decision mak-
ing process in every city. The preparation of plans by
local planning authorities is designed to provide the
framework for development within their areas over
the timescale of the plan period (Blackhall, 2005).
This is achieved by allocating land for particular uses
and imposing policies and guidelines to be applied
to ensure that development is in accordance with the
plan’s objectives. Thus, it is the duty of local planning
authority to prepare a local plan for the whole of its area
as soon as practicable after a structure plan for the State
has come into effect in order to help guide development
(Ainul Jaria Maidin, 2006). Apart from preparing the
structure plan and local plan a State Director or a local
planning authority may prepare a special area plan
designed for special and detailed treatment by devel-
opment, improvement, conservation or management
for the area (Section 16B of the TCPA).

It should be noted that the plan for the special area
shall be prepared in the same manner as the prepara-
tion of local plan (section 16B (3) TCPA 1976). The
process will go through several steps which begin with
the publicity of the preparation of the special area plan
and hearings in respect of the draft of the special area
plan. Following the hearings session, objections or rep-
resentations the local planning authority may organize
a local inquiry or other hearing. At a final stage the
draft special area plan may be approved in whole or
part, with or without modification or been rejected
(section 15 TCPA 1976). However, the special area
plan will only be enforced once it has been gazzetted.
One issue of concern pertaining to the preparation of
the plan is public participation.Active public participa-
tion means a lot of work need to be done and more time
is required by the local planning authority in solving
the objections or suggestion. It is worried that serious
damage to the site will escalate by the time the plan
is ready to be implemented. However, if the level of
public participation is low that does not mean the pub-
lic agree with the plan but rather keeping themselves
away from something they do not have an interest. For
that matter, even if the special area plan is passed in
due time it will not reflect the best interest of the pub-
lic. As a result there is tendency on part of the owner
of the property to break the law.

It should be noted that the local authority does
not only restrict development activities in the heritage
core-zone but also in the buffer zone. Nevertheless, the
TCPA 1976 does not provide provision for the creation
of buffer zone. The provision for the creation of buffer
zone can be found in section 45(2) of the National
Heritage Act 2005. It is vital to control development
in the area of buffer zone in ensuring harmonisation
in terms of architectural design and the culture rep-
resented in the building located in the heritage core
zone. Apart from that certain development may affect
the safety of the structure of historic building espe-
cially if it involved major reconstruction. However, it
is sad to know that the state government of Penang
and Melaka fail to realize the importance of protect-
ing historic buildings located in the buffer zone. This
is evident from the incident of Melaka Tower and the
Four Hotels in Georgetown mentioned earlier.

There are other legislations which are indirectly
involved in maintaining the world heritage site. For
example, in order to manage traffic flow, cleanliness,
waste management and security of the city other rele-
vant legislations are applicable i.e. Street Drainage &
Building Act 1974 (SDBA) and Uniform Buildings
By-Laws 1984 (UBBL). SDBA 1974 was passed by
the Parliament to make law with regard to street,
drainage and building. The UBBL on the hand will
describe in detail all provisions contain in the SDBA.
For example, UBBL has laid down in the detail the
technical plan required in order to protect building
from fire. This is very relevant to historic building
where the condition of the building is vulnerable and
presumably sensitive to fire.

One of the measures taken by the state party to
conserve the world heritage site is to prepare a com-
prehensive laws and guidelines in order to control
development. The state party is also subjected to the
World Heritage Committee to prepare a Conserva-
tion Management Plan. In relations to this Malaysia
had submitted a state of Conservation Report on
21 January 2011 which responded to the request made
by the World Heritage Committee at its 33rd Session in
Seville in 2009. This Conservation Management Plan
will lead to the development of Special Area plans for
each of the two sites. As mentioned above, the prepa-
ration of SpecialArea plan is provided under theTCPA
1976. The plan is a statutory legal document.

On the other hand, the Conservation Management
plan is a flexible 6-year plan that will provide guidance
for local authorities and owners of property located
in the World Heritage sites. The Plan includes an
overall vision for the property, management strate-
gies in response to identified challenges, and planning
and development control guidance that includes zon-
ing, land use control, heritage building control, view
and vista protection, public realm proposals, access
and circulation measures, and proposals for improv-
ing utility and infrastructure. It also includes details
of financial incentives and grants for certain types of
work, a matrix of not permissible activities such as
swiftlet (small birds) breeding, and the need to protect
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vistas and certain specific aspects such as the terra-
cotta roofscapes. The Plan also provides, in annexes,
detailed Conservation Guidelines for various types and
categories of buildings, based on analyses of what
exists and their spatial disposition.

In the previous report, the Committee had identi-
fied that the main threat to Melaka and Georgetown,
Historic Cities of the Straits of Malacca is approvals
for inappropriate buildings in and around the prop-
erty. After reviewing the report submitted to the World
Heritage Committee on 21 January 2011, the Commit-
tee had made a decision and urged the state party i.e.
Malaysia to (WHC-11/35.COM/7B.Add):

a) Progress with the development of Special Areas
plan that provides detailed planning constraints for
both cities and their buffer zones,

b) Confirm as reported to the 33rd session of the
World Heritage Committee that no approval will
be given for developments higher than 18 metres
in the buffer zone until such time as the Special
Area plans are adopted,

c) Ensure that all major projects have adequate impact
assessments in line with the ICOMOS Guidance
on Heritage Impact Assessment for Cultural World
Heritage properties and

d) Set out a specific timetable for achieving the
reinforced management system.

The Committee also requested Malaysia to submit
to the World Heritage Centre an updated report on the
State of conservation of the property, on the develop-
ment of Special Area plans and on the implementation
of the above for examination by the Committee at its
37th session by 1 February 2013. Thus, it is a very
daunting task for Malaysia and especially the State
government of Melaka and Penang to really imple-
ment the Conservation Management plan in order to
ensure Melaka and Georgetown Historic Cities remain
in the World Heritage List.

5 CONCLUSIONS

Being listed as the World Heritage Sites Georgetown
and Melaka city now belongs to the global community.
Even though the responsible to take care of the World
Heritage Sites is shared by all the participating coun-
tries, the greater challenge is place on the shoulder of
the state government where the site is located. Possi-
ble measures has been taken by the state government
in drafting policies, special area plan and management
plan to conserve Georgetown and Melaka City as the
World Heritage. People are waiting anxiously for the
implementation of the Special Area plan and Con-
servation Heritage Management Plan. In line with it
the local planning authority and other agencies should
integrate their power to monitor the heritage core zone
and the buffer zone and to enforce the development
control.
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ABSTRACT: This study reviews the customer experience on Pesta Benak or Tidal Bore Festival, annually
held in Sri Aman, Sarawak. Visitors profile formulated to develop better understanding to the organizer and
tourism planners on the magnitude of the festival. Analysis of auditors’ observation on current scenario of the
Festival was presented. Spending pattern, experiences and suggestions by the visitors were discussed. Finally,
recommendations for improvements were intensely deliberated for future evaluation.
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1 GENERAL INTRODUCTION

1.1 Background of the study

This study is to gauge tidal bore festival, one of
Sarawak’s most unique tourism products and to posi-
tion the event in Sarawak Calendar of Events. The tidal
bore festival, locally known as Pesta Benak, is believed
by the local authority and tourism planners could help
to boost Sri Aman as a famous tidal bore town not only
nationwide but also globally.

Tidal bore or benak phenomenon in Malaysia can
only be seen at Batang Lupar, Batang Sadong, Batang
Samarahan and Batang Saribas in the state of Sarawak.
Sri Aman is situated about 194 km by road from
Kuching City. The unique phenomenon of tidal bore
occurs in Batang Lupar. Batang Lupar flows from the
Klinkang Range to South China Sea with river length
of 275 km.The tidal bore comes in from the mouth of
Batang Lupar River and fills up the river very rapidly
in the course of about 10 minutes. The wave crest at
Sri Aman is up to 2 to 3 metres high. This is one of
approximately 400 rivers and estuaries in the world
where this phenomenon happens. There is a timetable
at the river which has the time and dates for when the
tidal bore will occur, but the really big ones occurs
only a couple of times a year.

Pesta Benak (Tidal Bore Festival) in SriAman is one
of the yearly activities in the Sarawak tourism calen-
dar. The objective of Tidal Bore Festival Sri Aman is to
introduce Sri Aman town through tourism and encour-
age domestic and international tourists to visit Sri
Aman. Apart from it, Pesta Benak is also to stimulate
economic benefits to the local community.

However the general objectives of this study is
focusing on the customer experiences during the
tidal bore festival 2011 to enhance an improve the
organisation of the festival in the future.

The study also attempts to achieve the following
objectives: i) to turn local events into potential inter
national tourism product ii) to set an Event Manage-
ment Standard for Sarawak and eventually an event
database that could be promoted worldwide iii) to set
a basis for Ministry to give grant and monitor the
organization of the event.

Pesta Benak has been going on for number years
however it was position in the Sarawak Calendar of
Events since 2010. It was since celebrated in larger
scale. Because of its potential, the Ministry proposed
for this study on customer’s experiences so as to
gather information on the areas of enhancement and
improvement.

2 LITERATURE REVIEW

2.1 Scope of Tidal Bore Festival

Crompton & McKay (1997); van Heerden (2003); Gets
(1997); Thrane (2002) stated that in recent years, festi-
vals and special events have become one of the fastest
growing types of tourism attractions.

Tidal bore festival is part of the activities of rural
tourism, as the product is nature-based, as defined in
Malaysia Rural Tourism Master Plan (2001). Rural
tourism is defined as ‘tourism that provides oppor-
tunities to visitors to visit rural villages and rural
attractions and to experience the culture and heritage
of Malaysia, thereby providing socio-economic bene-
fits for local communities. The locality of Sri Aman
fits this criteria; it is 193 kilometers, a three hour drive,
from Kuching the capital city of Sarawak. It is a trade
center for the timber, oil palm, rubber, and pepper of
its mostly agricultural district.
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Getz (1997) categorized the festival is categorised
as special events, to describe specific rituals, presenta-
tions, performance or celebrations that are consciously
planned and catered to mark special occasions or
achieve particular social, cultural or corporate goals
and objectives. However, Ritchie (1984) define it as
hallmark events, events that become so identified with
the spirit or ethos of a town, city or region that they
become synonymous with the name of the place gain
widespread recognition and awareness.

2.2 Customer satisfaction on festivals

The literature related to quality and satisfaction in the
tourism and recreation field dates back to at least the
Outdoor Recreation Resources Review Commission
reports of 1962 (Manning 1986). The high level and
sustained interest in this topic derives from a widely
held belief that the primary managerial criterion for
success should be defined in terms of level of satis-
faction, Bultena & Klessig (1969) and LaPage (1963).
Implicit in this belief is the notion that improvement
in performance quality and satisfaction will result
in retention or expansion of tourist numbers, more
vociferous and active tourism suport, and ultimately
enhanced profitability and political support.

Baker & Crompton (1999) stated that it seems
intuitively logical that there should be a causal link
between quality of a tourism supplier’s performance,
level of consumer satisfaction, and the organization’s
success. Higher quality of performance and levels of
satisfaction are perceived to result in increased loy-
alty and future visitation, greater tolerance of price
increases, and an enhanced reputation. The latter is
critical both for attracting new tourists through positive
word-of-mouth and media acclaim and, in the case of
publicly owned amenities, for enhancing or retaining
level of public tax investment in the amenity.

O’Reilly, Lyberger, McCarthy & Seguin, (2008)
stated that mega events as ‘global properties’ as they
may have a tremendous impact, which is in general can
be found in economic, tourism, physical, social, cul-
tural, psychological, and political aspects of hosting
region (Parent, 2008; Ritchie, 1984; Ritchie & Aitken,
1985). On the other hand, Roche (1994) indicated that
mega events help to meet the economic and cultural
needs and rights of local citizens and if they are suc-
cessful, long term positive consequences in terms of
tourism, industrial relocation, and inward investments
can be expected.

On the management of the event, Baker &
Crompton (1999) suggested that festival organizers
should focus their evaluative resources on assessing
both perceived quality of the performance and the
satisfaction level of participants. The study findings
support the theoretical position that enhanced perfor-
mance quality leads to stronger positive behavioral
intentions, and that visitor satisfaction does add to the
explanatory power of quality. Since quality of per-
formance is under control of the tourism provider,
measuring its attributes is likely to offer the most

guidance for making changes that would lead to
stronger behavioral intentions.

3 INSTRUMENTS

3.1 Data collection process

The data for this study were mainly obtained through
face-to-face interview using administered question-
naires designed and provided by Ministry of Tourism
and Heritage of Sarawak. As the event occurs once a
year, all the visitors to this festival are the population
for this study. The sample of the study was taken from
any willing visitors that are picked-up at random for
voluntary individual face-to face interview.

Seven enumerators/auditors were appointed to con-
duct the interviews during the Festival. The enumera-
tors’ responsibilities are to go to all the places of all the
events and to conducted face-to-face interviews with
any willing visitors.

The survey instrument used for this study comprises
of two parts; the first part of the questionnaires is for
the enumerators to obtained data from respondents
during the interviews which mainly concentrated on
visitors’demographics, their economic impact, experi-
ences and satisfaction towards the event or festival.The
second part of the questionnaires is mainly for the enu-
merators or auditors to put forward their observation
of the events they visited.

During the festival, the team approached 815 vis-
itors to be the respondents but only 304 respondents
willing and were successfully been interviewed.

3.2 Data analysis

After the data collection, the data from the question-
naires were counted, followed by coding procedures
and tabulated. The Statistical Package for Social Sci-
ence (SPSS) was used to analyze the closed ended
questions as it is also not time consuming and easy
to be understand. To analyze the data collected, the
SPSS/PC version 17.0 was used to obtain the descrip-
tive statistics. The open ended response data were
analyzed through word counts using Microsoft Excel
to determine on the frequencies of word counts men-
tioned from questions on suggested areas of improve-
ment and the changes could be made to improve the
event. Suggestions or comments with the highest rep-
etitions or word counts were presented in the findings
section, the respondents’ suggestions.

3.3 Limitation

The data collection process may include untruthful
or inaccurate answers by respondents. This could be
due to the need of projecting good image of them-
selves in front of researchers or they may also feel
obligated to answer the questionnaires even when they
are in hurry in which would result in untruthful and
inaccurate answers.
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4 FINDINGS AND ANALYSIS

4.1 Demographics of respondents

From the 304 respondents, 53.6 % are male and
46.45% are female with the majority comes from the
age group of age group of 30 year and below accounted
for 57.9%. The percentages of the respondents are
declining for the age groups of above 50 years of age.
This indicates that tidal bore festival could attract the
younger population as they may have more free time
and urges to experience new things in life.

From the data gathered, 54.6 % of the respondents
are single, 42.1% are married and 3.3% or 10 per-
sons did not wish to disclose their marital status. The
study also shows that 50.3% of the respondents came
together with their family, 26.5% came alone or with
friends or associates while the remaining 23.4% were
unwilling to respond to this question.

The respondents holding a qualification of SPM/
MCE or O Level made the largest group accounted
for 34.2%. Respondents with SPM/MCE or O Level
together with PMR and Lower level made up of
53.9% of the sample. Diploma and Degree holders
also made up of quite a substantial presence to a
total of 33.7%.

Most of the respondents are local Sarawakians
comprising of 90.1% of the sample. 8.2% of the
respondents are from others states in Malaysia while
only 1.7% or 5 persons are foreigners.

As the festival is held in Sri Aman, respondents
from Sri Aman make the biggest group of the visitors
accounted for 37.96%, followed by Kuching 31.02%
and Betong accounted for 11.68%. Respondents from
other Divisions are quiet insignificance where their
presence ranges from 0.37% to 4.38%.

4.2 Knowledge on the festival

The major sources of the information about the tidal
bore festival are radio, friends/family/associates and
newspaper. Radio contributed 61.2% friends/family/
associates 47.7% and newspaper 28.3%.

Other information dissemination modes such as
websites and on-line portal of the Residence Office
and others do not contributed much as only few respon-
dents knew the festival through those modes. This
could be resulted from the respondents’ education lev-
els and most of them do not have internet access at
home.

4.3 Respondents’ experience

This section discusses the respondents’ experience
during their visit to the Tidal Bore Festival 2011.

The respondents’ experiences are divided into:

i) Festival Attributes
ii) Areas of improvements

iii) Recommendation to attend the coming Tidal Bore
Festival in 2012

The respondents’ experiences are rated in Likert
Scale of 10 points with the extreme poor level
at the score of one (1) and the excellent level at
scale of 10.

Respondents are required to state their level of
satisfaction namely on the below areas;

a) Promotional Materials. In this section, promotional
materials refer to the views of respondents towards
the events compared to the content of the mate-
rials such as brochure, flyers and notices. 83.8%
of the respondents had given the rating on ranges
from scale 5 to 10. This indicated that respondents
are satisfied with the content promotional mate-
rials when compare to what they actually seen or
experience during the festival.

b) Advance Notice of the Event. Advance notice of
the event refers to the prior notice given or made
known to the visitors on the individual events before
the particular event is executed during the festi-
val. The study shows that 85.3% of the respondents
had given their rating in the ranges of scale 5 to
10. This shows that the respondents are satisfied
with the notice given to the events throughout the
festival.

c) Information of the event after their booking of
accommodation. 62.4% respondents are satisfied
with the updates or feedback on the events. 19.5%
indicated that information just marginally sur-
passed their expectation. This conclusion is backed
up by rate given by 24.7% of the respondents in the
scale of Poor (2) and Extremely Poor (1).

d) Hospitality. 90.4% of the respondents felt wel-
comed or delighted over this festival. This could
be backed up by the rating given to Scale from 6 to
9 which scored 52.5% while none of the respondent
was totally unhappy (Scale 1-Extremely Poor).

e) Customers Services. This section discusses the ser-
vices provided by the organizer during the festival.
91.2% of the respondents are generally satisfied
with the services provided by the organizer. How-
ever, 30.7% of the respondents rated this attributes
as partially meet their satisfaction level as their
rating falls on scale 5 of the rating.

f) Venue. In this section respondents are asked to rate
the suitability of the venue of the Tidal Bore Festi-
val. The study shows that 96.2% respondents from
the sample agreed that the venue for this festival is
suitable. This could be backed up by a high rating
of 80.6% given by respondents on the scale from 7
to 10.

g) Content of the Event. In this section respondents are
to express their views on the content of the events
throughout the festival, whereby 95.7% of the total
respondents had given their rating and are generally
happy with the events’ content. 82.6% of them had
rated it in the scales of 5 to 10.

h) Support Services. Support Services are the assis-
tance given by the organizer to the visitors such as
first aid, directions to the events, parking, toilets,
and cleanliness among others.
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i) Generally, the study shows that 85.8% respondent
had given their rating on the support services from
of scale 5 to 10. This indicates that the respondents
are fairly satisfied with the overall support services
rendered.

j) The only concerned is half of the rating of Scale 5 to
10 comes from Scale 5 and 6 where they accounted
for 42.9%. Therefore, even though majority of the
respondents fairly satisfied with the support ser-
vices, there are still some rooms for improvements
to be looked into.

k) Safety and Security. The safety and security
attributes give the respondents to express their view
on the safety and security aspects of the festival.
93.7% of the respondents from the sample felt the
sense of feeling safe and secured during the fes-
tival. However, the study also finds that 33.5%
of the respondents viewed that the level of safety
and security just marginally surpassed the required
standard, i.e. in the Scale of 5 and 6.

4.4 Respondents’ suggestions

The suggested improvement and changes are divided
into three categories as below:

a. Public Facilities. This group of words refers to
the facilities that the respondents thought that the
organizer should have provided.

The commonly words mentioned by the respon-
dents are parking, seating/views, shades, booth,
hotel, Fort Alice and accommodation.

From the study, the biggest concerned of the
respondents is the parking followed by seating or
views and shades.

b. Public Health. In this category these are the word
related to public health or hygiene which the orga-
nizer should be looked into. According the study,
the respondents are very concerned about toilet,
rubbish or dustbin, cleanliness or hygiene food and
safety and security during the festival.

c. The Event. Comments or suggestions are mainly
related to the enhancement of the event in the
future. The common words mentioned by respon-
dents are location, timing, event varieties, program
and signage.

Overall, the organization of the event is not much
of a concern to the respondents but it could be
a thought to be noted and to be taken as precau-
tions by the organizer to improve the Festival in the
future.

4.5 Word-of-mouth recommendations

This section discusses the willingness of the respon-
dents to make recommendation to anyone to come
to the next Tidal Bore Festival. The study shows that
99.67% of the respondents are willing to recommend
the event to anyone as this is a unique phenomenon
and only can be found in Sri Aman Division.

5 DISCUSSION AND CONCLUSION

5.1 Researchers’ recommendations

Based on the responds gathered through question-
naires distributed during the event and the Audit
Team‘s observation, highlighted several critical areas
which need to be improved by stakeholders, namely
the local authority and the organizing team.

The suggestions for improvement for Pesta Benak,
Sri Aman are as follows:

5.1.1 Hygiene/Cleanliness
The main concerns reported by the respondents are
related to hygiene and cleanliness of the festival
areas.About forty percent of the respondents (41.64%)
highlighted the following issues:

i. Visitors’manner. Due to the limited toilet facilities,
some visitors simply urinate or ease themselves
anywhere they can, especially within the Taman
Panorama Benak-Fort Alice compound.

ii. Rubbish bins and Collections. There were lacks
of rubbish bins provided in the festival area. It is
suggested that more dustbins should be provided
at more locations and more frequent collections be
implemented.

iii. Stall operators.There should not be food stalls near
the main stage/grandstand. It is suggested that spe-
cific area should be allocated for the food stalls and
other products.

5.1.2 Public facilities. About thirty percent of the
respondents (31.62%) suggested that the
following public facilities will need further
improvements:

i. Toilets. Sri Aman Municipal Council should pro-
vide more toilet facilities within the town area,
especially near the Waterfront area to prevent the
area from becoming unnecessary and unhygienic
places for nature’s call. As an alternative, the
Municipal should provide mobile toilets to cater
for large number of toilet users.

ii. Parking spaces. It is suggested that a designated
area with good security measure should be identi-
fied for the purpose of parking.

iii. Shade for viewers. More shades for viewers should
be built along Taman Panorama Benak so that vis-
itors could enjoy these outdoor activities during
rainy days and hot afternoons.It is also suggested
that tier stand with/without shade to be built along
Waterfront area to cater for more spectators at the
same time.

iv. Food and beverages outlets. The traditional coffee
shops in Sri Aman should maintain their origi-
nality and traditional styles. However, as one of
the objectives of the Festival is to attract visitor or
tourists, the services and cleanliness of these cof-
fee shops should be upgraded to add the credential
of the festival.
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5.1.3 Event management
About twenty five percent of the respondents (24.54%)
suggested that some aspects of the event management
need to be improved:

i. Timing. Most of the respondents, especially the
locals, complained that the date of Tidal Bore
Festival 2011 was not suitable as the benak phe-
nomenon from 1st to 4th July 2011 was not at its
highest peak of the tidal bore occurrence. Hence,
researchers suggested that the festival should be
organized during the highest tide of the season.

ii. Promotion. For Tidal Bore Festival to be recog-
nized as a hallmark event, more exposures should
be made through the mass media such as local
radio stations, TV channels and newspapers.

iii. To allow spectators to be better informed about the
event, the followings are also suggested includ-
ing installation of digital signboard or banner with
schedule of the programs. Besides, more leaflets
should be distributed to spectators which include
expected time and location of each event.

5.1.4 Safety (Paramedics)
During the event, paramedics and ambulance were not
seen except when the VIPs were around. At times dur-
ing the availability of the ambulance, the ambulance
area was blocked by other vehicles and the paramedic
staffs were not seen nearby.

5.1.5 Lodging/Accommodation
62.04% of the respondents reported that they have dif-
ficulty to find and book hotel rooms for the event
therefore, it is suggested that more hotels to be built in
Sri Aman to cater for higher demand during festival.

5.1.6 Other suggestions
The researchers also suggested that the organizer of
the Tidal Bore Festival should engage more aggres-
sive promotion by working closely with the local and
international mass media, social networking such as
Facebook and Twitters and private sectors; such as
travel agencies, tour operators, hotels and inns and
other related businesses.

As the local crowd were very impressed with
the performance by the international surfers, the
researchers believed that this attraction should be
maintained and as a stepping stone to create a niche
market segment into Sri Aman through the word-
of- mouth by the international surfers spreading the
news to other surfing enthusiasts around the world.
Thus, Tidal Bore festival Sri Aman could be posi-
tioned as the venue for popular tidal bore surfing in the
world.

6 CONCLUSION

Tidal Bore festival in Sri Aman, Malaysia is a very
unique rural tourism event that should be continuously
promoted in Sarawak Calendar of Event. The event
itself has proved its ability to be an attraction to the

local people from the surrounding area. Hence, at the
same time, the uniqueness of the event may create a
centre of attraction for potential tourists from other
areas in Sarawak.

The study found that majority of the visitors at the
festival was satisfied about the organization of the
event though there are slight concern on the safety
issues, hygiene and cleanliness and accommodation
factors. Satisfied visitors to the festival said they will
come back for the future event and they would rec-
ommend to their friends and families to go to the
festival.

At the point of this survey is conducted, the fes-
tival seems not be able to attract much international
tourists mainly due to lack of promotion, facilities
and amenities in the locality. However, given some-
times and more efforts as suggested in the findings
and recommendations sections, tidal bore festival in
Sri Aman would be able to raise its profile as one of
the major tourist attractions in the state of Sarawak and
may position itself as classic event in Malaysia.
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ABSTRACT: Local community participation has been acknowledged by many researchers as key factors
towards achieving sustainable development in protected areas. However, recreation and tourism planning espe-
cially in protected areas; often exist in seclusion from the elements that constitute social, environmental and
economic aspects of the area. Thus, conflicts may arise between park management and the community such as
conflict between different user groups and competing usage of the same scarce resource which eventually lead
to much serious problems such as environmental degradation. Community participation in decision making is
one approach to establish a sense of belonging that is important for general well-being and support sustainable
development. This could bring positive outcome and active participation would enable park management and
the authorities to develop new attractions in the park and offer more sustainable forms of recreation and tourism
which suit the people. However, the ability to maintain a healthy environment and economy and to pursue
a participatory democracy requires effective management of public involvement. In addition, it also requires
understanding not only the conditions that may have the potential to create conflicts but most importantly is to
comprehend what are the conditions that can promote a cooperative relationship among the local people and the
park management and authorities. This paper outlines the human dimensions of local peoples’ participation and
also discusses on the approaches towards promoting effective involvement of local community in the decision
making process in planning for tourism and recreation in protected areas.

Keywords: human dimensions, local community participation, sustainable tourism, protected areas,Transactive
planning.

1 OVERVIEW OF THE CONCEPT OF
SUSTAINABILITY

The concept of ‘sustainability’ has been widely
adopted by governments around the world especially
after the publication of the Brundtland Report in
1987. The concept of sustainability can be traced back
for more than 30 years ago when sustainability was
adopted as the key themes in United Nations Con-
ference on the Human Environment in Stockholm
in 1972. A universal agreement was called upon by
WCED and led to the establishment of UNCED in
1989. UNCED is responsible to elaborate conservation
strategies, provide control measures for environmen-
tal degradation and promote sustainable development
(Abidin, 1999). The Earth Summit conference estab-
lished by UNCED later adopted ‘Agenda 21’, a work
plan for countries in relation to sustainable develop-
ment. World Commission on Environment and Devel-
opment (1987) defines sustainable development as
“development that meets the needs of the present with-
out compromising the ability of future generations
to meet their own needs”. This definition remains
the most widely accepted and circulated definition
of sustainable development despite some debates in

regards to its interpretation and detailed implementa-
tion (Landorf, 2009). It was argued by the Commission
that environment and development must be addressed
together as they are interdependent (Gibson, et al.,
2005). Environment as the foundation of human lives
must be sustained in order to ensure the livelihoods of
human being. Development therefore, must aim at bal-
ancing between sustaining people as well as sustaining
the environment.

Agenda 21 which was the major product of the
1992 United Nations Conference on Environment
and Development (UNCED) urges governments to
improve and re-orientate pricing and subsidy poli-
cies, diversify economies through tourism, provide
mechanisms to preserve threatened areas and promote
environmentally sound leisure and tourism activi-
ties (Mowforth & Munt, 2003). This cross-national
agreement endorsed by 179 countries agreed to work
together towards sustainable development where safe-
guarding the resources for future generations are a
major concern (ibid, 2003). This statement is taken
to mean that any kind of development, considera-
tion of the impacts of the development is a priority.
Development must gaze at the possibilities of future
generations to utilize the same resources. For example,
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any development must take measures to prevent or con-
trol adverse impacts on resources or over-exploitation
of resources either natural, human or culture. Kuhn
(2007) argued that sustainable development is con-
cerned with management practices designed to exploit
resources in such a manner that allows equitable
development for various groupings of people in the
present, while protecting the resource base for use by
future generations. He further discussed that sustain-
able development may be described both as a concept
and a discourse, which the concept has originally
emerged from environmental sciences and community
development, but now become quite pervasive within
contemporary discourse.

2 SUSTAINABLE TOURISM IN PROTECTED
AREAS

Sustainable tourism is defined as tourism that is devel-
oped and managed in such a way that all tourism
activity – which in some way focuses on heritage
resources (be it natural or cultural) – can continue
indefinitely (Ceballos-Lascurain, 1996). In a recent
development, a revised conceptual definition has been
made by WTO in order to give better reflect on the
issues of sustainability in tourism. It puts emphasis
on the practices and the need to apply sustainable
principles at every level.

Planning for tourism, recreation and protected areas
often occurs within a context of uncertainty where
the goals of development and protection often con-
tested and multiple interests compete for not only
scarce resources but also for the political power influ-
encing their disposition (McCool & Patterson, 2000).
Planning must not just ponder on technicalities or sci-
entific but must involve social and political action.
This implies that planning must include evaluation
and selection of suitable resources and must be able
to identify and manage potential conflicts between
users (Reid, 2003). Global changes also play a role
in influencing the planning of these areas for matters
such as perceptions of democracy, preferences for inti-
mate public participation, changes in society, universal
desire for effective plans and concerns about sustain-
ability of natural resource actions (Kraus & Curtis,
2000; McCool, et al., 2000). Thus, this call for plan-
ning processes to be based on dialogue and social
learning (Friedmann, 1973; Stankey, et al., 1999).
Local communities must participate in the decision
making process since in most cases these are the people
which are affected the most.

3 LOCAL COMMUNITY PARTICIPATION IN
PROTECTED AREAS’ PLANNING

The concept of local community participation can be
loosely described as the involvement of local peo-
ple in the process that relates to them. As stated
by Awangku Hassanal (2009) the word participation

implies how and to what extent people are able to share
their views, take part in an activity, project, program,
decision-making, policy-making and so on. Commu-
nity participation has been studied in various fields
such as health, environment, governance, rural and
urban development (Boyce & Lysack, 2012). The con-
cept and application of community participation has
been a central to many discussions especially concern-
ing its theory and its applicability in the real world.
Participation can occur in different shapes and forms.
According to (Singhal, 2001), participation can be
divided into six modes; co-option, compliance, consul-
tation, cooperation, co-learning and collective action.
The degrees of involvement for each mode range from
as token representative to local people setting their own
agenda in the process.

Community participation can have significant
impacts on projects and programs. This is because it
can make it more humane, more effective and more
sustainable (Chambers, 1999). This is especially true
in ecosystem sustainability as citizens or local com-
munity has the important functions in achieving the
key elements of sustainable development (McCoy,
et al., 1994). However, despite the known importance
of community participation in tourism development,
active participation is often hard to materialize.

3.1 Barriers to local community participation

Implementing effective local community participation
has been a challenge due to numerous reasons.A recent
study by Dogra & Gupta (2012) examined the bar-
riers to community participation in Sudhmahadev, a
tourist destination located in Jammu and Kashmir in
India.They found that the high cost of implementation,
limited capacity of local people and attitudes of pro-
fessionals are some of the reasons that hinder effective
participation. In addition, local community in the area
claimed that some of their demands with regards to the
development of the tourist destination were not heard
by the concerned authorities. This kind of approach is
very classic to many developing countries, especially
in a top-down political system where policy decisions
are made at top government level, the local community
will have to adapt to the changes made to the envi-
ronment around them. Other barriers to community
participation include community’s lack of informa-
tion and knowledge (Cole, 2006) and conflicting goals
among the stakeholders (McCool, 2009). Aside from
that, in many marginal communities, especially where
there has been a long history of colonization and/or
authoritarian rule, communities lack the confidence to
take part in the decision making (Cole, 2006; Timothy,
1999).

This agrees with Wang, et al., (2005) who stated
that local community lack of political will and afraid
of the contacts with government officials were reasons
behind lacking in participation. Local communities
often not ready to participate in the surrounding
tourism development and waited for the government
to make decisions for them. It was understandable
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since participatory decision making was not part of
the community culture therefore they did not see the
importance of it and certainly not concern about the
imbalance in decision making power. In order to instill
balance in the decision making process as well as
to ensure true participation by the local community,
protected areas planning system will have to change.

3.2 The Transactive planning approach

Literature has suggested that planning and manage-
ment of protected areas is in desperate need for a
different approach to tackle the impending problems
and conflicts occurs. Therefore, it is suggested that
the principles of Transactive planning be adopted in
this matter. Transactive Planning was proposed by
Friedman (1973). The fundamental approach focuses
on the target group from goal setting to various steps
in planning. The basic philosophy of this planning
approach is the inclusion of the people in the decision
making of the planning for whom the plan is being
produced (McAvoy, et al., 1991). Transactive plan-
ning works by forming a small group of participants
who shares their experiences and knowledge with the
planner. This will require face to face communication
and dialogue which eventually will provide a setting
for the participants to share and use the knowledge.
The process will bring together the professional plan-
ners and people who are most affected by the planning
decisions, where they will discuss on the focus of the
planning and the expected outcomes.

The Transactive planning model is based on com-
municative rationality and characterized by dialogue,
mutual learning, flexibility and recognition of many
forms of knowledge. It actually allows stakeholders to
develop mutual understanding of interests, share prob-
lem definitions, create ownership in the plan, nurture
trust, share agreement on the types and use of knowl-
edge and ultimately build relationships (Stankey, et al.,
1999).

4 PROTECTED AREAS MANAGEMENT IN
MALAYSIA SCENARIO

In Peninsular Malaysia, the Department of Wildlife
and National Parks (DWNP) is the body responsible
for the management of national parks and wildlife
reserves. Whereas, in Sabah, the parks are under the
jurisdiction of Sabah Parks and Forest Department of
Sarawak is the one responsible for managing parks
in Sarawak. DWNP is responsible for the planning
and implementation of various activities which con-
tribute to the long-term conservation of protected
areas and at the same time mitigating the conflicts
between human and the environment. In total, there are
about 38 identified protected areas managed by DWNP
which cover an approximate total area of 752,550 ha
(DWNP, 2010). 25 of these identified areas are clas-
sified as forest reserves. In the Malaysian Vision
2020 statement, there was a strong statement stressing

the need to protect natural resources while pursuing
economic development and that the land must not
be polluted for its own sake and for its economic
advancement (Abidin, 1999). This statement basically
entails that for whatever matter that development is
needed for economic viability of an area, maintaining
the environment and ecology should be an important
consideration as to ensure long term sustainability.
Malaysian has put efforts to implement sustainable
development with the adoption of Total Planning Doc-
trine, National Physical Plan and developing “Urban
Indicators” by theTown and Country Planning Depart-
ment (Dola & Dolbani, 2006). These plans guide local
practitioners in proper and acceptable ways to plan and
manage development. In addition, local authorities in
some states in Malaysia are also adopting the prin-
ciples outlined in Agenda 21 to promote sustainable
development in their jurisdictional areas.

4.1 Public participation in Malaysia

On the other hand, with regard to public participation
issues in Malaysia, Sharina, et. al (2011) indicated that
the issue with participation in resource management
are very crucial. It is believed that local community
participation is lacking due to insufficient education
and learning on conservation efforts. Conservation
based efforts required support from the local commu-
nity for success and this cannot be achieved if local
communities’refuse to participate. She further pointed
out that not enough researches have been conducted to
explore the potential for collaboration between local
community and the authorities especially in conserva-
tion moves in Malaysia. Most of the time, the extent
and effectiveness of this participation are not known.
Hairul (2008) investigation on the local community
participation in tourism development in Melaka city
also indicated the same findings. There was no seri-
ous involvement of the local communities in the early
development of the city. It was only beginning of 2000
when culture and heritage of Melaka started to get
recognition that government through their agencies
started to build relationship with the communities.
Even so, it was found that local communities still
have vague ideas about the overall goals of tourism
development (ibid, p. 103).

The examples of case studies above indicated that
the issue in local community participation is not
addressed accordingly. Participation is merely polit-
ically or economically oriented which will deprive the
mission to realizing sustainable development. Con-
siderable discussions in the past have focused on the
role of science in determining sustainability such as
providing information on costs of decisions, trade-
off between costs and so on however, science cannot
decide between what is right and what is wrong
(Moisey & McCool, 2008). Local community partic-
ipation is important in sustainability however despite
this admission, their local knowledge and traditional
values often not been taken into consideration in sus-
tainable decisions (ibid, p. 288). To create an effective
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management of public involvement and eventually cre-
ating a meaningful and successful local community
participation, it is critical to understand not only the
reasons for conflict but also the conditions that might
promote better cooperation with the local community
and this can only be achieved when the stakeholders
and natural resource managers have an understanding
on the nature and theory of public involvement includ-
ing the human dimensions of participation (McCoy,
et al., 1994).

5 HUMAN DIMENSIONS OF LOCAL
COMMUNITY PARTICIPATION

It is imperative in planning and management of the nat-
ural environment to ensure that the social science data
be linked to biological and physical science informa-
tion if the plan is to recognize the complex, interactive
role that humans play in natural systems (Bright, et al.,
2003). The knowledge obtains through the linkages of
information would provide a greater understanding for
the managers on the extensiveness of human interac-
tion with the natural world. It is fairly understood by
many people that the successfulness of protected areas
management relies heavily on the partnership between
the agency and local community. Good collaboration
actions can only be established through better under-
standing of the needs and wants of each party. Sharing
of roles and power is crucial and thus this requires
input from the locals in decision making. However,
even though public participation has always been the
subject of interest, its application in reality if often
being a little more than rhetoric.

5.1 Social dimensions

A sociology dimension in protected areas planning
and management can be further understood by look-
ing at three different perspectives. According to Flora
(2000), these perspectives are context, process and
impacts. Sociology looks at context where this relates
to policies where management is embedded, the rules
of each institution that is partner in management,
does each rules compliment or conflict with each
other and so on. The context can be further under-
stood with the inclusion of the dominant religious
groups’ beliefs, dominant political groups’ views and
opinions. These opinions and views often came from
organized communities of interest for example any
society or association existed within the community
apart from the common social characteristics such
as age, gender, education level and occupational dis-
tribution of the population. Sociology also looks at
process which refers to interactions among groups of
people. This implies interactions among the people
in the groups and also the interactions of manage-
ment and the groups. An example of this is how an
interaction can be beneficial towards successful coop-
eration between the groups and management? Impacts
on the other hand, relates to how behavior changes

as a result of something. For example, how a user’s
behavior change after him or her usage of the resource.
Social dimensions are important as it refers to individ-
ual skills, dedication, experience and eventually will
result in behavior (Cottrell, et al., 2005). Participation
in collective groups such as local community activi-
ties is described as one of the domains of social capital
(Forrest & Kearns, 2001) and believed were related
closely to one’s sense of community (Dempsey, et al.,
2009).

Socioeconomic dimension on the other hand relates
to factors such as occupation, income, age, education
status and so on. These factors can have significant
effects towards how people views and opinions on
something. As indicated by McCoy, et al., (1994),
the aspirations that people have on something such
as occupational and economic is referred to inter-
ests. An interest is the bottom line in developing good
communications; therefore the economic dimension is
particularly important in order to capture the human
dimensions of participation.

5.2 Institutional dimensions

In discussing institutions as one of the dimensions,
it is important to review the concept of institutional
in social science. Traditionally, institutional is under-
stood as organizations where studies usually look at
institutions influence issues such as political decisions,
political relationship or how it determines the eco-
nomic structure and economic behavior (Spangenberg,
et al., 2002). On the other hand, sociology takes a much
different approach towards conceptualizing the ideas
of institutional dimension. It looks at institutions from
the point of view of how it impacts and affects social
relationship and behaviors (ibid, p. 69).

Since institutions can be defined as a system of rules
governing interaction between its member (Cottrell,
et al., 2005), therefore the institutional dimension
would reflectd the idea on how participation is being
managed, mediated or strengthen by the management.

5.3 Cultural dimensions

Cultural part of participation would address peoples’
beliefs, norms and attitudes. Particularly for local com-
munities who live within protected areas, these areas
are part of their everyday life and practice of culture.
According to de Man (2003), culture is of particu-
lar relevance for the use of information in problem
solving. This is because culture shapes what peo-
ple think ought to be and secondly, the amount of
what solutions and remedies are acceptable in a given
problem-situation depends to a considerable extent on
cultural values (ibid, p.24).

This is taken to mean that culture hold strong
influence in how people view some solutions to cer-
tain problems and also guide how people determines
information needs to solve the problems.
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6 CONCLUSION

Human dimensions factors are now considered valid
in examining the success of parks and protected areas.
According to Charles & Wilson (2009), planning and
management of protected areas such as marine park
require that attention must be given towards examin-
ing not only the oceanographic or biophysical factors
but also on social, economic and institutional consider-
ations. The creation of parks and protected areas itself
lies in the context of societal and/or community objec-
tives, which inherently reflect human aspirations and
values (Charles, et al., 2009). Therefore, when con-
sidering the objectives of establishing protected areas,
biological and ecological goals must go along with
human-oriented goals such as the promotion of effec-
tive partnership that will contribute towards enhance
lifestyle for the locals. Public participation must also
allow for sharing of knowledge and information and
that extrinsic information been provided to the local so
they could participate effectively with enough knowl-
edge and understanding of the subject matters to them.
Local community participation is important in sus-
tainability however despite this admission, their local
knowledge and traditional values often not being taken
into consideration in sustainable decisions (Moisey,
et al., 2008).

The current research is motivated by the notion that
stakeholders such as park management and planners
must take the initiatives to know what values local
community holds towards the concept of public par-
ticipation. Like what have been mentioned earlier,
natural environment such as parks and protected areas
are developed not only with biological and ecological
aims but also include human-oriented considerations
which must address in planning and management as
well. In addition, literatures have asserted that col-
laboration between the stakeholders is necessary to
address these concerns. For that reason, this research
also intended to identify the possibilities to adapt the
principles of Transactive planning into a local scenario
in an attempt to promote collaboration between the
management and local community. The findings may
help to shed some understandings towards establish-
ing an effective public participation in protected areas
planning in Malaysian protected areas.
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ABSTRACT: Tourism is a traveling activity of an individual and away from his or her own environment.Various
studies have been done on examining the intention of destination visit, but however there are still limited studies
on the intention to revisit especially inAsia. Repeat visitation or revisit is a natural circumstance in mature tourism
destination and it serves as an important indicator in tourism industry as a country’s economy can be improved
with an increase in repeat visit rate. Tourism serves as an important contribution industry to Malaysia economy,
with significant receipts of RM56.5 billion in year 2010 and RM53.4 billion in 2009. The reason Melaka is
chosen because it is seen as one of the premier tourist destination in Malaysia and it has been recognized as
historical heritage by UNESCO. The number of tourist arrivals to Melaka has rise from 6 million in 2007 to 7.2
million in 2009. These figures show that Melaka is fit to play a role as benchmark to all tourism destinations in
Malaysia. Therefore, this study focuses on determining the influence of prior experience, promotion, authenticity
learning, and perceived value on the intention to revisit to Melaka. 168 survey responses were collected from
non-Malaccans university students which pursuing their study in Melaka by using convenience sampling method.
It is found that prior experience (β = 0.269, p < 0.05), authenticity learning (β = 0.023, p < 0.05), and perceived
value (β = 0.314, p < 0.05) significantly influence intention to revisit. The findings of this study provide an
insight to the tourism management on how to predict and improve the tourists’ intention to revisit to a particular
destination.

Keywords: Repeat visitation, revisit, tourism, Melaka

1 INTRODUCTION

The competition in international tourisms have
become rigid with new destinations emerge and the
increase numbers of destination being recognized by
heritage sites by UNESCO. One of the ways for mature
tourism destinations to gain the strength to compete is
through repeat visitation. Revisit is a natural circum-
stance in mature tourism destination whereby it serves
as an important indicator in tourism industry. A coun-
try’s economy can be improved with an increase in
repeat visit rate (Alegre and Cladera, 2009). Repeat
visitors are an established market which provides pos-
itive word-of-mouth reference to family and friends
(Reid and Reid, 1993; Lau and McKercher, 2004). Ter-
minology of Tourist Area Life Cycle explains that a
destination’s decline will arise when the tourist prod-
ucts are not updated and repositioned, and this will
happen when the destination has attained its stagna-
tion stage (Butler, 1980). In order to enhance repeat
visitations to a destination, it is important to recognize
the determinants of the intention to revisit so that these
variables can be studied and improved.

This paper studies circumstances in one of the
district or state in Malaysia, a South East Asia coun-
try in which tourism activities serve as an important

contribution to its economy. Tourism Malaysia had
recorded a receipt of RM 53.4 billion and an arrival
of 23.6 million visitors in year 2009, and a receiving
of RM56.5 billion with 24.6 million visitors in year
2010. In Malaysia, Melaka is seen as one of the pre-
mier tourism destination with the number of tourist
arrivals to Melaka had risen from 6 million in 2007
to 7.2 million in 2009 (Jantan, 2010). It is also being
recognized as historical heritage by UNESCO. There-
fore this shows that Melaka is eligible to represent as
benchmark to tourism destinations in Malaysia.There-
fore the main objective of this study is to examine
the relationship of these variables on the intention to
revisit to the selected city, Melaka by focusing on non-
Malaccans university students who are pursuing their
study in Melaka.

2 DETERMINANTS OF REPEAT VISITATION

Many of the studies on the intention to repeat pur-
chases, or repeat visitation have focused on the influ-
ences that define this intention. Alegre and Cladera
(2009) mentioned that the factor that is often recom-
mended is a satisfactory prior experience. In marketing
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literature, prior experience is explained as the knowl-
edge or information that consumers obtain after expe-
riencing something, and positive prior experience has
a positive influence on post purchase behavior (Cronin
and Taylor, 1992). People will most likely choose not
to revisit again unless that particular destination gives
an unforgettable experience to them (Woodside and
Lysonski, 1989).

Prevailing theory explains that satisfactory prior
experience will lead to word-of-mouth recommenda-
tions or even an intention to visit to a destination
(Brady and Robertson, 2001). Studies done by Alegre
and Cladera (2006), Um et. al., (2006),Yoon and Uysal
(2005) and Petrick (2004a) show that tourist satisfac-
tion and prior experience has a positive influence on
tourists’ return visit to a destination which can be
explained that tourist might revisit to a destination
because it is seen as less risky (Oppermann, 1998).
Therefore, this leads to the establishment of the first
proposed hypothesis for this study to assist Melaka in
deciding whether to or not to focus on prior experience
to enhance their repeat visit rate:

Ha1: There is a relationship between prior experi-
ence and intention to revisit to Melaka among
Melaka’s university students.

Promotion is widely used in tourism industry and
it is found persuasive in encouraging existing and
prospective tourists to visit a destination (Heath
and Wall, 1992). Promotional strategy plays an impor-
tant role as one of the key marketing mix in growing
the number of visitors. In marketing literature, Micro
Model of Consumer Responses explains that promo-
tion can influence the formation of CAB (cognitive,
affective, and behavioral) among consumers or tourists
in this study (Lutz, 1991; Eagly and Chaiken, 1993).
The model assume that consumers pass through a con-
scious mental thinking stage (cognitive), unconscious
emotional stage (affective) before they take an action
(behavioral). Promotion is effective in influencing the
affective stage whereby the incentives given to tourists
will help to create interest and desire to take an action,
which is to revisit.

Tourist characteristics such as income level and age
will influence tourists on how to spend for their trav-
els (Qu and Lam, 1997) and Song et. al. (2003) added
that cost of travel appears to be one of the impor-
tant influences towards Hong Kong’s tourism demand.
This shows that promotional programs are important
to serve as a trigger for these tourists to repeat their
visit to destination that they had visited. Therefore,
this leads to the establishment of the second proposed
hypothesis for this study to assist Melaka to examine
whether promotion is effective in enhancing tourists’
repeat visitation:

Ha2: There is a relationship between promotion and
intention to revisit to Melaka among Melaka’s
university students.

Travelers are showing increase interest in educa-
tional experience while vacationing. Learning has

turned out to be one of the several main concerns
in the motivation to travel (Waitt, 2000) with tourists
seek to experience, learn, and absorb the destination
population’s lifestyle, heritage, arts, industries, and
leisure pursuits. Boyd (2001) stated that there is a close
association between learning and authenticity and the
methods of learning among the tourists include muse-
ums, visitor centers, on-site displays, on-site literature,
and even information pamphlets.Thus, one of the main
purposes of repeat visits is to enjoy the atmosphere
and environment of the destination (Freytag, 2007).
It is important for mature tourism destination such
as Melaka to examine the influence of authenticity
learning on the intention to revisit:

Ha3: There is a relationship between authenticity
learning and intention to revisit to Melaka
among Melaka’s university students.

A tourist’s perception towards a destination deter-
mines the successfulness or failure of the particular
destination’s tourism activities (Formica, 2002; Kozak
and Rimmington, 2000). Tourists, who perceive pos-
itively on a destination, serve as “information chan-
nels” that indirectly connect all their friends, relatives,
and other potential travelers to a destination (Reid and
Reid, 1993).These indirect connections play important
role in reducing uncertainty to tourists (Oppermann,
1998) and increase the perception of tourists towards
the value of a destination. Moncroe (1990) stated that
a trade-off appears in between the cost of traveling
and the benefits that tourists gained through their vis-
itations. Therefore the fourth hypothesis is developed
to help Melaka Tourism to examine the influence of
perceived value on tourists’ intention to revisit:

Ha4: There is a relationship between perceived value
and intention to revisit to Melaka among
Melaka’s university students

3 RESEARCH METHODOLOGY

Focus group was conducted among undergraduate
and postgraduate students with appropriate guidance
of relevant literature to identify the four main inde-
pendent variables of this study: prior experience,
promotion, authenticity learning, and perceived value.
These independent variables were then being further
discussed to determine its influence on repeat visita-
tion to the selected tourism destination, Melaka. After
that, descriptive research was carried out to obtain data
for further analysis and to explain the relationships
and influences of the four independent variables on
the intention to revisit. A total of 168 students were
intercepted in universities in Melaka to participate in
this study as all of the students fulfill the condition
of ‘visited to Melaka at least once’ and able to repre-
sent the entire population of Melaka visitors on related
characteristics to exact extend of information for this
study.
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Table 1. Variables grand mean descriptive statistics.

Mean Std. Dev.

Prior experience 4.45 0.78
Promotion 4.08 1.05
Authenticity learning 4.43 0.69
Perceived value 4.41 0.76

4 DESCRIPTIVE STATISTICS

The variables were measured based on multi-item
scales where each variable consists of more than 5
items. All the items then combined to measure the 4
independent variables in a consistent manner. The 6-
point Likert ranging from strong disagree (point-1) to
strongly agree (point-6) was applied to avoid neutral
opinion given by respondents.Table 1 shows the means
and standard deviations for all the 4 independent vari-
ables in this study. The variable with the highest mean
is prior experience which is 4.45, followed by authen-
ticity learning with 4.43, perceived value with 4.41,
and promotion with 4.08.The results (means more than
neutral point of 3.5) show that most of the respondents
have perceiving positively on the prior experience, pro-
motion, authenticity learning, and the value of tourism
in Melaka.

5 HYPOTHESES TESTING AND PREDICTION
PATRON INTENTION

The dependent variable intention to revisit was
regressed on all the independent variables and it was
found that all four independent variables fulfill the
independence assumption which these variables were
statistically independent and uncorrelated with one
another. The probability level was set at p(0.05) indi-
cating 95% confidence in explaining the dependent
variable.

Stepwise multiple regression method was applied
from SPSS software to narrow down the set to a smaller
number of statistically significant variables. Only three
significant variables were entered in the analysis: prior
experience, authenticity learning, and perceived value.
On the other hand, the promotion variable was elimi-
nated due to the significant value was more than 0.05
probability level. Therefore hypothesis Ha2 was found
not supported by the result and it concluded that there
is no relationship between promotion and intention
to revisit to Melaka among Melaka’s university stu-
dents. According to Table 3, the F value is 59.64 with
a significant value of 0.000. The F test is found sig-
nificant and it shows that the linear relationship does
exist. Therefore further regression analysis will not be
abandoned. The R square reveals how well the straight
model fits the scatter of points, and the higher the R
square value the better is the straight line fits to the
elliptical scatter points. Thus, the 0.522 R square value
is considered moderate, and it shows that 52.2% of

Table 2. Model summary.

R Adjusted R Std. error of the
R square square estimate

0.722 0.522 0.513 0.69041

Table 3. ANOVA.

Sums of Mean
T squares Df square F Sig

Regression 85.287 3 28.429 59.641 .000
Residual 78.174 164 .477
Total 163.460 167

Table 4. Coefficents.

Unstandardized Standardized
beta beta Sig Correlation

(Constant) −0.218 .553
Prior 0.342 .269 .001 .629
experience
Authenticity 0.317 .222 .011 .633
learning
Perceived 0.412 .314 .001 .674
value

the overall factors that might influence the intention to
revisit to Melaka are explained by the prior experience,
authenticity learning, and perceived value variables.

Hypotheses Ha1, Ha3, and Ha4 were found sup-
ported with the result in Table 4 shows that significant
values for perceived value (p = 0.01), prior experi-
ence (p = 0.01) and authenticity learning (p = 0.11)
are all lower than the probability level which was
set at p (0.05). Hence this explains that there are
relationships between the independent variables (per-
ceived value, prior experience, and promotion) with
the dependent variable- intention to revisit to Melaka
among Melaka’s university students. Perceived value
(β = 0.314, p < 0.05) emerged as the most impor-
tant determinant on the intention to revisit with the
largest absolute value of standardized beta coefficient.
Besides that, correlations for all variables are found to
be above 0.6, and this explains that all independent
variables are having strong and positive correlation
with the dependent variable. A concise predictive
model is found with the values for constant (depen-
dent variable) is −0.218, perceived value’s beta 0.412,
prior experience’s beta 0.342, and authenticity learn-
ing’s beta 0.317. Thus the regression equation is found
to be:

Intention to revisit = −0.218 + 0.412 (perceived
value) + 0.342 (prior experience) + 0.317 (authentic-
ity learning)
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6 MARKETING DISCUSSION AND
RECOMMENDATION

Prior experience is found significantly influencing
Melaka university students’ intention to revisit to
Melaka. The result is found supported by Sara et.al.
(2009), Brady and Robertson (2001) which can be
explained as positive experiences contribute to a sat-
isfaction level which then plays significant roles in
motivating tourists to revisit to a destination. Accord-
ing to the result of this study, it is advised that
the management of tourism destination to focus not
only on the tangibles but also on intangible variables.
According to Alegre and Cladera (2009), decision
makers are encouraged to put more efforts in improv-
ing and updating the “product on offer” just to increase
satisfaction levels. However, besides focusing on these
tangibles, tourists’satisfaction relies heavily on a num-
ber of variables such as hospitality factors and the
quality of the environment (Alegre and Cladera, 2009),
the level of safety and comfort, services, and the
environment provided by the destination (Essam and
Jacqueline, 2005). In the context of revisit, the intan-
gibles appear to be playing a more important role
comparing to the tangibles. A tourist which visited
a destination is assumed that he is having sufficient
information and knowledge on the destination and the
main purposes of his or her repeat visits is explained
to re-enjoy the atmosphere and environment of the
destination (Freytag, 2007; Poria et. al., 2006). These
positive prior experiences given by the intangible vari-
ables are serving as intrinsic cues to tourists, and
causing them to feel comfortable and see it as less
risky (Oppermann, 1998) to choose these destinations
to revisit.

The result of this research also shows that authen-
ticity learning significantly influencing Melaka uni-
versity students’ intention to revisit to Melaka. Linda
and Beverly (n.d) stated that tourists’ revisits to a des-
tination are mainly caused by the reason of learning
experience which helps in personal growth. In the con-
text of consumer behavior, decision made for choosing
a destination for visitation can be explained by the
two Learning Theories: Cognitive Theory and Stimu-
lus Response Theory. Richard et. al. (1997) explained
that a destination is chosen for Perceived value is found
to be the most important predictor to intention to revisit
among Melaka university students. Reid and Reid
(1993) explained that positive perception on the value
of a particular tourism destination will serve as “infor-
mation channels” that indirectly deliver the infor-
mation to potential travelers to a destination around
them. These positive values assist in reducing uncer-
tainty to tourists (Oppermann, 1998) and increase the
chances of choosing these visited ‘positive-value’des-
tinations to revisit. For those destinations which are
perceived negatively by the tourists, the visits can be
considered purely as economic sacrifice and these des-
tinations will be immediately eliminated from the list
of alternatives of destination to revisit. Therefore, the
decision makers for tourism destination are strongly

encouraged to enhance the values offered by their
tourism destinations. The benefits that the tourists
gained through their visitation must be always higher
than the costs that they paid which is being inter-
preted by most of the marketing literatures as ‘value
of money’. In the context of consumer behavior, per-
ception towards a particular product or destination can
be explained by the process of an individual places his
or her own meanings to stimuli that received through
the five senses of humans. This means that the per-
ceptual process begins with sensory input. Thus, the
decision makers are advised to focus on improving the
tourists’ experiences on visuals, sounds, odors, tastes,
and textures of destination, with conditions that the
improvement must meet the absolute threshold- the
lowest level of input to be detected by sensory recep-
tors of tourists. These improvements will then being
served as cues to tourists to judge the quality and to
create confidence on a particular destination.

However, promotion variable is eliminated from
the regression analysis due to the significant value
is more than 0.05 probability level. This shows that
promotion does not have significant influences on the
intention to revisit to a particular tourism destina-
tion. The result is found conflicting with most of the
marketing literatures that stated promotion has direct
influence on repeat visit. However, this result can be
explained by Mohamed (2007) which stated that pro-
motion does have influence on an intention to visit but
not revisit. Promotion will only be effective on revisit
if it is supported by the quality of the destination such
as the level of service. Consumers are changing as
now they are better informed. Internet enables them to
search for information and do not just rely on infor-
mation provided through advertisements. Statements
from Lin and Lin (n.d) also supported this result by
stating that consumers spending and repeat visits do
not have significant relationship with promotional ele-
ments such as sales promotion. Sales promotion is only
a temporary incentive given to consumers to induce
subscriptions, which Lin and Lin (n.d) described as
good only for first trial consumers but not repeat
consumers. Therefore, promotion in terms of adver-
tising and sales promotion are found ineffective in
influencing tourists’ intention to revisit to a particular
destination.
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Product development and sustainable rural tourism: The case of
Kilim Geopark, Langkawi
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ABSTRACT: Environment-related products and activities in the tourism industry are popular among visitors
to Malaysia. Island tourism is highly dependent on local environment. Providing tourists with products that
offer them a real feeling about the local environment is one of the important factors for tourism to succeed.
To be sustainable, tourism-product development must meet the customers’ needs. To contribute to the growing
body of knowledge on sustainable tourism, it would be useful to explore on the ecotourism-related products and
activities offered by Kilim Geopark in Langkawi, Malaysia. A wise use of the destination’s cultural and natural
resources will attract tourists and ensure the industry’s long-term profitability. Langkawi has been acknowledged
as Geopark site by UNESCO since 2007 and Kilim Geopark is one of Langkawi’s attractions. By using a
qualitative approach, this paper discuss on the ecotourism product development offered by local community in
Kilim.

Keywords: Product development, sustainability and eco-tourism.

1 INTRODUCTION

Tourism and particularly ecotourism in developing
countries is enriched with natural and cultural capital
and often be touted as a sustainable source of revenue
for indigenous and rural communities (Briedenhann
and Wickens, 2004; Chambers, 2000; Mowforth and
Munt, 1998; Ponting, 2001; Schilcher, 2007). Tourism
commonly helps to bring developing countries and
even local communities into the global economy
(Azarya, 2004; Hall, 1998; Russell and Stabile, 2003;
Schilcher, 2007; Wood, 1997). Fundamentally, many
literatures reveal that ecotourism is a growing seg-
ment of tourism (Meric and Hunt, 1998; Wight, 2001)
which contributes to local’s environment, social and
economic.

Ecotourism is usually linked with natural resources
and environment conservation. In fact, ecotourism,
nature tourism, and sustainable tourism are often used
interchangeably, even though these are distinct forms
of tourism (Nepal, 2002). For example, the term eco-
tourism is not as widely used in Europe as elsewhere
in the world whereby the term sustainable tourism
is preferred, and is applied by the EU (Blangey and
Vautier, 2001). Prior to that, ecotourism defined by
the International Union for the Conservation of Nature
and Natural Resources (IUCN) (Ceballos-Lascurain,
1993) and endorsed by Ministry of Culture, Arts and
Tourism in Malaysia (MOCAT) can be underscored as
‘environmentally responsible travel and visitation to
relatively undisturbed natural areas, in order to enjoy
and appreciate nature, that promotes conservation,

has low visitor impact and provides the beneficially
active socio-economic involvement of local popula-
tions’ (MOCAT, 2000). Malaysia is known to have a
wide range of natural flora and fauna as it is situated in
the tropical rainforest climate (Kamri, 2011). Accord-
ing to the census conducted in 2002, it was estimated
that the nature-based tourism was the fastest grow-
ing segment of tourism in Malaysia with 35% growth
per year and constituting 10% of tourism in Malaysia
(WTTC, 2002).

Ecotourism, as a component of sustainable tourism,
has caught the attention of many professionals
and community leaders throughout the world
(Mohd-Dahan et al., 2010). In addition, ecotourism
can be regarded as a holistic experience-based prod-
uct that has clear ecological, cultural and geograph-
ical identity, often in wilderness settings and pris-
tine areas, offering a sense of closeness to nature
(Holden and Sparrowhawk, 2002) and local com-
munities (Ayala, 1996). Somehow, Backhaus (2003)
affirms that Malaysia has a great potential in promot-
ing nature tourism and ecotourism. Indeed, the Seventh
Malaysian Plan is designed to boost the country’s
tourism industry by popularizing the country’s con-
siderable natural attractions (Sadi and Bartels, 1997).

In June 2007, Langkawi Island has been recognized
as UNESCO Global Geoparks Network by UNESCO.
“Blueprint Langkawi” is an initiative taken by LADA
to develop Langkawi Island with the target to be listed
as the top 10 popular world island destination in 2015.
This island is targeted to be emerged as the main attrac-
tion for high-end tourism development in Malaysia.

471



By offering the best product and infrastructure, the
high end tourist destination will generate high return
to society. The re-branding of Langkawi as ‘Geopark
Island’ has been the main attraction to be exploited
by the government. Blueprint Langkawi states, overall
LADA targeted to reach 3.8 billion number of tourist
by 2015.

The whole 99 islands of Langkawi represent
Langkawi Geopark. Langkawi is a group of islands that
showcases the oldest rock formation in the region with
a unique and various form of granite. The 99 magical
islands in Langkawi are devided into 3 conservation
areas that are:-

a) Machinchang Cambria Geoforest Park
b) Kilim Karst Geoforest Park
c) Dayang Bunting Marble Geoforest Park

According toAbdul Ghani (2010), Langkawi Island
is the first geopark in Malaysia and Southeast Asia
and the first 99 island geopark. In its modern history,
Langkawi has been developed primarily for tourism.
Towards achieving the top rank of global geoparks,
Langkawi Geopark has seen great progress in term
of physical infrastructure development, networking,
and collaboration. Activity programs and promo-
tional materials have been developed to popularize
Langkawi.

One of the popular geopark destinations in langkawi
is Kilim Geopark. This geopark is popular for its
mangrove forest. The development of Kilim as geop-
ark attraction has increased its maximum capacity.
The coming of tourist reached 6 million in the year
2011 and this is a sudden increase from the previous
years. It is a question whether the local infrastruc-
ture and people can accommodate to the development
or not because if the development is too much, it
will destroy the natural environment. In Blueprint
Langkawi (2011), the government already posed their
concern on the issue of sustainability in Kilim. Among
the LADA’s concern is to ensure the responsibility of
the local people and tourist where they have to be sen-
sitive and follow the regulation. The main concern of
the government is to ensure long term of tourism devel-
opment can be benefited by local people. In relation
to the above discussion, the objective of this paper is
to discuss the geopark attraction and satisfaction level
of tourist visiting Kilim.

2 GEOPARK ATTRACTION

With tourism development, the local people have
golden opportunities to offer services or sell products
(Dickman, 1992; Rogerson, 2004) to either local or
foreign tourists (Othman and Rosli, 2011). To asso-
ciate, Kotler (1984) relates tourism products to all
activities that involve marketing. On the other hand,
Medlik and Middleton (1973) define “tourism prod-
ucts” as all service and interest activities related to
tourism. Obviously, the scenario is similar and also
happened in the sector of ecotourism. In this case,

tourism products include the service offered to visitors
(experiential consumption), local food production, tra-
ditional crafts and other small / medium enterprises.
These criteria are also in consistent with the classifica-
tion made by Kim and Baum (2007) that delineates ser-
vice and experience as products offered in ecotourism
industry. This situation gives indirect economic
enhancement towards local residents in rural areas.

According to Keever (2010), Geopark are those spe-
cial places across the Earth that not only preserve
our geo-heritage but also use it for the sustainable
development of local communities. A more recent
understanding of the idea and vision of geopark has
opened the window for a more innovative interpre-
tation of the meaning of geopark, which include a
development tool or branding of the area, taking into
consideration of balancing between nature-cultural
conservation, geo-tourism and local community well-
being. Within the conservation target, the emphasis
is given not only to protect geo-heritage sites, but it
encourages the biodiversity and cultural heritage to
be conserved in an integrated manner. Most impor-
tantly, local community is becoming more engaged
and participating in the development of geopark, thus
able to take the opportunity to enhance their economic
activities (Ibrahim Komoo, 2010)

Geotourism comprises the geological elements of
‘form and process’ combined with the components
of tourism such as attractions, accommodation, tours,
activities, interpretation and planning & management
(Dowling, 2010). The introduction of geotourism as a
special tourism product has also triggered the popular-
ized of knowledge or education-based tourism which
promotes higher income economy and lower impacts
to natural resources. Thus, the governance relation-
ships should get all the stakeholders involve in plan-
ning, directing, coordinating and organizing strategies,
policies, activities and programmes concerning the
usage and conservation of heritage resources in the
geopark (Chan et al., 2010).

3 METHODOLOGY

Focus group interview session has been conducted
in the month of March 2012 in Kilim. The respon-
dents involved are the top management of Koperasi
Komuniti Kg Kilim Langkawi Berhad (KKKLB) and
few members who consist of the boat owner and
businessman who rent the business premises. The
interview session took over for 2 hours and it has been
attended by few researchers. The session has been tape
recorded and transcribed. Then the content analysis
conducted for the purpose of analyzing the data.

4 ANALYSIS

4.1 Background of Kilim

Originally developed as a fishing village, majority of
the community here earn a living as fisherman. The
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first community association in Kilim was initiated by
fisherman which known as fishing association since
1998. According to the interviewee, the involvement
of local community especially fisherman in tourism
started in 1998-1999. During that time, boating ser-
vices to tourist only been offered by individual boat
owner. “It was very difficult for the local community
to accept the reality that the mangrove forest can be
turned to be something valuable for community”, com-
ment the headman of Kilim. Furthermore, the initiative
has not been given a full support due to communica-
tion difficulties facing by the boat owner or boatman
and lack of promotion.

The improvement of services offered can be
seen after Langkawi Development Authority (LADA)
effectively promoting Kilim in the year 2000s. LADA
which is under the Ministry of Finance exist with a
mission to develop Langkawi as a popular tourism
sport. With the help from LADA, Kilim Coopera-
tive Society known as Koperasi Komuniti Kg Kilim
Langkawi Berhad (KKKLB) has been established to
conduct business activities with certain income. By
then, local communities started to take advantage
from the tourism development and many boat owners
started to operate as boat businessman. The build-
ing for the KKKLB operation has been donated by
LADA together with the jetty facility and few busi-
ness premises. This building was surrendered and is
currently under the management of KKKLB.

4.2 Eco-tourism product development

The main interest of tourists visiting Kilim is to enjoy
the speed boat, rather than enjoying the beauty of
nature. “Normally tourist will only follow our ready
package such as visiting the fish cage, bat cave, eagles
feeding and visiting the mangrove forest. For example
tourist from Thailand, they do not appreciate nature
and they does not like bat cave because of the bad
smell, while tourist from Middle East is more con-
cern about their privacy and will be more satisfied
if they can take the fastest speed boat” Said one boat
operator. “Tourists from Middle East prefer privacy
and they do not like to mix with others. They are the
most demanding customer because they can afford to
pay the service. Normally they will take the boat only
for two people and they want to experience taking the
fastest speed boat. However the headman expresses
his concern by mentioning that “This is in contrast to
our principal where we are more concern about the
environment and would like to see minimum erosion”.

The respondents’ are in view that most of tourist
does not appreciate nature. According to the headman,
we are supposed to take care of the nature as for the next
UNESCO’s assessment. “Previously, we have received
a complaint during the assessment on the uncontrolled
speedboat which can damage the mangrove forest”
said the head of KKKLB. Besides that they are also
concern about erosion problems which affected by
over capacity of people and tourism activities along
the river.

Nevertheless the economic benefit to the local peo-
ple needs to be enhanced. In planning, there are many
new attractions will be introduced in Kilim. The future
tourism product and activities has been proposed to
LADA. “In future they will be a new building and
infrastructure in Kilim. Many new places of attraction
will be open such as a new area for sun bathing, watch-
ing monitor lizard and other few packages. But in order
to implement this, we will need to offer them more than
two hours boating trip but at the same time, sustain-
ability of these areas will be our main concern” said
one of the committee member of KKKLB. Besides that
KKKLB has put an initiative to develop new attraction
such as homestay business that will be provided with
the cooperation from LADA. This is to get people to
stay longer and spend their money in Kilim.

Having ecotourism activities is very much related
to sustainability issue. According to the headman, we
are supposed to take care of the nature as for our next
UNESCO’s assessment. However they are many phys-
ical issues such as the erosion problems due to over
capacity of people and the depth of the river.According
to the KKKLB committee, “Earlier, we have already
discussed this matter with LADA and Marine Depart-
ment. However they cannot stop the speedboat activity.
Forestry department is sympathized about the dam-
ages done on the mangrove forest. One day, maybe
we need to restrict the entry whereby only boat with
special permit can enter the mangrove route”. Their
concern is very much related to next four years’assess-
ment done by UNESCO. “If we do not protect the
mangrove, there would be no more mangrove forest
due to too many speed boats” but again he admitted
that the responsibility to protect the forest falls under
individual’s responsibility.

5 DISCUSSION

Ecotourism based product and activity attractions have
been very popular among local and foreign tourist vis-
iting Kilim.The tourism product development of Kilim
is a part of effort taken by local community and LADA.
The strength of natural resources combines with geo-
logical attraction help to flourish Kilim as an important
tourist destination in Langkawi. Started in the late
1990s, today, the local community association has
been given a mandate by LADA to manage the building
premises and jetty infrastructure in Kilim. Until now,
Kilim river has been popularly acknowledged with
its boating activities. However, from the interview, it
shows that product development in Kilim Geopark
has the potential to be further explored and devel-
oped. More geo-tourism activities will be introduced in
future to support the growth of tourism development
such as introducing more interesting venue, accom-
modation facility and offering additional new tourism
activities.

Currently, the main product development offered in
Kilim is based on natural resources such as experience
mangroves attractions eagle feeding and visiting fish
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cage, and bat cave. But different tourist has different
perceptions and preference. Besides having to compete
with a few famous attraction of Langkawi that are cable
car at Machincang Geopark and duty free shopping,
the community sees an improvement needs to be done
in Kilim. The tourist’s preference need to be studied
and the different choices of product could be offered
for those who less interested in boating services.

The majority of main targeted tourist was from Mid-
dle East countries. Many of them for example from
Bahrain, Turkey, Iran and Saudi Arabia prefer to spend
their time traveling across Sg. Kilim using private
rented boat. They can afford to pay more for their own
convenience and satisfaction. Even their presences
are significantly contributed to higher income of boat
operators but they are less concern on environment.

The influx number of tourists also helps in gener-
ating income to the local people who involve in small
scale businesses such as food, handy craft and transport
services. However, the level of carrying capacity needs
an intention. Besides an intention given in attract-
ing more tourist, the issue on geo-park preservation
has been seriously consider in ensuring sustainable
tourism.The move to protect the environment is among
the major concern of the head of Kilim cooperative
society and LADA.

However it has been noticed that the current eco-
tourism product development has brought an erosion
problem and give a negative impact on the sustain-
ability of mangrove forest. This situation calls for
awareness of all people at all levels to seriously
thinking about sustainability of tourism development.
LADA (2011) has clearly indicated the government’s
determination and effort in maintaining the status
given by UNESCO. Various plans have been drawn up
and several laws have been enacted in order to ensure
Langkawi could be among the 10 best islands in the
world by 2015.

6 CONCLUSION

Ecotourism has been recognized as one of the signif-
icant tourism product development in Malaysia. The
beauty of natural resources can provide a positive
vehicle to increase the economy of local commu-
nity. Kilim Geopark is famous with historical heritage
aspect which is the oldest rock formations in the world.
Besides that, many other activities have been planned
by the LADA and local community to fully commer-
cialize Kilim. However the concern on sustainability
should not be ignored.Awareness on the importance of
sustainability should be emphasised if Kilim Geopark
needs to be continuously maintained as a Geopark
world heritage.
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ABSTRACT: The tourism sector in Malaysia has reached a growth rate of 30 per cent annually. As a well-
known ecotourism destination in the region, the homestay programme has become increasingly important for
the development of community-based tourism. In Malaysia, the Ministry of Tourism and the Ministry of Rural
and Regional Development have been promoting the homestay programme to enhance the quality of living of
local hosts. The focus of this study is to explore the compatibility of homestay programmes with sustainable
community development.
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1 INTRODUCTION

Tourism has become increasingly important to local
communities who participate in homestay pro-
grammes. As stated by the Ministry of Tourism,
Malaysia (MOTOUR), the tourism sector is the second
largest contributor to national income after manufac-
turing. The growth in this sector is evident in the
increasing number of tourist’s arrival of 24.7 mil-
lion and tourist receipts of RM 58.3 billion in 2011
(Tourism Malaysia, 2012). Tourism industry is one
of the 12 New Key Economics Areas (NKEA) listed
in the Economic Transformation Programme (ETP).
According to the Tourism Transformation Plan 2020,
the industry targets 36 million tourist arrivals and
RM168 billion (USD$48 billion) in tourism receipts
by 2020. Hence the highly competitive environment
in tourism sector needs enhancement in competitive
advantage to ensure its sustainability. This paper is
based on a preliminary study on sustainable commu-
nity development through the homestay programme.
We interviewed officers from governing authorities
and several homestay operators. Local residents who
operate homestay facilities are required to register with
the Ministry of Tourism (MOTOUR). Unfortunately,
there are many unregistered homestay operators who
may not be following the stipulated guidelines and
procedures. Sample data of interviews include two
homestay managers from Selangor, one of which is not
registered with the ministry. Thus, the main objective
of this study is to establish some database pertaining
to the number and kind of activities run by selected
homestay programme and its challenges, in relation to
the sustainability of community development.

2 HOMESTAY AND SUSTAINABLE
COMMUNITY DEVELOPMENT

The definition of sustainable community development
parallels with the definition of sustainable devel-
opment by Jeffrey and Luloff (1999). Community
development is a process designed to create condi-
tions of economic and social progress for the whole
community with its active participation. Meanwhile,
sustainable communities meet the economic needs
of their residents, enhance and protect the environ-
ment and promote development in local communities.
According to the United Nations Environment Edu-
cation Programme (UNEP), a sustainable tourism
development should optimize the use of environmen-
tal resources while preserving the natural heritage and
biodiversity. It is important to respect and maintain the
local cultural integrity of the host community through
conserving the living cultural heritage.

This may ensure sustainable and equitable eco-
nomic operation, employment opportunities and social
services to local community while contributing to
poverty alleviation. Similarly, Wood (2002) notes that
a well-designed tourism programme should incor-
porate conservation of biodiversity that sustains the
well-being of local people, interpretation or learn-
ing experience, responsible action on part of tourist,
delivery to primarily small group by small scale busi-
ness, conservation of non-renewable resources and
focus on local participation, ownership and business
opportunities particularly for rural populations.

In Malaysia, the villages that participate in home-
stay programmes are located in rural areas and some
programmes have been established for more than 16
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Table 1. Homestay total income and tourist arrivals in
Malaysia.

Tourists arrival

Year Income Domestic Foreign

2011 15,736,277.60 195,324 59,657
2010 12,407,227.90 147,346 49,126
2009 10,920,877.90 130,038 31,523
2008 6,393,676.63 68,416 23,117
2007 4,923433.30 45,354 20,361
2006 2,065,980.34 21,795 10,038

Source: Industry Development Division, MOTOUR (2012).

years. Homestay programmes remain a slow-growth
market even though various incentives are offered
to the homestay operators by the government, Ismail
(2010). Many of these homestay establishments find
it difficult to sustain. Small and rural communities
are often viewed as dependent, weak and lacking
in resources to help themselves (Gossling, Hansson,
Horstmeier and Saggel, 2002). Local communities
who view tourism development as not benefiting them
always play minimum role and have less incentive to
participate, Gezici (2006).

Previous studies done on homestay programmes in
Malaysia focus more on measuring the satisfaction
level for tourists with regards to the services pro-
vided by homestay operators (Ismail, 2010; Amran,
2004; Fazliana, 2004; Julaili, 2001). Others exam-
ined the performance of homestay programmes (Jabil,
Siti Asma’, Munir and Sharmini, 2011; Ismail, 2010;
Yahaya, 2004) and local community participation
(Ismail, 2010; Kalsom et al., 2006). However, there
is little research relating to sustainability community
development through homestay programmes.

3 PRELIMINARY FINDINGS

3.1 Homestays in Malaysia

The tourism industry in Malaysia records an annual
growth rate of 30 per cent. In 2011, total income
generated has increased by 26.8 per cent to
RM15,736,277.60 since 2010. The number of tourist
arrivals has also increased by 29.8 per cent to 254,981
from the previous year. Total income and tourist
arrivals for the last six years are shown in Table 1.

To diversify the tourism facilities as alternative
accommodation for tourists, the Ministry of Tourism,
Malaysia introduced the Homestay Programme in
1988, which was officially launched at Desa Murni,
Kerdau, Temerloh, Pahang in 1995. The Homestay
Programme is under the Rural Tourism Master Plan,
with the objective to encourage the rural community to
participate in the tourism sector. Currently, more than
3,211 homestay operators in Malaysia are registered
and approved by the Ministry of Tourism. As shown in
Table 2, the total number of 150 homestay coordinators

Table 2. Number of registered homestay coordinators and
operators in Malaysia.

Year No. of coordinators No. of operators

2011 150 3211
2010 139 3005
2009 141 3283
2008 146 3034
2007 135 2533
2006 116 1939

Source: Industry Development Division, MOTOUR (2012).

Table 3. Number of participants for the basic homestay
course.

Year No. of series No. of participant

2011 6 221
2009 7 203
2008 14 591
2007 11 477

Source: INFRA (2012).
Note: Data for 2010 is not available.

in 2011 is a 7.9 per cent increase from 139 homes-
tay coordinators in 2010. Homestay coordinators refer
to the total number of homestay establishments in
Malaysia, whereas homestay operators are local hosts
participating in homestay programmes. Unfortunately,
there are many homestay operators who are not reg-
istered and operate their homestay facilities without
following the guidelines and procedures stipulated by
the ministry. To date, there are an estimated 900 unli-
censed homes or budget hotels using the homestay
status in the country (MOTOUR, 2012).

Registered homestay operators must fulfil the regis-
tration requirements, such as a minimum of 10 homes
per homestay, accessibility in terms of transportation
and communication, act-and-think tourism attitude,
optimum levels of cleanliness and safety, and com-
munity activities that involve traditional games and
introduction to local culture. Besides, the operators
also must attend a basic homestay course and par-
ticipate in a practical homestay experience. Having
fulfilled these conditions, the operators’ homestay
will be inspected every three years for compliance
with regulations. Inspections will be supervised by
the Ministry of Tourism with the cooperation of var-
ious authorities such as the Health Ministry, Tourism
Malaysia, State HomestayAssociation, and the respec-
tive Residents’ Committee. Basic homestay course is
jointly organised by the Ministry of Rural and Regional
Development and the Institute for Rural Advancement
(INFRA). Table 3 shows the total number of partic-
ipants who attended the basic homestay course from
2007 to 2011.

Homestay operators have to adhere to a set of strict
guidelines to ensure that visitors get a real experience
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Table 4. Number of homestay operators in Selangor in
2011.

No. Homestay No. of operators No. of rooms

1 Air Manis 17 34
2 Banghuris 87 118
3 Bouganvilles 9 15
4 Sg. Haji Dorani 31 55
5 Kanchong Darat 38 50
6 Kg. Kundang 19 28
7 Kg. Batu Laut 19 19
8 Seri Kayangan 21 27
9 Sg. Lang Tengah 19 25
10 Papitusulem 32 55
11 Sepintas 20 20
12 Batu 23 37 50
13 Sg. Sireh 54 64
14 Kg. Endah 27 50
15 Sg. Tenggi 28 50

Total 458 660

Source: Industry Development Division, MOTOUR (2012).

of living in the local culture. All homestay operators
must occupy the premises and cannot rent out a house
to tourists using the homestay status. For the registered
homestay operators, the ministry will provide Homes-
tay Malaysia trademark logos. The ministry holds the
copyright to the logo and prevent others, especially
unregistered homestay operators, from using it.

3.2 Homestays in Selangor

Tourists are drawn to visit homestays in Selangor for its
culture and heritage experience. Most homestays are
operated by small-scale farmers and villagers, assisted
and monitored by the state government, the Ministry of
Tourism, Tourism Malaysia and Tourism Selangor Sdn
Bhd. Until 2011, 15 homestays with 458 operators are
registered with the Ministry of Tourism as indicated in
Table 4 above.

According to Selangor TourismAssociation (2011),
more than 100 homestay establishments in Selangor
are unregistered homestays and operating without any
endorsement from the Ministry of Tourism. According
to Ministry of Tourism, in 2011 Selangor homes-
tays received 35,319 tourist arrivals and generated
income shows a increase by 23.57 per cent, or
RM2,243,926.00. Compared to the previous year,
the generated income RM1,715,110.00 in homestay
revenue as shown in Table 5.

3.3 Challenges

There is a substantial lack of public understanding
on the homestay concept. According to an unregis-
tered homestay operator, “. . . This is an opportunity
to do business…There is good demand and it gives
high returns although we provide no cultural related
activity” (Respondent 5).The concept of “Homestay”
is not about accommodation. Homestay programmes

Table 5. Number of tourists and total generated income
from homestays in Selangor.

2010 2011

Generated Generated
Tourist income Tourist income

Homestay arrivals (RM) arrivals (RM)

Air Manis 2,482 207,593 3,648 463,158
Banghuris 7,899 449,280 6,128 431,800
Bouganvilles 378 30,670 1,726 102,689
Sg. Haji 7,464 380,474 5,331 270,907
Dorani
Kanchong 170 3,390 1,753 64,200
Darat
Kg. Kundang 220 27,700 1,230 196,920
Kg. Batu Laut 100 4,200 60 4,820
Seri 47 850 924 30,341
Kayangan
Sg. Lang 573 26,610 921 31,611
Tengah
Papitusulem 764 28,500 710 51,864
Sepintas 76 4,360 132 9,880
Batu 23 1,542 77,915 1,742 58,731
Sg. Sireh 7,746 409,343 8,480 254,721
Kg. Endah 2,165 51,950 2,363 256,234
Sg. Tenggi 240 12,275 171 16,050
Total 31,866 1,715,110 35,319 2,243,926

Source: Selangor Regional Office, MOTOUR (2012).

offer tourists an opportunity to experience the beau-
tiful simplicity of life in a traditional village, which
allow tourists to engage in the daily activities with a
Malaysian family, learn about the lifestyle and culture
of the people.

Unfortunately, there are parties who manipulate the
word “Homestay” and operate unregistered alternative
accommodation services to tourists without following
the guideline and procedures stipulated by the min-
istry. Advertisement in front of individually-owned
premises misled tourists to choose the accommoda-
tion with the anticipation of a full homestay pro-
gramme. An officer from the Tourism Selangor Office
said, “. . . Tourists have complained of having been
cheated in Homestay Programmes. . . Some did not
fulfil the criteria as promoted in the package and the
tourists were disappointed with the quality of service
at homestay premises” (Respondent 2). Unfortunately,
according to an officer from the Ministry of Tourism,
“. . . Currently, we do not have specific laws for the
ministry to act against the unregistered homestay oper-
ators…there is no law to compel them to register with
the ministry” (Respondent 1). Lack of monitoring
from the ministry and state government may lead to
poor homestay management.

The issue of incompliance by unregistered homes-
tay operators lead to little community development in
the local area. As mentioned by a registered homestay
operator (Respondent 6), “We are disappointed with
the big numbers of unregistered homestays, because
of them our small income are affected and so our
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good names . . .”. For the registered homestay oper-
ators, they have a committee account into which
money received from the tourists will be credited.
This committee will duly pay to each operator a cer-
tain amount that cover the expenditure cost and some
profit in hosting. Profits from homestay programme
are not only used to upgrade the homestay facilities
but also for the promotion purposes. Small profit and
competition with the increasing number of unregis-
tered homestays has further demotivated registered
operators to upgrade their facilities and compro-
mised the quality of service as perceived by tourists.
According to Yahaya (2004), average monthly income
received by a registered homestay is around RM600
to RM800, whereas Respondent 5 claimed that an
unregistered homestay may earn between RM1,200 to
RM2,000 per month.

4 CONCLUSION

To understand the compatibility of homestay pro-
gramme with sustainability community development,
the first thing that needs to be address is their chal-
lenges towards sustainability. Sustainable community
development in homestay could not be achieved if
there is no visible enforcement by the MOTOUR
and the local authorities in curbing the increasing
number of unregistered homestay. Finding from the
present study support the statement by Gezici (2006),
when the local community view less benefit from
tourism development, they will reluctant in giving
full commitment. Some successful homestay opera-
tors have invested a substantial amount of capital and
resources to upgrade their services. They also strive
to comply with strict operating guidelines set by the
Ministry of Tourism. Unfortunately due to the many
individually-owned residential homes that have been
turned into homestay establishments by unregistered
operators lead some registered homestay become de-
motivated. Moreover, their operation have negatively
affected the income of registered homestay operators
and give adversely affect the good image of tourism in
Malaysia. Unregistered homestay operators only pro-
vide regular accommodation for tourists, similar to the
services offered by hotels, and without any recreational
activities. Tourists have been confused by the actual
definition of homestay programmes. Some unregis-
tered operators may give bad impressions that may
affect the good name of registered homestay operators.

Furthermore, according to the United Nations, com-
munity development is a ‘process designed to create
conditions of economic and social progress for the
whole community with its active participation’. How-
ever due to the big number in unregistered homestay
operators have been caused some registered homestay
operator become less enthusiasm in delivering good
quality of service to the tourist. As the results there
have many complaints from the tourist who not satisfy
with the quality services that they perceived.

Thus, the enthusiastic of local community involve-
ment is necessary to enhance or to further develop sus-
tainable community development. Self-development
to motivate local community is needed in order to
create awareness of the socio-economic benefits of
homestay and to fight ignorance of the negative
social and economic impact of unregistered homestay
operator.
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The cultural observations of volunteers during an amateur international
sporting event
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ABSTRACT: This study focused on a select number of local volunteers at a sporting event to examine their
interaction with foreign visitors. The results found many volunteers had positive reactions to foreign visitors
though there were some cultural misunderstandings which highlighted the need to have a good training program
and to understand why people want to volunteer.

Keywords: volunteers, event, and culture

1 INTRODUCTION

Many societies utilize volunteering as the bedrock
of community action and service. Organizations both
profit and non-profit depend on volunteers as a vehi-
cle for sustainability and non-economic significance
(Raymond & Hall, 2008). Today, the number of peo-
ple volunteering is steadily rising and the reasons
for volunteering differ for many of those who volun-
teer (Chelladurai, 2003). Volunteering has long been
upheld as an avenue for giving back to the commu-
nity by helping other people, to fulfill community
service, to socialize with others or to feel needed and
for furthering ones marketing ability (Handy, Cnaan,
Brudney, Ascoli, Mejis & Ranade, 2000). This paper
will examine another reason for volunteering, specif-
ically at sporting events – cultural exchange. The idea
of volunteering at sport events for cultural exchange is
a new area within the sport management discipline but
it is an area that can offer great benefit to organizations
who manage international sport events.Volunteering at
international sport events, both large and small gives
an opportunity for local communities to experience
exchanges with foreign visitors and athletes. In this
paper, through qualitative interviews, the researcher
will highlight positive and negative reactions that local
volunteers experienced with the interaction between
spectators and participants at The Asian Gaelic Games
(AGG), an International amateur sporting event.

2 LITERATURE REVIEW

2.1 Motivations to volunteer

Motivations to volunteer are as diverse as the vol-
unteers themselves. According to Chelladurai (2003)

people’s reasons for volunteering include the need
to help others, create friendships, and a concern for
the community. Likewise, Hall, Lasby, Gumulka, and
Tyron (2006) mentioned that many people become
involved in volunteering to improve their resumes or
job opportunities. Winniford, Carpenter, and Grider
(1995) found that many college students in the United
States volunteered to help others and to develop their
own character. In relation to sport, the motivations to
volunteer include social needs, such as a feeling of
belonging, particularly with other fans of a certain
team or event. For example, many people volunteer
at soccer games or volleyball games to be “part” of
that organization. Sport organizations offer volunteers
the chance to meet people from all around the globe.
Volunteers at mega events such as the Olympics and
FIFA World Cup interact with people of many different
nationalities and gain a greater global understanding
through cultural exchanges.

2.2 Cultural exchange

The idea of cultural exchange is a topic of importance
to those in power in Korea (Yim, 2002). According
to Rogers (2006), cultural exchange is the exchange
of language, symbols, and artifacts and involves the
interaction between two or more people from differ-
ent backgrounds. This exchange may lead to negative
or positive interactions between people. For exam-
ple, the English language is widely spoken in many
countries and thus many native speakers of English
presume other individuals even in non-English speak-
ing countries will speak English.This can lead to many
roadblocks in cultural exchanges based on miscom-
munication (Raymond & Hall, 2008). At international
sporting events, the primary language spoken by those
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in charge is English and thus hosting international
events in a non-native speaking English country can
lead to potential concerns such as volunteer interac-
tions with fans needing information. This potential
problem area can lead to negative cultural exchanges
based on poor language interaction.

2.3 Sport events

In sport, volunteers are a key component of human
resources for events from the Olympic Games to small
community events. According to The United States
Census, over 40% of men and 50% of women and
of these people over 20% volunteered at sport events.
Korea has hosted many major sporting events during
the past few decades and has received high marks for
efficiency and attitude toward hosting such games.
Most recently, Korea hosted the 2011 International
Association of Athletic Federations (IAAF) in Daegu.
These games both in national and international press
were acclaimed as being highly successful organiza-
tionally and at recruiting volunteers (Korea Herald,
2011). Though volunteering at sport events is not as
common as much in Korea as in Western based soci-
eties, the Daegu organizing committee worked dili-
gently to recruit and train volunteers. While the overall
response to the volunteers was positive at the Daegu
Games, there were some negative responses to the vol-
unteers. Thousands of foreign visitors descended to
Daegu and thanks to the numerous volunteers, both
experienced and inexperienced, the event was suc-
cessful despite a few mis-understandings (Cummings,
2011).

Despite the fact that volunteering in Korea is not as
ingrained in the communities as it is in many west-
ern cultures, it is an area that can give people the
opportunity to participate, meet foreign visitors and
reduce cultural misunderstandings. Potentially, these
events provide volunteers with their first opportunity
to interact with those from other parts of the world.

2.4 Asian gaelic games

Gaelic sports are a traditionally Irish game, which for
centuries was played only by native Irish. Recently, the
game has been transplanted in foreign lands by immi-
grants and has taken a strong foothold in Asia. The
games in Asia are played by many different nationali-
ties nd local individuals. The event examined was the
Asian Gaelic Games (AGG) and this event was coor-
dinated by the Asian Gulf Board (AGB), a voluntary
organization that holds several tournaments through-
out Asia each year. One of the main objectives of the
AGB is to use sport to increase cultural awareness of
Irish culture with local populations. This has been a
success and there are now teams from Mongolia to
Dubai, and participants from over 26 countries. In
2011, the AGG was held in Korea for the first time
with over 600 participants from 20 countries and over
400 spectators in attendance.

3 METHODOLOGY

In line with previous research attempting to understand
the reasons and benefits for volunteering, a qualitative
methodology was utilized for a deeper understand-
ing (McIntosh, 1998). The present study examined the
cultural observations of local volunteers with interna-
tional participants at a sport event.The study employed
interviews with the volunteers after the event con-
cluded and observation during the event itself. The
researcher interviewed 10 out of a total of 30 university
student volunteers (seven men and three women). It
would have been impractical to interview all 30 volun-
teers and so the researcher believed that interviewing
seven men and three women gave a comprehensive
sample for the study.

The interviews were semi-formal and this allowed
the researcher to add extra questions when necessary
to garner more information (Reynolds & Guttman,
1988). Each interview lasted between 30 and 40 min-
utes. The researcher also maintained a field notes as
a participant observer in order to accurately describe
the interactions between the volunteers and partici-
pants. The interviews were recorded and later tran-
scribed for the volunteers to examine for accuracy.
The author examined both the interviews and notes
and identified important themes that highlighted the
positive and negative cultural exchanges during the
sport event.

4 FINDINGS

4.1 Volunteers’ experience

The interviews highlighted several interesting themes.
There were four main recurring themes – three positive
and one negative. The themes included 1) passion for
sport, 2) local food and drink, 3) need for hospitality,
and 4) rowdiness. The first theme, passion for sport
was surprising for the local volunteers. Many volun-
teers had never interacted with foreigners and during
the event the volunteers were surprised at their passion
for the sport. Gaelic football is an amateur sport and the
volunteers enjoyed talking with the participants about
why they played the sport and where they travelled
from to play. Many had come from all overAsia and the
volunteers learned about not only Irish sport and Irish
culture. The second theme was local food and drink.
Volunteers had not expected the participants to enjoy
the local food or have knowledge of the food. Despite
the volunteers’ preconceived notions, they were very
shocked that the participants knew of several Korea
dishes and the volunteers enjoyed talking to the par-
ticipants about the different types of Korean food and
drinks. The volunteers took pleasure in the fact that
the participants had tasted local foods and happily
explained what local foods were famous. This was
important to the volunteers who took pride in Korean
culture and cuisine.The third theme was helping others
in order to promote Korea. The promotion of Korea is
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important to many Koreans and this is especially true
within sport. Therefore, the volunteers throughout the
tournament attempted to be extremely helpful to the
participants and spectators to not only host a success-
ful tournament but to leave a positive impression on
those who visited Korea.

Despite some volunteers lacking fluent English and
being nervous interacting with foreigners for the first
time, they maintained a professional manner through-
out the games. Promoting Korea as a sporting desti-
nation was important to the volunteers and they tried
their best to always be courteous and provide infor-
mation on the local sporting teams and community
history.

The final theme was a negative theme and that was
foreigners were very boisterous and tended to drink too
much alcohol. As this was an amateur sporting event
and the culmination of eight months of practice and
planning, many participants and spectators view it as
a social event as well as a sport event.This is one factor
that many of the volunteers did not understand. Sport
events in Western societies are times when people get
together to eat food and drink beer. It is at time part
of the fabric of sport events, rightly or wrongly. Yet, in
Korea, sport events are mainly focused on the actual
game itself and not the experience of the event. This
led to many volunteers being very surprised by the
‘rowdy’ behavior of the participants and spectators.
The volunteers were shocked and dismayed that they
would drink at a sporting event.

4.2 Limitations

This study had several limitations. First the event
lasted only three days so the researcher had limited
observations of the volunteers. With more time and
organization, more observations could have been com-
pleted. Second, a more thorough understanding of the
volunteers would have been to interview all of the
volunteers, unfortunately, time constraints limited this
option.A final limitation was a lack of interviews after
the event with the participants.

4.3 Managerial implications

The study found that many individuals had never vol-
unteered before because of time constraints or a lack
of opportunities and had rarely interacted with for-
eign individuals. This is an issue for those in charge
of volunteer management. One of the main manage-
rial points is that it is important managers to focus
on the need understand why people volunteer. In this
instance, people volunteered to gain culture aware-
ness or meet foreign people. Therefore, managers
need to be able to provide training so volunteers are
not overly nervous and are aware of cultural differ-
ences.Additionally, managers need to be able to recruit
the correct volunteers. Many participants trust what
volunteers say when meeting them and therefore, hav-
ing volunteers who are confident and comfortable in

meeting foreigners is very important for an overall
good impression of the organization.

5 CONCLUSION

The event in this study was an amateur sport event
and the participants play Gaelic games for the enjoy-
ment rather than any financial rewards. This creates
a unique sport participant because they attend events
not only to play sport but to meet friends from other
countries in a social context. The volunteers’ limited
interaction with foreigners could have led to many
cultural misunderstandings, yet, despite some misgiv-
ings between the local and visiting individuals, the
volunteers had a positive overall feeling towards the
visitors and the local community received positive
marks from the foreign visitors. The local volunteers
had the opportunity to highlight and show the many
positive aspects of Korean society to first time visi-
tors. The thought of cultural exchange through sport
was not the main reason why the volunteers partici-
pated in the tournament but it was one of the main
points that was focused on during the event. For them,
many aspects of interacting with foreign visitors and
positive cultural exchanges would not have happened
without the event. Their willingness to volunteer in the
future increased due to the positive reaction between
the volunteers and participants and spectators. The
positives outweighed the negatives concerning cultural
exchanges and volunteering at these events can encour-
age positive cultural exchanges and encourage pride in
the local community.
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ABSTRACT: Defined by Global Spa Summit LLC 2011 as the travelling of people to another location to
receive treatments for their diseases, or other conditions, medical tourism is fast gaining momentum in the world
of tourism in Malaysia especially in Penang Island. Surprisingly, it involves citizens of highly developed countries
travelling to less developed areas due to several factors. Therefore, this study aims to identify the attributes of
Penang Island as a medical tourism destination hence influencing medical tourist’s decision. A sample of 258
international medical tourists was randomly selected in different hospitals and data obtained are then tabulated
and process using the application of a data analysis package, Statistical Package for the Social Sciences (SPSS)
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1 INTRODUCTION

Globalization and rising healthcare costs have droved
many medical patients to receive treatments in Third
World countries that are providing healthcare for much
cheaper costs compared to their native countries.
According to Health-Tourism.com, the medical health-
care cost inThailand for Dental procedures is relatively
lower by 70 to 77 percent while other procedures aver-
age at 20 to 50 percent lower thus driving increasing
number of medical tourists to flock into Thailand for
medical healthcare. Not limited to Thailand, India also
receives medical tourists from all over the world, from
Westerners to Asian to African. This phenomenon has
risen to the attention of many developing countries
in Asia, Africa and Eastern Europe thus giving them
an open window for adopting a high-growth industry
namely medical tourism as is mentioned in Journal
of Medical Tourism (2009) titled “The New Medical
Tourism Market”.

Kulkarni (2008) stated that medical tourism is a
form of tourism that involves people travelling to
another country in order to receive treatments for
their medical conditions. Grabbing an opportunity,
Malaysia has also adopted medical tourism and Penang
Island has been chosen as its primary medical tourism
hub. As a matter of fact, in the year 2009, Penang
has garnered a steady growth of 15% in medical
tourism receipts, bringing in up to two-thirds of the
RM 250 million profits from medical tourism globally.
Besides, the statistics provided by “Penang Medical
Tourism Increases in Revenue” reveals that Penang
obtained increased revenue from medical tourism in

the year 2010 from RM 162 million in 2009 to RM
230 million in 2010 while number of medical tourists
from Indonesia has increased from 202 000 patients in
2009 to a total of 250 000 patients in 2010. Not forget-
ting also the hospitals that contributed to promoting
medical tourism in Penang Island. There are a total
of seven private hospitals namely Gleneagles Medical
Center, Hospital Lam Wah Ee, Island Hospital, Hos-
pital Lam Wah Ee, Loh Guan Lye Specialists Center,
Mount Miriam Cancer Hospital and Penang Adventist
Hospital.

As reported by CBC News (June 18, 2004) article
titled “Medical Tourism: Need Surgery Will Travel”
stated that all medical tourists have different indi-
vidual reasons for seeking treatments abroad. Many
researchers revealed that the factors for medical
tourist’s decision is to search for lower cost of health-
care, for higher quality medical facilities and tech-
nologies, ease of communication among patient and
medical practitioners and to have shorter queue time
for their medical treatments. All of which highlights
the attributes of each medical tourism destination at
different levels. For instance, the attributes of Singa-
pore as a medical tourism destination differs from that
of India. This is because Singapore’s attributes are its
high quality medical and healthcare infrastructures,
treatments and world class facilities as well as ease
of communication while India’s main attributes is it’s
relatively cheaper costs of medical healthcare.

Catering to mostlyAsian medical tourists, Malaysia
as a whole has been on the fast track to being one of the
fastest growing medical tourism destinations in Asia.
According to the Association of Private Hospital of
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Malaysia (APHM) as reported on theStar online news,
Indonesians are the main medical tourists coming to
Malaysia because of the higher quality of medical care
provided while Singaporeans and Japanese are the sec-
ond and third highest number of medical tourists to
Malaysia due to the lower costs of medical procedures
as well as for quality of healthcare services provided.
Therefore, this study attempts to answer the question
on what are the main attributes of Penang Island that
plays a vital role in influencing the decision making
factor of international medical tourists.

This study aims to provide a descriptive study on
what are the main attributes of Penang Island that influ-
ences the decision of international medical tourists in
choosing Penang Island as a medical tourism destina-
tion. Many different parties including the government
sector of Penang Island will benefit from the result
obtained. Hence, contributes to more improvement
and development to Penang Island for the benefits of
medical tourism.

2 RESEARCH METHODOLOGY

This study was undertaken in July 2011 to January
2012 amongst international medical tourists in Penang
Island. It is designed to find out the important
attributes of Penang Island as a medical tourism des-
tination that affects international medical tourist’s
decision. A sample of 258 respondents consisting
mainly of international medical tourists was selected
using simple random sampling method at the des-
ignated hospitals in Penang Island. These hospitals
are Gleneagles Medical Center, Hospital Lam Wah
Ee, Island Hospital, Loh Guan Lye Specialist Cen-
ter, Mount Miriam Hospital, Pantai Hospital Mutiara
and Penang Adventist Hospital. Questionnaires were
employed to obtain data and contain questions that
are mainly closed ended questions (Reid, R. D, 2009).
Besides, the level of importance scale attributes was
measured on a 5 point Likert Scale whereby 5 indicates
the highest level of importance and 1 indicating the
lowest importance. Data compiled from the question-
naires are then processed and analyzed using Statistical
Package for Social Science (SPSS).

3 FINDINGS

Out of a total of 258 sampled, 190 responded to the
questionnaires.

The result obtained as shown in Table 1 most promi-
nently showed that the main attributes that medical
tourists consider when choosing a medical tourism
destination are Technology and Quality Standards
(mean score 4.28) as well as Costs (mean score 4.07).
These results proved that high standard technology and
qualified medical services provided as well as rela-
tively lower costs with favorable exchange rates are
important factors that influence the decision of medi-
cal tourists by providing confidence and affordability.

Table 1. Important general attributes that medical tourists
consider when choosing a destination for medical tourism.

Standard
Error of Standard

Attributes Mean Mean Deviation

Technology and 4.28 0.055 0.758
quality standards

Costs 4.07 0.069 0.951
Shorter queue time 3.84 0.073 1.013
Communication and 3.74 0.076 1.045

languages used
Tourism Infrastructures 3.66 0.083 1.137
Geographical Location 3.64 0.079 1.093

Moreover, majority of respondents also mentioned
that they would consider the factor of having Shorter
Queue Time (mean score 3.84) at the medical tourism
destination as an influencing factor. In fact, some of
the respondent commented that they had experienced
being placed in the treatment queue list in their native
country whereby the duration of waiting would some-
times extend up to 2 to 3 weeks. Following that, the
majority of respondent also stressed the importance of
the ease of communication and languages used at the
medical tourism destination as proven with the mean
score obtained of 3.74. This proves that understanding
and ease of communication among medical practi-
tioners and medical tourists are an important factor
to consider hence avoiding any unnecessary medical
accidents. Furthermore, the result obtained showed
that a small number of respondents would take into
consideration the factor of tourism infrastructures and
geographical location of the medical tourism destina-
tion as proven with the mean score of 3.66 and 3.64
respectively. The reason being that the respondents
felt the need to have convenience of infrastructures
such as accommodations, transports and etc as well
as a geographical location with suitable weather and
temperature as their medical tourism destination.

As the research focuses on Penang Island, the ques-
tionnaire survey was also designed to understand its
attributes that influences the medical tourists’ deci-
sions. Hence, the results obtained were demonstrated
in Table 2 whereby the most important attribute for
medical tourists to consider is Technology and Qual-
ity Standards whereby the mean score obtained is a
total of 4.32. This in turn substantiate that Penang
Island’s medical technology and quality standard is
at par with other developed countries which help
built confidence among medical tourists, similar to
discussion on similar topic in the literature review.
Moreover, the second most important attributes to
be considered by medical tourists is Costs of medi-
cal treatment obtained whereby the result showed a
mean score of 4.24. This is said as the most prominent
reasons that motivates people to travel in search of
medical is to seek lower and more affordable costs of
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Table 2. Important attributes of penang island as a medical
tourism destination that influence the decision of medical
tourists.

Standard
Error of Standard

Attributes Mean Mean Deviation

Technology and 4.32 0.052 0.718
quality standards

Costs 4.24 0.056 0.766
Communication and 4.10 0.064 0.888

languages used
Geographical location 4.08 0.066 0.908
Tourism infrastructures 3.95 0.067 0.924
Shorter queue time 3.85 0.073 1.002

medical treatment. Furthermore, the third most impor-
tant attributes of Penang Island to be considered is
communication and languages used (mean score 4.10).
As most respondents are Indonesian medical tourists,
the language that is most commonly used by these
medical tourists is Malay which is commonly spoken
and is in fact the national language of Malaysia, hence
allowing for better communication between medical
tourists and medical practitioners. Besides, the result
obtained also depicts that the geographical location
(mean score 4.08) of Penang Island, an island in the
northwestern coast of Peninsular Malaysia is also
an important attributes that influences the decision
of medical tourists. Lastly, a number of respondents
would take into consideration the attributes of Penang
Island which is tourism infrastructures (mean score
3.95) and shorter queue time (mean score 3.85) in
making the decision for a medical tourism destina-
tion. Notably, Penang Island is a prime tourism location
hence the tourism infrastructures are well developed
and varied in choice which helps bring confidence for
medical tourists around the world.

4 CONCLUSION & RECOMMENDATIONS

Since its initial introduction, medical tourism in
Penang has blossomed and attracted many foreign
medical tourists seeking treatment in the various med-
ical care facilities and private hospitals in Penang.
Hence, to maintain the continuous interest and patron-
age from these foreign medical tourists, it is therefore
important to acknowledge the important attributes
of Penang as a primary medical tourism destina-
tion in Malaysia that influences the decision of
medical tourists. In fact, State Tourism Develop-
ment Committee Chairman Mr. Danny Law Heng

Kiang mentioned that Penang aims to bring in med-
ical tourists from neighboring countries like China,
Vietnam and Indochina with different tactics such
as the lifting of levies for Indonesians, new flight
schedule and route of airlines companies and etc.

According to the results obtained, it is clear that
the medical tourists are attracted to the high quality
medical services provided accompanied with afford-
able prices in Penang. Plus point for Penang is that
majority of the hospitals in Penang were accredited
either by the Malaysian Medical Quality of Health
(MSQH), Malaysian Ministry of Health, International
Organization for Standardization (ISO) or Joint Com-
missions International (JCI). Connell (2006) further
asserted that the ability to create confidence among
medical tourists that the healthcare in a particular place
is of a safe quality is very rare. Therefore, to combat
such doubt, many hospitals are seeking certification
and accreditation in hopes of gaining confidence.
Moreover, the results obtained also showed that med-
ical tourists considers Penang as their prime medical
tourism destination because of two other attributes of
Penang which is the ease of communication and lan-
guages used by the medical practitioners as well as the
geographical location of Penang. With that, the result
can serves as a guideline for the future development
of medical tourism industry in Penang.
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ABSTRACT: Chronic pain is a common problem in the elderly. The prevalence of pain indicates that among
the Iranian older population who are living in nursing homes, at any specific time, at least 72.8% experience pain.
Researches have demonstrated that tourism has the positive effect on quality of life and happiness. According to
the survey, the strongest tourism impacts are found to be linked with emotional wellbeing. This research was to
investigate the effect of tourism on elderly with chronic pain. Thirty residents with persistent pain of 4 nursing
homes in Tehran (Iran) were selected. All subjects gave their demographic details and pain status following the
McGill Pain Questionnaire, and randomly allocated in three groups: First group that traveled to a city in Iran
(Shiraz) for one week, second group that traveled to Turkey as a foreign country for one week and the third one
as control group. The value of pain questionnaire one week after journey was compared with basic level. The
results of covariance analysis showed a significant difference between groups and reduction in pain questionnaire
scores of first and second group compared with control group.There is no significant difference between first and
second groups. The results showed that respondents strongly agree that tourism has many effects on perception
of pain. Hence, the findings help to understanding relationship between tourism impacts and level of quality of
life with support for tourism development. The findings of this investigation can assist health professional for
improving care by implication of tourism development strategies on chronic pain in elderly people.

Keywords: chronic pain, elderly, tourism.

1 INTRODUCTION

Tourism is often viewed as an expression of human
behavior (Kim 2002). Harrill & Potts (2003) believed
that “tourism is an invisible industry, encompassing
transportation, loading, and entertainment. Tourism
is the set of ideas, theories, or ideologies for being
a tourist, and that it is the behavior of people in
tourist roles, when these ideas are put into practice
(Przeclawski 1986).Tourism come in many shapes and
forms such as social, cultural, economic and environ-
mental (Godfrey & Clarke 2000). Tourism has been a
source of social-economic change in many developing
countries. According to the World Tourism Organi-
zation (2009), tourism is one of the world’s fastest
growing industries and is one of the global engines
of development. Tourism is a multi sector, and as a
means of economic, social and cultural exchange, it
has many aspects and types (Mowforth & Munt 2003).
The tourism industry is an important economic activ-
ity involving different groups of community: men,
women, children and also old people.

Recently, there have been certain changes in the
nature of the world tourism. Demographic changes
and social evolution play a particularly significant role

in the evolution of international tourism (Vellas &
Becherel 1995)

Upon entering the 21st century, one of the most sig-
nificant demographic changes in developed country is
the aging of the population.

More generally defined, old age consists of ages
nearing or surpassing the average life span of human
beings, and thus the end of the human life cycle.
Euphemisms and terms for older people include
seniors or elderly. Old age cannot be defined exactly
because it does not have the same meaning in all soci-
eties. In this study, older people are defined as people
aged 65 or over. The proportion of the Iranian popula-
tion aged over 65 years old is growing rapidly. While in
1986, 3.04% of the Iranian population were 65 years
and older, this percentage has increased to 4.4% in
2004 (Asghari et al. 2006).

Demographic shifts, in particular, may influence
the level and nature of tourism. Demographic change
will combine with growing wealth to man that the old
will be increasingly targeted by the tourism and travel
industry (Witt et al. 1991).

Increased life expectancy because of better public
health and better transport facility are enabling many
older people to achieve a much higher. Compared with
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the preceding generation, this generation of older peo-
ple stays more mobile for longer (Banister & Bowling
2004). For example they are making more frequent
and complex journeys in old age. So understanding
their travel demand is important. Awareness of these
population trends should lead to an increased concern
regarding the problems common among older adults.

Ageing has increased the burden of chronic disor-
ders and the frequency of multi morbidity. Although
there are no systematic studies on the prevalence of
pain among the older people in Iran, existing data
from western societies indicate that persistent pain is
a major health problem in the elderly. In the industri-
alized world, 25% of people of 65-69 years old and
50% of 80-84 years olds are affected by two or more
chronic health conditions simultaneously, and present
complex symptoms (Asghari et al. 2006). Chronic pain
threatens the quality of life for many seniors who are
often coping with other physical conditions, activity
limitations, and cognitive changes.

Pain is a multidimensional phenomenon with phys-
ical, psychological, social and spiritual components.
The International Association for the Study of Pain
(IASP) defines pain as an unpleasant sensory and emo-
tional experience associated with actual or potential
tissue damage or described in terms of such damage by
people that experiences pain, and considered chronic
if persists the normal time of healing usually for more
than 3 months (IASP, 1994).

It is widely recognized that chronic pain is asso-
ciated with depressive disorders, psychological dis-
tress, and impairment of interpersonal relationships
(Fishbain et al. 1997). Pain is one of the most important
problems that considerably impair autonomy and inde-
pendence in daily living activities of elderly people
(Jakobsson et al. 2004).

A recent study conducted by Zannocchi et al. (2008)
showed that chronic pain in the elderly has a strong
affective component and its intensity influences older
patients’ mood, nutrition, sleep and quality of life.

Now, if their ability and health decreased by increas-
ing the age, so question remains about the effectiveness
of travel and tourism in elderly. In the other word,
their health status will be better after traveling or will
get worst. For answering this question, in the present
research, the effect of tourism experience on elderly
with chronic pain was studied.

2 METHOD

2.1 Design

A quasi-experimental research design and nonran-
domized sampling were used to select the partici-
pants although the experimental and control groups
randomly allocated.

2.2 Participants

The study population consisted of males and females
aged 65 and more years. Sample was selected using
non probabilistic and accidental method and consisted

of 50 older people that resident in 4 private nursing
home of Tehran (capital of IRAN) during 2010. Nurs-
ing homes in Iran are either funded by government or
the private sector.

Inclusion criteria were: aged 65 or more, living
in the nursing home, ability and capacity to travel-
ing, space and time oriented, absence of psychiatric
disorders and accept to participate in the study.

All participants were first asked about the pres-
ence of chronic pain. 30 confirm chronic pain which
became the final sample.

2.3 Instruments

The instruments chosen for the study were divided in
two parts: I. socio-demographic variables; II. clinical
variables.

2.3.1 Socio-demographical variables
We assessed age, gender, marital status and Educa-
tional status.

2.3.2 Clinical variables
The McGill Pain Questionnaire was used to measure
the pain intensity. The McGill Pain Questionnaire can
be used to evaluate a person experiencing significant
pain. It can be used to monitor the pain over time and
to determine the effectiveness of any intervention.

It was developed at by Dr. Melzack at McGill Uni-
versity in Montreal Canada and has been translated
into several languages. The McGill Pain Question-
naire (MPQ) consists primarily of 3 major classes of
word descriptors–sensory (10set), affective (5set) and
Pain Miscellaneous (4set). It also contains an intensity
scale and other items to evaluate and determine the
properties of pain that are used by patients to specify
subjective pain experience.

The questionnaire was designed to provide quan-
titative measures of clinical pain that can be treated
statistically. The results of studies indicate that the
Persian version of the MPQ is a reliable and valid
instrument for the measurement of pain in Persian
speaking patients (Ebrahimi-Nejad et al. 2004).

3 PROCEDURES

3.1 Ethics

We asked authorization for the present study to the
presidents of nursing homes. Before data collection
we also asked the participants for consent to participate
in the study. We provide written and oral information
for explaining the aims of the study to elderly people
and their family. We clearly stated that participation
was voluntary and that confidentiality was assured.
Thereafter participants gave their informed consent.

3.2 Data collection and statistical procedures

The program was developed in three steps. First one,
all participants reported their socio-demographic data
and pain intensity. Face to face interviews were carried
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Table 1. Demographic characteristics of the subjects par-
ticipated in the study (n = 30).

First Second Control
Characteristics group group group

Age: Mean(SD) 72.80(4.77) 72.90(5.42) 73.90(5.04)
Male 7 4 6
Female 3 6 4
Married 0 2 1
Divorced/ 10 8 9

widowed
Educated 7 4 8
Uneducated 3 6 2

out by a medical student, using a questionnaire for
collection of information on demographic and pain
condition (see instruments).

In the second step, all subjects randomly allocated
in three groups: First group that traveled to a city in
Iran (Shiraz) for one week, second group that traveled
to Turkey as a foreign country for one week and the
third one as control group who stayed at home.

In last step, all participants reported pain intensity
again one week after journey and the value of pain
questionnaire was compared with basic level.

The first hypothesis of this study was reduction in
pain questionnaire scores of first and second group is
more than control group. And the second hypothesis
was a significant difference between first and second
groups.

Data were submitted to quantitative analysis using
Statistical Package for the Social Sciences (SPSS)
version 16.0 for Windows. In addition of descrip-
tive statistics, we used Kolmogorov-Smirnoff to test
data normality distribution and Leven to test variance
equality across groups. The covariance analysis was
used as inferential statistics.

4 RESULTS

4.1 Sample characteristics and homogeneity in
groups

The general characteristics were homogeneous in the
three groups. The demographic variables of the two
experimental and control groups are presented in
Table 1. Each group comprised 10 subjects. The mean
age of the 30 subjects was 73.20 ± 4.93 years. All of
them were married but only 10% (n = 3) of were lived
with their partners. The number of men and women
was almost equal (17 men and 13 women). Finally
about 63% of the subjects were educated. (table1)

4.2 Findings

The results of hypotheses testing are presented in
tables 2 and 3. Firstly, the score of The McGill Pain
Questionnaire significantly changed in the experimen-
tal groups after participation in tourism program. This

Table 2. Comparison of pre test and post test score in
groups.

Pre test Post test

Groups Mean SD Mean SD

First group 38.20 4.10 26.12 8.15
Second group 39.60 8.69 28.30 9.01
Control group 41.40 6.97 41.42 7.12

Table 3. Analysis of covariance for the effect of tourism
experience on elderly with chronic pain.

Sum of Partial
Source squares F sig Eta

Gender 2.287 0.075 0.787 0.003
Age 12.736 0.416 0.526 0.019
Marital status 0.257 0.008 0.928 0.000
Education 15.820 0.516 0.480 0.023
Pre test 1021.639 33.336 0.000 0.602
Groups 473.082 7.718 0.003 0.412

score in the first experimental group who traveled to
Shiraz changed from a pre-test score of 38.20 to a
post-test score of 26.12, representing a change of 12.8
and score in the second experimental group who trav-
eled to Turkey changed from a pre-test score of 39.60
to a post-test score of 28.30, representing a change of
11.30, whereas the change was only 0.02 in the control
group.

The effects of experimental plan were examined
with analysis of covariance and results are presented
inTable 3. In this analysis post-test scores were used as
dependent variable and experimental groups as inde-
pendent variable. Covariate variables were pretest, age,
gender, marital status and education status.

As shown in table 3 the difference between the
scores of age, gender, marital status and education
status variables are not significant and only the dif-
ference between the scores in pre-test (P<0.000) and
group membership (P < 0.003) are significant. The
Eta coefficient is 0.41 which indicates that 41 percent
increase in the scores is due to group membership as
independent variable.

The magnitude of difference or the effect of tourism
plan is the variance of scores pertaining to group
membership.

The results of the One-way ANOVA, presented in
Table 4, showed that there was no significant dif-
ferences between groups in pre-test but after the
tourism plan, results showed that there was signifi-
cant difference (F = 10.430, P < 0.000) among them
in post-test.

The differences between groups were compared
by Tukey HSD follow-up test. Findings determined
that there is no significant difference between first
and second groups but the score of control group
is significantly different. Hence, hypothesis 2 is not
confirmed.
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Table 4. One-way ANOVA for comparing pre-test and
post-test scores in groups.

Source of Sum of
variation squares df F sig

Pre test: Between groups 51.467 2 0.547 0.585
Within groups 1270.400 27
Total 321.867 29

Post test: Between groups 1380.200 2 10.430 0.000
Within groups 1786.500 27
Total 3166.700 29

5 DISCUSSION

The results from this study indicate that the reduction
in pain questionnaire scores of first and second group
is more than control group. Hence, hypothesis 1 is
confirmed.

The relationship between tourism and pain reduc-
tion entails a close relationship between inconvenience
and happiness, between quality of life and wealth,
the dialectic of being at the objective pain conditions
and their perception of a better individual subjective
conditions.

Chronic pain is a multidimensional phenomenon
with importance on psychological, social and spiri-
tual components. Studies showed that chronic pain in
elderly is associated with depressive disorders, psy-
chological distress, and impairment of interpersonal
relationships (Blazer 2003).

Rest at home, in the normal life in a uniform com-
position concerns with the maintenance of everyday,
cause inconveniences, depression and disaster. The
behavior of learned helplessness describes the increas-
ingly passive behavior of old people. Depression in
old age has been associated with passive life and daily
hassles were continued.

On the other hand, Pain has been a sensation which
can cause a decrease in an individual’s general well-
being, overwhelm the individual, and interact with
many aspects of daily living and life quality. Literature
revealed many health-related studies that focused on
quality of life (King et al. 1997). Medical and psycho-
logical interventions used to treat pain can also impact
quality of life.

Researchers have appeared to substitute this term
for various terms intended to describe an individual
health. Gill and Feinstein (1994) defined quality of
life as the reflection of the way that patients’ perceive
and react to their health status and to non medical
aspects of their lives. Gill and Feinstein (1994) stated
that overall quality of life included not only health-
related factors but also non-health-related elements,
such as jobs, family, friends, and life circumstances.

The positive effect of tourism on quality of life and
depression is well understood by carried out in various
forms: rest, relaxation, recreation, favors development
of warm relations, close people, knowledge develop-
ment, aesthetic feelings, opportunities to socialized

and meet new people.All of these forms provide a more
active and supportive condition. Therefore, tourism
has beneficial effects on the life satisfaction, happi-
ness, self-esteem and depression of older adults and
decreased perception of pain and increased percep-
tion of being able to cope. It is playing as a pain
management program or an intervention for chronic
pain.

Also the results from this study indicate that the
reduction in pain questionnaire scores of first and
second group is not significantly different. Hence,
hypothesis 2 is not confirmed.

The procedures provided two kind of tourism oppor-
tunity: traveling to a city in Iran (Shiraz) and to Turkey
as a foreign country. Although there are many places
of tourist interest in both and it offers exciting desti-
nation to the people visiting the place, but Shiraz was
familiar to subjects and they had similar appearance,
language, custom and culture with residents, whereas
they were different with Turkish residents. We sup-
posed these differences made traveling to Turkey more
excited and stimulated. Subsequently Turkey’s tourists
have more beneficial effects on coping with pain. But
this supposition is not confirmed. It seems many older
people seek relaxing, quiet and more passive holidays
that include time with friends instead of interested in
cultural experiences and seek growth and enrichment
from travel.

Therefore, the travel and tourism industry need to
be conscious of and provide for, the special needs of
senior travelers in this market.

6 CONCLUSION

The findings of this research through covariance analy-
sis showed a significant difference between groups and
reduction in pain questionnaire scores of first and sec-
ond group compared with control group. There is no
significant difference between first and second groups.
The results strongly agreed that tourism has many
effects on perception of pain. Hence, the findings help
to understanding relationship between tourism impacts
and level of quality of life with support for tourism
development. In the other word, although the ability
and health decreased by increasing the age nonetheless
travel and tourism in elderly is effectiveness and their
health status will be better after traveling. The findings
of this investigation can assist health professional for
improving care by implication of tourism development
strategies on chronic pain in elderly people.
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ABSTRACT: Tourism destination around the world is competing with each other owing to the increasing
global mobility of the tourists. In this sense, competitiveness in tourism denotes a destination that is compatible,
attractive, and able to increase tourism expenditure and provide tourists with satisfying memorable experiences.
It also enhancing the well-being of destination and preserving the natural capital of the destination for future
generation. Destination competitiveness is the ability of one destination to create and integrate its market position
and share or improves the destination through time. It is believed that “the enhanced competitiveness of the
destination should lead directly to a sustainable improvement in the Quality of Life (QOL) of these same
residents”. The desire to improve the quality of life in resident is an important focus of attention for planners.
Researchers from diverse fields have expressed an interest in defining, investigating, and measuring QOL using
different perspective. Unfortunately, in Langkawi Island, study on measuring on the destination and tourism
performance and its implications towards QOL of its residents has yet to be conducted.Therefore, it is important to
study and document on Langkawi as the impacts of the competitiveness and to sustain the industry internationally
and domestically. This paper conceptually discusses the above matters for the future planners, stakeholders and
policy-makers of Langkawi Island, Malaysia.

Keywords: Destination competitiveness, tourism performance, tourism impact, Quality of Life impact, Social
Impact, Economic Impact

1 INTRODUCTION

Many scholars claim that competitive destination is
one which brings about the greatest success not only
in developing a particular destination but increase in
tourists’ arrival or receipt, market share, and that is,
the greatest well-being for its residents on a sustain-
able basis (Ritchie and Crouch, 2003). In line with
this notion, Malaysia government through Ministry
of Tourism is continually proactive in promoting the
nation by using all the available tourism resources
in making this country as competitive destination.
Attractions like shopping with duty-free prices, con-
ventional tourism like diving, flora, fauna, cultural,
heritage and now step- up promotion for gastronomic,
eco-business tourism, sports, Meeting, Incentive, Con-
vention and Exhibition (MICE) tourism and many
others while committed in preserving Mother Earth for
future generations well-being are some the initiative
undertaking.

In 2010, tourism has been allocated RM 899 million
(US$ 267.4 million) and this funding has increased the

revenue for local in capitalizing the economy (NKRA’s
report 2010) 36 million of tourist arrival and 168 bil-
lion in revenue are set by the government in with
the 2020 Vision for tourism industry (NKRA’s report
2010). In making competitive destinations, some of the
popular islands are also included. Langkawi besides
Penang, Tioman since the inclusion of it as a prospec-
tive competitive tourist destination in 1975 is one of
the popular destinations aggressively developed. It was
first declared as a tax-free island in order to draw
more visitors to shop and spend besides appreciating
the exotic beauty of the island (LADA Annual Report
2010). The rapid investments by the federal govern-
ment and private sector can still be seen in making
Langkawi at least compatible with Phuket and Bali
Island.

Not only that, in positioning Langkawi as an inter-
national tourist destination Langkawi Development
Authority (LADA) is local govern agency were formed
responsible for expanding and supporting tourism
development in Langkawi by encourage and carry
out the economic restructuring of lower-productivity
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to higher productivity sectors. LADA is also respon-
sible to create attractive opportunities for foreign
investors using the existing available tourism prod-
ucts and resources. This government body is operated
based on social, economic and physical development
of Langkawi in line with the Malaysian government
policies as well as preserving the natural resources
and establish conducive environment.

The above mentioned efforts are evidences that
Langkawi is experiencing significant changes on the
supply side of tourism, as well as in demand trends
or significantly turned this Island into a popular desti-
nation and a shopping heaven for local and foreign
tourists. The rapid expansion of both international
and domestic tourism however increased the need for
a comprehensive view of the social, economic, cul-
tural, environmental and political issues, processes and
problems related to tourism development and under-
stand its dynamics and impacts. In other words, the
attributes that contribute Langkawi as competitive
tourism destination and the relationship between des-
tination competitiveness and tourism performance is
rather vague.

Further, the relationship between tourism perfor-
mance on the local economic and socio-cultural
impacts are hardly discussed and explained in aca-
demic literature. Ritchie and Crouch (2003) concep-
tually proposed the model of the relationship between
destination competitiveness, tourism performance and
tourism impact but have yet not extensively tested
them. In fact, the view on the issues raised from indus-
try players namely travel agencies, lodging, hoteliers,
event organizers, government agencies, tourists and
residents are widely obtained.This is therefore warrant
empirical investigation.

2 LITERATURE REVIEW

2.1 Destination competitiveness

Subsequently, the various models of destination com-
petitiveness, the different attempts at measuring
tourism competitiveness and developing destination
competitiveness strategies will be critically reviewed.
First, the notion of competitiveness and how it relates
to a tourism destination will be examined. Social
and economic implications from the perspectives of
Langkawi’s resident will also be investigated through
the adaptation of other researchers’ works. Destina-
tion competitiveness is similarly defined by Hassan
(2000) as the ability of one destination to create and
integrate value-added goods that maintain its resources
while also carry on its own market position concerning
those of competitors. The most detailed work on over-
all tourism competitiveness was undertaken by Ritchie
and Crouch (2000, 2003).They contend that to be com-
petitive, a destinations development of tourism must
be sustainable, not just economically, ecologically, but
socially, culturally and politically.

2.2 Destination resources and attributes

To achieve competitive advantage for its tourism
industry, any destination must ensure that its over-
all attractiveness and the tourism experience must
be superior to that of the many alternative des-
tinations open to potential visitors. According to
Dwyer et al. (2004), the key success factors
in determining destination competitiveness can be
classified under eight main headings: Endowed
Resources (natural/heritage); Created Resources; Sup-
porting Resources; Destination Management (Govern-
ment/Industry); Situational Conditions and Demand.
In an earlier model, Ritchie and Crouch (2003) devel-
oped similar factors, but categorized them into five
general industry levels as well as mainstream tourism
destination attractiveness attributes including: Sup-
porting Factors and Resources; Core Resources and
Attractors; Destination Planning and Policy. In addi-
tion to this, scholars also identified a destination’s
resources as universally important factors in deter-
mining its competitiveness (Ritchie & Crouch, 2003;
Dwyer et al., 2004; Dwyer & Kim, 2003; Wilde & Cox,
2008; Buhalis, 2000; Hassan, 2000; Mihalic, 2000 and
Kozak & Rimmington, 1999).

2.3 Destination competitiveness measurement
approaches

The measurement of tourism competitiveness has
attracted many researchers indentation as they are
vital factors for the success of tourism destinations
(Crouch & Ritchie, 1999; Kozak & Remmington,
1998, 1999; Mihalic, 2000; Dwyer et al., 2000). A
model of competitiveness particularly on the tourism
sector is based on product and service offered (Murphy
et al., 2000). According to Dwyer et al., (2004), there
is no single or unique unit indicators that can exploit
and apply to all destinations at all times. However,
there are two kinds of variables used which are objec-
tively measured variables such as visitor numbers,
market share and subjectively measured variables such
as image, climate and so on. Kozak & Remmington
(1999) used both measures in surveying perceptions
and opinions of visitors such as friendliness of local
citizens, shopping facilities and others in measuring
the competitiveness of one destination. Poon (1993)
suggested four main principles for the destinations to
be competitive namely; strongly sustaining environ-
ment, making tourism a leading sector, strengthening
the distribution channels in the market and building a
dynamic private sector.

The approach used by Crouch & Ritchie’s (1999)
to measure the destination competitiveness is one
among the recent efforts to conceive an approach
that combines the elements of tourism and industry
competitiveness. Their approach is the extended study
from the pioneering ones such as that of Pearce’s
(1997) method of competitive destination analysis.
This approach enlarges mainstream focusing princi-
pally on image and/or attractiveness of destination
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(Hu & Ritchie 1993). By adding these additional fac-
tors, Crouch and Ritchie (1999) propose an approach
which is more inclusive than mainstream approach
to destination attractive analysis. Moreover, they also
used the approach proposed by Porter (1995) as a basic
source for explaining the indicators of competitiveness
of destination.

Given the enormous potential of tourism as a cat-
alyst for its future economic and social development,
the following research questions are formulated:

1. What are the different factors that determine suc-
cessful tourism performance of a destination?

2. What are the nature and extent of these factors?
3. Which of these factors are critical success factors

for Langkawi?
4. How do these factors of destination competitive-

ness interrelate with Langkawi’s economic and
social development goals?

5. What existing tourism and social development
indices can be used to monitor the progress towards
destination competitiveness of Langkawi?

2.4 Tourism impacts

Tourism is an industry with enormous economic
impacts. It is also an industry that has many
environmental and social consequences. A thorough
understanding of each components of the tourism
phenomenon is essential so that those involved in
planning, management and policy determination have
a basis for decision-making. The early research in
this area focused on identifying the various perceived
impacts on tourism development (Liu, Sheldon &
Var, 1987; Perdue, Long & Allen, 1987; Ross, 1992,
Sheldon & Var, 1984). Generally residents recognized
the positive economic impacts of tourism develop-
ment, but were concerned with potentially negative
social impacts such as traffic congestion, crime, pub-
lic safety issues, and pollution. In order for tourism to
contribute to the economic, social, and environmental
development of Langkawi, its tourism industry should
perform better than other destinations in producing and
delivering goods and services important to the satis-
faction of the various travel markets. It is imperative
that achieving tourism competitiveness and improv-
ing tourism performance should translate to more
economic and social benefits to tourism providers,
developers and local residents of Langkawi.

2.4.1 Economic Impact (EI)
Tourism can create jobs, provide foreign exchange,
produce return on investment for emerging economics,
bring technology, an improve living standards. Every
study of resident perception of tourism impacts has
included questions concerning economic factors. The
studies demonstrate that residents feel tourism helps
the economy (Ritchie, 1988) that tourism increases the
standard of living of host residents, and that tourism
helps the host community and country earns foreign
exchange (Ahmed & Krohn, 1992). Also, tourism
helps generate employment (e.g., Ahmed & Krohn,

1992;Backman & Backman, 1997; Milman & Pizam,
1987; Var & Kim, 1990) and increase revenue to local
businss (Backman & Backman, 1997) and shopping
facilities (Backman & Backman, 1997). Services of
all kinds are established and offered to tourists, who in
turn also serve local residents, and tourism generates
the impetus to improve and further develop community
infrastructure and community service.

2.4.2 Social Impact (SI)
Tourism increases traffic congestion and crowded-
ness in the public area, and brings social problems.
Tourism also contributes to social ills such as beg-
ging, gambling, drug trafficking, and prostitution, as
well as the uprooting of traditional society, and causes
deterioration of the traditional culture and customs of
host countries (Ahmed & Krohn, 1992). Tourism con-
tributes to an undesirable increase in the consumption
of alcohol, increased traffic congestion, and over-
crowding because of visitors (Backman & Backman,
1997).

Smith’s study (1992), supported the view that
tourism development brought prostitution, drug abuse
linked to many tourist deaths, sex related disease and
injuries, and police corruption. Other researchers who
have examined resident attitudes towards crime and
tourism development also found little perceived rela-
tionship between crime and tourism overall (Allen
et al., 1993).

In collecting the information on the impact of
tourism performance on local residents economy
and social, the instrument will be used and all the
items with minor modification will be adapted from
Cummins (1997) and Kim. (2002). All three instru-
ments will be using Five point Likert scales. Worth
mentioning that, in understanding the Tourism Per-
formance (TP), the secondary information on tourist
arrival, tourist receipt and length of stay will be
obtained from MTPB Annual Report and LADA
Annual report. Dual-language set of questionnaires
will be tailored made for industry players, tourists and
residents.

Three different groups will be surveyed. For the
first set of the instrument, permission from identified
industry players with minimum 5 years experienced
will be first obtained before distributing the question-
naire. Upon their agreement, researchers will person-
ally distribute the questionnaire. The second and third
instruments will involve tourists and residents. The
potential respondents will be approached to partic-
ipate in the surveyed. The popular spots among the
international and local tourists will be part of the of
the survey location. Similar to the residents, places
like Kuah, Pantai Cenang, Padang Matsirat and many
others definitely will part of it and the time of data
collection processes will be later determined.

2.5 Tourism and resident’s quality of life

Edgell and Haenisch (1995) assert “international
tourism in the twenty-first century will be a major
vehicle for fulfilling the aspirations of mankind in
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its quest for a higher quality of life, a part of
which will e facilitating more authentic social rela-
tionships between individuals”. Crouch and Ritchie
(1999) believe that “the enhanced competitiveness
of the destinations should lead directly to a sustain-
able improvement in the quality of life of these same
residents”. The desire to improve the quality of life
in a particular destination or particular group is an
important focus of attention for planners (Massam,
2002).

3 CONCLUSION

In Malaysia, there is quite limited number of empir-
ical studies on Langkawi as the competitive destina-
tion. The framework developed will identify the most
important attributes of destinations competitiveness
for the country destination and in this case is Langkawi
Island, Malaysia and illustrates the interrelationships
and interaction between the processes and outcomes
of tourism factors on one hand, and its performance
that lead to tourism impacts on the other hands. Exist-
ing destination competitiveness models do not reflect
these interrelationships and interactions between des-
tination competiteveness, performance and impacts.
Since little research has focused on destination com-
petitiveness in the context of Langkawi, this could
provide new insights about how destination competi-
tiveness could be achieved or improved by destinations
with similar level of tourism and social develop-
ment as a emerging destination market in Malaysia.
A tourism competitiveness framework and a method
to evaluate progress towards achieving tourism com-
petitiveness in the context of prevailing economic and
social impacts of this area of study may be able to
provide Langkawi Island, Malaysia with a conscious
way of developing a profitable and sustainable tourism
industry. It is hoped that this study will be contributing
an understanding and insights about destination com-
petitiveness based on social-economic implication and
its residents’ QOL.

REFERENCES

Ahmed, Z.U., & Krohn, F.B., 1992. Understanding the
uniquconsumer behavior of Japanese tourists. Journal of
Travel and Tourism Marketing, 1 (3) (1992), pp. 73–86.

Allen, D., Shore, L., & Griffeth, R. (2003). The role of
perceived organizational support and supportive human
resource practices in turnover process. Journal of Man-
agement, 29 (1), 99–118.

Australian tourism destination’, Proceedings of the Travel
and Tourism Research Association (TTRA) European
Chapter Conference-Competition in Tourism: Busi-
ness and Destination Perspectives, Helsinki, Finland,
pp. 467–478.

Backman, K.F., & Backman, S.J., 1997. An examination of
the impacts of tourism in a gateway community. In H.L.
Meadow (Ed.) Development in Quality of Life Studies,
Vol. 1 (pp. 6) Blacksburg, Virginia: International Society
for Quality of Life Studies.

Buhalis, D. (2000), ‘Marketing the competitive destination
of the future’Tourism Management, 21, 97–116.

Crouch, G. I., & Ritchie, J. R. B. (1999), ‘Tourism, com-
petitiveness, and societal prosperity’ Journal of Business
Research, 44, 137–152.

Cummins, R.A., (1997). The domain of life satisfaction: an
attempt to order chaos. Social Indicator Research, 38,
303–328.

Dwyer, L., & Kim, C. (2003), ‘Destination Competitiveness:
determinants and indicators’ Current Issues in Tourism, 6
(5), 369–414.

Dwyer, L., Mistilis, N., Forsyth, P., & Rao, P. (2001), ‘Interna-
tional price competitiveness ofAustralia’s MICE industry’
The International Journal of Tourism Research, 3 (2),
123–139.

Dwyer, L., R. Mellor, Z. Livaic, D. Edwards and C.
Kim (2004). ‘Attributes of Destination Competitiveness:
A Factor Analysis,’Tourism Analysis, 9(1–2): 91–101.

Edgell, D. & Haewisch, T., (1995) Cooperation: Global
tourism beyond the millennium. Kansas City, MO:
International Policy Publishing.

Gursoy, D. & Rutherford D.G. 2004. Host attitudes toward
tourism: An Improved Structural Model, Annals of
Tourism Research, Volume 31, Issue 3, July 2004,
495–516.

Gruescu, R., Nanu, R. & Pirvu, G. (2009). Destination
Competitiveness: A Framework For Future Research.
Entelequia. Revista Interdisciplinar, n◦ 9, 197–209.

Hassan S. Determinants of Market Competitiveness in an
Environmentally SustainableTourism Industry. Journal of
Travel Research, Feb., 2000, vol. 38, (3), 239–245.

http://tourismmalaysia.gov.my, date visited November,
December 2011, January, February 2012.

http://lada.gov.my, date visited November, December 2011,
January, February 2012.

http://tat.gov.my date visited, January, February 2012.
Hu,Y. Z., and J. R. B. Ritchie (1993). “Measuring Destination

Attractiveness:A ContextualApproach.” Journal ofTravel
Research, 35 (4): 42–49.

Kim, K. (2002). The effects of Tourism Impacts on Quality
of life of The Residents In The Community. Unpub-
lished doctoral dissertation, Virgin Polytechnic Institute
and State University.

Kozak, M. and M. Rimmington (1999). ‘Measuring Tourist
Destination Competitiveness: Conceptual Considerations
and Empirical Findings,’ International Journal of Hospi-
tality Management, 18(3): 273–284.

Langkawi Authority of Development (LADA). Annual
Report 2010, pp. 105

Liu, J.C., Sheldon, P.J., Var, T., (1987). Resident perception
of the environment impacts of tourism, Annals of Tourism
Research, 14, 17–37.

Malaysia Tourism Promotion Board Annual Report, 2010.
Massam, B., (2002). Quality of life : Public planning

and private living, Progress in Planning, 58 (2002),
141–227.

Mihalic, T. (2000), ‘Environmental management of a tourist
destination: A factor of tourism competitiveness’Tourism
Management, 21, 65–78.

Milman, A. & Pizam, A. 1988. Social impact of tourism
on Central Florida. Annals of Tourism Research, 15 (2),
191–204.

Murphy, P., Pritchard, M. P., & Smith, B. (2000). The
destination product and its impact on traveller percep-
tions.Tourism Management, 21(1), 43–52.

Pearce, D. G. (1997). Competitive Destination Analysis
in Southeast Asia. Journal of Travel Research, Spring:
16–24.

500



Perdue, R. R., Long, P. T., & Allen, L. (1990). Resident
support for tourism development. Annals of Tourism
Research, 17, 586–599.

Poon, A., (1993). Tourism, technology and competitiveness
strategy. Wallingford UK: CAB International.

Porter, M. E. (1985). Competitive Advantage: Creating
and Sustaining Superior Performance, New York: Free
Press.

Ritchie, J. R. B. (1988). Consensus policy formulation in
tourism. Tourism Management, 9(3), 199–216.

Ritchie, J. R., & Crouch, G. I. (2000), ‘The competitive
destination: A sustainability perspective’ Tourism Man-
agement, 21, 1–7.

Ritchie, J. R. B., & Crouch, G. I. (2003),The Competitive Des-
tination: A Sustainable Tourism Perspective, Wallingford,
Oxon, UK: CABI Publishers.

Ross, G.F. 1992. Resident Perceptions of the Impact of
Tourism on anAustralian City. Journal ofTravel Research,
30 (3) (1992), pp. 13–17.

Sheldon, P.J. & Var, T. (1984). Resident Attitudes to Tourism
in North Wales. Tourism Management, 5: 40–47.

Smith, R.A., (1992). Beach resort evolution: Implications for
planning. Annals of Tourism Research, 19, 304–322.

Wilde, SJ & Cox, C 2008. ‘Linking destination competi-
tiveness and destination development: findings from a
mature.

501



This page intentionally left blankThis page intentionally left blank



Current Issues in Hospitality and Tourism Research and Innovations – Zainal et al (eds)
© 2012 Taylor & Francis Group, London, ISBN 978-0-415-62133-5

Environmental protection culture – perspective of tourists in a water-based
tourist destination
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ABSTRACT: This paper aims to investigate the characteristics of environmental protection culture of tourists
who have visited a resort in a water-based tourism destination. A questionnaire was distributed to tourists who
visited a water-based tourist destination in Peninsular Malaysia. Out of 90 registered tourists, 66 had responded,
yielding 73 percent usable responses. Reliability tests and descriptive analysis were used to analyse the data. The
results revealed that in terms of the Environmental Protective Value, tourists agree about their enjoyment with
nature, environmental movement activism and environment threat factors. In terms of Environmental Protection
Practices, the respondents admit to practise environment-based actions such as recycling, buying environmentally
friendly products and using energy-saving appliances.

Keywords: Environmental Protection Culture, Environmental Protection Practice, Environmental Protection
Value, tourist perspective

1 INTRODUCTION

Until the 1970s the tourism industry was not regarded
as an important economic activity in Malaysia. Today,
the tourism sector ranks second in motivating foreign
exchange after the oil and gas industry (Kaur, 2006).
From January to September 2009, Malaysia recorded a
total of 17,378,040 tourist arrivals (Malaysia Tourism
Board, 2010). This indicated an increase of 6.4 per-
cent in contrast to 16,329,855 for the year 2008. In
September 2009 alone, tourist arrivals grew by 24.9%
from 1,599,418 in September 2008 (ibid).

Despite the growing number of tourists visiting
Malaysia, many water-based tourism destinations are
still struggling to attract visitors. One of the main
reasons for this lack of attraction is that tourists are
dissatisfied with the experiences that do not corre-
spond to their expectations (Yusof et al., 2010). While
water-based tourism destinations possess natural qual-
ities that are attractive for sustainable tourism, the lack
of tourist visits has caused a bad turnover which led
to some resorts accruing huge annual losses and even-
tually forced these resorts to cease operations (Kedah
Government, 2007). Complaints about environmental
neglect and meagre services abound. Chui et al (2010)
report a declining number of foreign visitors to Taman
Negara, one of Malaysia’s National Parks. They sug-
gest some immediate measures the management and
towards improving the cleanliness and hygiene of the
park, to address the problem. In a recently-concluded
research in Lake Kenyir, Yusof et al (2010) reveal that
tourists are dissatisfied with the products and services

offered in the area. Among the complaints is that most
resorts in the area seem to have neglected important
environmental practices. All resorts claimed that they
were aware about the need to protect the environment,
but in terms of the actual practices, out of 6 resorts in
Lake Kenyir, only 2 resorts incorporated waste recy-
cling and only 3 resorts practised low energy and
consumption devices, water saving practices, recycled
material and local product (Yusof, et al., 2010). Thus,
there is a gap between environmental awareness and
the daily practice. It is not surprising if this destination
is only able to attract a limited number of tourists. Teh
and Cabanban (2007) have conducted an evaluation of
the biophysical environment in Pulau Banggi, Sabah
and examined how the existing biophysical conditions
determine the decision for future sustainable tourism
development. They have found that the main challenge
is the insufficient water, sanitation infrastructure and
local participation, and the practice of blast fishing
which can devastate the key attraction for tourists in
the future. From these studies, it can be deduced that
the low performance is due to the lack of environmen-
tal protection component in the facilities and services
delivered to the tourists in the destination.

Similarly, researchers in other countries have found
that resort operators are not adhering to environmen-
tal standards when it comes to products and services
delivery (Bjork, 2000). According to Altinay and
Hussain (2005) environment qualities in most tourist
destinations are deteriorating because of improper
waste disposal and the uncontrollable rate of ad
hoc tourist development. There are also problems of
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inadequate clean water supply and lack of support
infrastructure (Harrison et al, 2003). Resort opera-
tors are accused as the main contributor for pollution
in many tourism destinations (Hillary, 2000). Statis-
tics from the United Kingdom’s Environment Agency
reveal that these operators who are small in numbers
contribute about 60% of waste and 80% of pollution
(Environment Agency, 2003). To make things worse,
most of the outlined policies are ineffective because
they fail to understand and incorporate the nature
and magnitude of small businesses in the industry
(Thomas, 2000). Small businesses do not operate like
large businesses. Small operators usually have to face
some financial constraints; implying the importance
of capital availability (ibid). Small business operators
are more likely to respond to the niche market (Storey,
1994). Because of this reason, if small operators are
convinced that engaging in environmental-friendly
practices will result in higher profits, they will be
most likely to implement the practices (Gadenne, et al.,
2009). On the other hand, although they are small-
sized, in terms of quantity their numbers are big;
constituting more than 95% of all private businesses
and thus, their influence to the environment cannot be
ignored (ABS, 2003). It is important that small oper-
ators are able and willing to ensure that their business
will not be destructive to the environment (Gadenne
et al., 2009). Therefore, as suggested by Thomas
(2000) research that focuses specifically on small busi-
nesses in the tourism industry is highly needed to serve
as a guide for effective tourism planning and policy
measures.

2 PROBLEM STATEMENT

Previous studies have shown that the success of the
tourism industry is dependent upon effective planning
and management of the natural environment. Dinan
and Sargeant (2000) have claimed that an effective
planning to address environmental issues is that in
any tourism activities, environment and the culture of
local communities should be preserved, while at the
same time fulfilling tourists’ needs and maintaining
the growth of the industry. Wahab and Pigram (1997)
warn that setting sustainable tourism as a development
strategy to revive under developed areas is in itself
a potential threat to environment quality and would
probably dwindle the area’s natural resources. The-
oretically, the influx of tourist to a location would
increase with the designation of the site as a tourism
spot. As such, a proper planning of influx tourists is
required to minimise the adverse effects of tourism.
Indeed, as highlighted by Lynn and Brown (2003), it
has become evident that failure to properly plan and
manage the increasing number of tourists who visit
protected areas has led to a decline in biological diver-
sity and exploitation of natural resources. However,
most literature with regards to environmental protec-
tion is originated from developed countries (Erdogan

and Baris, 2007). As such, it fails to consider the dif-
ferent contexts of developing countries and results in
the lack of attributes relevant to environmental protec-
tion, suitable for developing countries; an indication
that any theoretical adoption needs to be done in a
cautious way.

It is acceptable that an unpolluted environment
is a key element of quality service and is crucial
for the progress of the tourism industry. However,
the disposition and how far the stakeholders such
as the resort operators, tourists, tourist guides and
the park managers themselves can commit to envi-
ronmental issues in Malaysia are largely unknown.
Except for the Lake Kenyir where such study has
been conducted, not much is known whether or not
other water-based resort operators and park managers
in Peninsular Malaysia are engaged in environmental
protection practices and whether or not these practices
influence tourists’ satisfaction. Since the majority of
resort operators are small, more attention should be
given towards the understanding of how these busi-
nesses operate, before any tourism planning could be
deployed to successfully address environmental prob-
lems. Recognizing the heterogeneity of small firms
within the tourism industry is important so that the
knowledge can serve as a guide for suitable planning
approaches towards sustainable tourism development.
Likewise, any identified constraints can be circum-
vented and thus, enhance the effectiveness of the
proposed planning measures.

It should be noted that most studies on environmen-
tal protection practices in Malaysia tend to concentrate
on coastal or island tourism. Teh and Cabanban (2007)
have dedicated their attention to Pulau Banggi, an
island in Sabah, Malaysia. A host of yet-to-be pub-
lished studies is also concentrated in the islands along
the east coast of Peninsular Malaysia. While half of
the tourist destinations are located in inland regions
or are water-based, still very little scholarly attention
has been paid to such areas. Therefore, another study
is needed to fill the gap.

Thus, this study aims to investigate the character-
istics of environmental protection culture of tourists
who visited a resort in a water-based tourism destina-
tion. The findings can serve as planning guides for the
service providers (resort operators, park managers and
tourist guides) in water-based tourism destinations on
the proper use of natural resources and improve their
service delivery through environmentally conscious
designs and accountable business practices. Similarly,
the findings will provide the decision makers (e.g
the Ministry of Tourism, Ministry of Environment
and Natural Resources and the relevant state govern-
ments) with a conceptual vehicle for effective tourism
planning and policy formulation to proceed with the
sustainable tourism development in the water-based
tourism destinations in Malaysia. The findings will
also encourage environmental awareness and practices
among the main tourists and local communities, and
consequently contribute towards sustainable tourism
development in Malaysia, so that tourism remains
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viable over an indefinite period and does not degrade
the environment and the local community.

3 ENVIRONMENTAL PROTECTION
CULTURE (EPC)

Several researchers have emphasized on the need for
an environmental protection culture (EPC) in order
to minimize the adverse effects brought upon by the
tourism industry. Dunlap and Jones (2002) define
EPC as the awareness about environmental problems
and the willingness to participate in activities which
attempt to resolve problems. The objective of envi-
ronmental protection is to accomplish and sustain a
specific environmental behaviour that can reduce the
negative outcome caused by the day-to-day operations
of businesses on the natural environment (Erdogan and
Tosun, 2009).

EPC consists of two main dimensions; environ-
mental protection value (EPV) and environmental
protection practices (EPP). EPV portrays the set of val-
ues or belief system which serves as guiding principles
in determining one’s behaviour towards the environ-
ment (Kaltenborn and Bjerke 2002). EPP are practices
that are aimed at reducing the negative impacts to the
environment.This is usually specified as technology or
processes that are performed, together with the expan-
sion of “cleaner” and competent technologies (Hale,
1996) or whether product or its elements are envi-
ronmentally friendly- if they can be recycled, reused,
remanufactured, repaired, disposed and biodegradable
or not (Gadenne, Kennedy, & McKeiver, 2009). EPP is
also manifested in the selection of raw materials, the
production of waste, the means of disposal and how
much pollution it generates (Zainul Abidin, 2010).

What are the indicators for EPC? Bamberg (2002)
considers EPC to include values and practices which
encourage recycling, energy saving and environmen-
tally friendly products or services. In areas where there
are influxes of tourists, waste processing facilities for
garbage and sewage are seen as particularly impor-
tant, as stated by Stern et al (2003). Khan (2003) coins
the word ‘ecotangibles’ to explain environmental pro-
tection measures implemented by service providers.
Ecotangibles include the management that is aware of
tourists’ concern towards the environment; amicable
facilities to nature; tools that improve environmental
performance; policies and practices that reduce neg-
ative impact on nature; not to forget the recycling,
reapplying and trimming down of resources. EPC
may be embedded in service providers’ operational
management. Examples of such practices include the
efficient use of raw materials, reduction of pollution
emissions and green purchasing initiatives (Blanco
et al., 2009).

Lane (1992) acknowledges ‘imported employees’
as one of the features of non-environmental sensitive
condition. On the other hand, Jithendran and Baum
(2000) stress that employing local people is an evi-
dence of the awareness and sensitivity to socio-cultural

and environmental aspects. This awareness will lead to
increased conscientiousness on local tourism and give
positive influence to its development.

Environmental investments that directly improve
the environment are also regarded as part of EPC
(ibid). Examples of this include the efforts to improve
the quality of the waterfront next to it, the cleaning
of fishing or driving area, etc. Goodman (2000) stud-
ies the Scandic Hotels in Northern Europe and find
out that collaborations which create a win–win sit-
uation among the stakeholders prove to be crucial
for the sustainability of environmental programs. This
implies that all firms can participate and benefits from
environmental protection programs.

A more comprehensive indicator is developed by
Erdogan and Tosun (2009). They utilise 8 dimen-
sions with 39 items of environmental protection prac-
tices to evaluate environmental management practices
adopted by accommodation operators in Goreme His-
torical National Park, Turkey. The dimensions include
the knowledge on the environmental protection, edu-
cation and training for environmental awareness, com-
munication for environmental awareness, architecture
and landscape designs, energy efficiency, waste reduc-
tion, water efficiency and water conservation and
environmental program and policy.

4 METHODOLOGY

A questionnaire which consists of 2 sections was
distributed personally and self-administered to the
tourists who visited the area. Section A asks questions
on the tourists’ socio-demographic variables; namely
age, gender, country of origin, marital status, educa-
tion level, occupation and monthly income. Section
B consists of 24 items asks questions on tourists’
EPV while Section C with 20 items asks on the
tourists’EPP. Respondents were asked to indicate their
answers using a 6-point scale (1 = strongly disagree;
6 = strongly agree). The survey data were analysed
using the descriptive analysis and reliability test was
carried out prior to the analysis.

Out of 90 tourists who visited the study area, 66
responded to the survey, giving the response rate of
73 percent. The majority of the tourists were female
and most of them were at the age of between 18
and 24 years old. Nearly 76 percent of the respon-
dents were first-time visitors and they stayed at
the resort for 1 night/day.We performed a reliabil-
ity test on all factors. With regards to EPV, all
factors showed Cronbach Alpha to be above 0.7,
except for the Human Dominance Over Nature (cron-
bach Alpha = 0.423) and Conservation Motivated by
Anthropocentric Concern (Cronbach alpha = 0.213)
factors. In terms of EPP, all factors expect for Conser-
vation Behaviour to have Cronbach Alpha above 0.7.
Factors with Cronbach Alpha below 0.7 were omit-
ted in the analysis. Table 1 presents the results of the
reliability test.
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Table 1. Reliability tests of all factors.

Cronbach
alpha

A) Environmental Value
Enjoyment of Nature (EN) 0.879
Environmental Movement Activism(EMA) 0.803
Human Dominance Over Nature (HDON) 0.423
Conservation Motivated by Anthropocentric 0.215

Concern (CMAC)
Altering Nature(AN) 0.752
Environmental Threat (ET) 0.713

B) Environmental Practice
Environmental Action (EA) 0.740
Conservation Behaviour (CB) 0.571
Environmental Involvement (EI) 0.825
Resort Environmental Practice(REP) 0.815

Table 2. Mean score of environmental protection value.

Mean

A) Environmental Value
Enjoyment of Nature (EN) 4.85
1. I really like trips into the countryside

(for example: forests or nature)
4.83

2. Sometimes when I am unhappy, I find
comfort in nature.

5.05

3. I would rather spend my weekends in
natural areas than in the city.

4.76

4. I enjoy spending time in natural settings 4.76

Environmental Movement Activism(EMA) 4.46
5. If I get extra income, I will donate some

money to an environmental organization.
4.33

6. Environmental protection needs a lot of
money. I am prepared to help out in a
fund-raising effort.

4.27

7. I would like to join and actively participate in
an environmentalist group.

4.48

8. I often try to persuade others that the
environment is important.

4.76

Altering Nature(AN) 3.36
9. It is not a crime for humans to destroy

natural areas for economic purposes.
2.65

10. I prefer a garden that is well-groomed and
orderly, compared to a wild and natural
garden.

4.03

11. Grass and weeds growing between pavement
stones may be natural but should be destroyed

3.25

12. When nature is uncomfortable and
inconvenient for humans, we have the right
to change and modify it to suit ourselves.

3.51

Environmental Threat (ET) 4.65
13. The earth is like a spaceship with very

limited room and resources.
4.57

14. The balance of nature is very delicate and
easily upset.

4.44

15. When humans interfere with nature, it often
produces disastrous consequences.

4.78

16. Humans are severely abusing the
environment.

4.83

5 RESULTS

Subsequently, the descriptive analysis was performed.
Table 2 and Table 3 present the results. The highest
mean score for EPV is the Enjoyment of Nature factor
(mean = 4.85) followed by the Environmental Threat
(mean = 4.65) factor. Meawhile for EPP, the highest
score is the Environmental Action (mean = 4.75) fac-
tor, followed by the Resort Environmental Practice
(mean = 4.51) factor.

6 CONCLUSION

The study adds to the limited knowledge on the envi-
ronmental protection culture of tourists in water-based
destinations. In terms of EPV, respondents agree with
the enjoyment with nature, environmental movement
activism and environment threat factors. They put
the highest score on the item concerning the com-
fort in nature. In terms of environmental protection
practices, the respondents agree to practise environ-
mental actions such as the need to recycle, buy envi-
ronmentally friendly products and use energy-saving
appliances. Therefore, resort operators, managers and
tourism authorities should ensure that tourists are able
to enjoy the nature, encourage environmental activism
and avoid development that tends to cause threat to the
environment. In addition, resort operators, managers
and tourism authorities should focus on practices such
as recycling, reusing, energy saving and making use of
environmental friendly products or services to attract
tourists to the area.
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ABSTRACT: The huge increase in international tourism receipts have contributed to the upsurge of interest in
the role of tourism for economic growth. Malaysia’s tourism is apparently the second major contributor in foreign
exchange earnings after manufacturing. However, the empirical results with regards to Granger causality between
tourism and economic growth are mixed. Thus, the objectives are to determine 1) the long run relationships,
2) the long run triangular Granger causality and 3) the speed of adjustment for economic growth. Based on
data from 1974–2010, 1) Johansen cointegration reveals that tourism receipts and education are significantly
affecting growth, 2) Granger causality in VECM shows there are bidirectional relationship among economic
growth, tourism receipts and education thus witnessing a triangular relationship and 3) the speed of adjustment
is moderate. Therefore, it is suggested to the policy makers to further improve and sustain tourism and its
sub-sector to generate greater economic growth.

Keywords: Economic growth, tourism receipts, education, Johansen Cointegration, VECM

1 INTRODUCTION

Tourism is one of the most expanding sectors in the
world. In recent decades, it has been observed a strong
increase of interest in the role of tourism for growth.
Tourism contributes to economic growth could be seen
from its foreign exchange earnings which represent a
significant income source for the country. These earn-
ings can be used as an input to import capital goods
to produce more goods and services, and this succes-
sively enhanced economic growth (McKinnon, 1964).
Other positive externalities brings by tourism activities
are tax revenues, employments, business opportu-
nities, etc. Therefore, Balaguer & Cantavella-Jorda
(2002) and Dritsakis (2004) assumed that tourism
expansion should have a positive contribution to eco-
nomic growth. On the other hand, it should also
be highlighted that some authors such as Chen &
Devereux (1999); Oh (2005) and Lee & Chang (2008)
have stated that it could not be proven that any
positive relationship exist between tourism and eco-
nomic growth. Should developing country such as
Malaysia promote its tourism sector to achieve long
run economic growth?

In addition, one of the major macroeconomic poli-
cies to generate long run economic growth is to
stimulate investment in education. Education and its
long run effect on economic growth has been an
interesting issue all this while. Education is generally

acknowledged as a main tool to promote economic
growth as well as economic development. In Malaysia,
the annual budget has without fail been increasing
allocation for education. Government investment in
education leads to higher literacy among the popula-
tion.The more literate the population, the greater is the
productivity that leads to a higher standard of living.
The benefits of investment in education in develop-
ing country include poverty reduction and removal of
inequalities in terms of social standing and income
for individuals and society. Therefore it is worthwhile
to determine empirically the contribution of educa-
tion investment to Malaysia’s economic growth. On
one hand, the investment in education is reflected in
the improved quality of the labour force that produces
output. On the other hand, the empirical studies on the
importance of education as one of the components in
human capital is found to be mixed (Al-Yousif, 2008).

Figure 1 shows the trends of economic growth,
tourism receipts and education from 1974-2010 in
Malaysia. It can be observed that tourism receipts have
witnessed significant growth since 1974 as well as the
government expenditure in education has increased
as time moves. The upward trends of these vari-
ables might possibly exhibit some kind of patterns
and behaviours. As a result, this study is particular
interested in determining the long run relationship of
tourism receipts and education to economic growth
and also to estimate the type of their causalities.
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Figure 1. Trends of economic growth, tourism receipts and
education from 1974–2010 in Malaysia.

Hence, the study’s objectives are:

1) to determine whether international tourism re
ceipts and education give impact to long run eco
nomic growth,

2) to determine the directions of Granger causality,
and

3) to determine the speed of adjustment for economic
growth

2 LITERATURE REVIEWS

The first to study tourism led growth (TLG) are
Balaguer and Cantavella-Jorda (2002). They based
TLG on the ELG (export led growth) literature on
Spain and found that the economic growth there has
been supported by its international tourism expan-
sion. Among others who support TLG are Gunduz
and Hetami-J (2005) in Turkey; Lau, et al. (2008) and
Sarmidi, et al. (2010) in Malaysia, Kreishan (2010)
in Jordon; Katircioglu (2010) in Singapore, etc. Bidi-
rectional relationship are supported by Tang (2011) in
Malaysia, Khalil et al (2007) in Pakistan and Wickre-
masinghe and Ihlanyake in Sri Lanka; However, there
are also evidences showing the other way round i.e.
tourism does not lead to growth. This is examined by
Oh (2005) in Korea; Katircioglu (2009a) and Ozturk
and Acaravci (2009) in Turkey. On the other hand,
Paynes and Mervar (2010) in Croatia and Lee (2008) in
Singapore has turned out that TLG hypothesis support
for economic driven tourism growth instead of TLG.

The literature of education and economic growth
relationship is extensive. However, different researchers
obtained different findings, it is either education acts
positively, negatively or in some cases no impact of
economic growth at all. For instance, Barro (1991)
discovers a positive relationship between educational
expenditures and economic growth while De Meul-
mester and Rochet (1995) find the relationships
between the two are not always positive.

The empirical findings between education and eco-
nomic growth for the later years are as follow:

Oluwatobi and Ogunrinola (2011) conducted a
study to find out the effect of government recurrent and
capital expenditure on education and health towards
economic growth in Nigeria. The variables include

GDP, physical capital (K), total stock of human capital
(hL) and human capital development proxied by gov-
ernment capital expenditure (CE) and recurrent expen-
diture (RE) on education and health. The findings
show that there is a long run relationship between the
variables used for human capital development and eco-
nomic growth where a positive relationship between
RE and GDP is observed while CE is negatively related
to GDP.

Odit, et al. (2010) explored to what extent does
the education level of Mauritian labour force affects
its economic growth by incorporating Cob Douglas
production function with constant returns to scale.
The variables include GDP, gross fixed capital for-
mation (K), human capital stock (H), and labour (L).
The regression analysis was run from 1990–2006. The
results show that human capital does lead to eco-
nomic growth, as well as capital stock. They conclude
that human capital indeed increases productivity and
education is really a productivity enhancing tool.

Using ‘ratio of education expenditure per
worker’ – H1 and ‘share of education expenditure in
GDP’ – H2 as proxy for human capital, Al-Yousif
(2008) examines the nature and direction of the rela-
tionship between the formal and economic growth in
the six GCC economies using time series data from
1977–2004. There are mixed evidences both across
countries and the use of human capital variables when
testing for ECM Granger causality test. For Bahrain
and Qatar, the causality run from economic growth to
human capital (H1 and H2), For UAE, human capital
(H1) contributes to economic growth in the short run
and long run and there is bidirectional causality for H2
in the short run only. In the case of Oman, the causality
runs from human capital to economic growth. H1 has
unidirectional causality in the short and long run but
H2 has unidirectional causality in the short run only.

Seetanah et al. (2011) used Panel VAR to determine
whether tourism is a determinant of economic growth
in 40 African countries. The variables use include
Income (Y), Gross fixed capital formation (K), Sec-
ondary school enrolment (H), openness-ratio of export
plus import (O), Tourist arrivals (T) and economic
freedom (EF). The findings show T is the important
sector of African development although K, O and H
remain the main drivers. There is bidirectional causal-
ity between T and Y, Unidirectional causality from H,
EF and K to Y.

Katircioglu et al (2010) conducted a study inTurkey
from 1979-2007 using Bound test, ECM and Granger
causality. The variables are real GDP (Y), interna-
tional tourist arrivals (T) and higher education (E).
The results show tourism led growth as well as higher
education led growth in the research.

3 METHODOLOGY

The study employs econometric procedures such
as unit roots, Johansen cointegration (Johansen &
Juselius (1990)) and vector errors correction model
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(VECM) in Granger causality test to find out the
long run equilibrium and Granger causal relationships
among economic growth, tourism receipts and edu-
cation. The model of the study is then written as Y=
f(TRPT, EDU). Taking logs on both side, the equation
becomes:

LYt = ω0 + ω1LTRPTt + ω2LEDUut + vt (1)

The proxies for Y, TRPT and EDU are GDP,
tourism receipts per tourist and government oper-
ating expenditure on education respectively, while
t = time; ω01 = intercept terms; ω1, ω2, coefficient;
and υ = error terms.

Firstly, the technique of detecting the presence of
unit root for individual variables is carried out by
using ADF test (Dickey and Fuller, 1979, 1981) for
intercept, and intercept with time trend on the level
and first difference. If the data is confirmed to be
stationary at the same order, the second step is to con-
duct Johansen cointegration test. This is to estimate
the long run relationship between nonstationary vari-
ables for the number of cointegration relationship and
also to determine the parameters of those cointegration
relationship. Trace and maximum eigenvalue are the
two likelihood ratio tests proposed for cointegration
rank. Granger causality tests by vector error correc-
tion model (VECM) will only be conducted to check
the causality among the variables if and only if the data
is cointegrated. The three VECM in this study based
on (1) are then expressed as follows:

�Yt = α01 + �
p
i=1α11i�Yt−1 + �

p
i=1α21i�TRPTt−i

+�
p
i=1α31i�EDUt−i + θ1ECTt−1 + µµ1t (2)

�TRPTt =
α02 + �

p
i=1α12i�Yt−1 + �

p
i=1α22i�TRPTt−i

+�
p
i=1α32i�EDUt−i + θ2ECTt−1 + µµ2t (3)

�TRPTt =
α03 + �

p
i=1α13i�Yt−1 + �

p
i=1α23i�TRPTt−i

+�
p
i=1α33i�EDUt−i + θ3ECTt−1 + µµ3t (4)

The notation forY, TRPT and EDU are as explained
earlier; ECT is error correction terms; i is the number
of lagged terms; t denotes time; � is the lag operator;
µ are the disturbances in each equation; αs are constant
terms and the parameters of the lagged values of the
relevant in each equation.

The results from VECM reveal three facts: the t-
statistics shows the existence of long run causality,
while F-statistics exhibits the presence of short run
causality, and the coefficient of ECTt−1 are the indi-
cators for the speed of adjustment which show how
much the economic growth should adjust when a state
of disequilibrium exists.

4 DATA ANALYSIS

The results of ADF tests are shown in Table 1. The
second and third columns indicate that all series are

Table 1. ADF test for unit root.

1st difference

Constant & Constant
Level Constant Constant Trends Trends

LY −0.516(0) −2.810(0) −6.651*(0) −6.683*(0)
LTRPT −0.506(0) −2.754(0) −6.915*(0) −6.788*(0)
LEDU −0.032(0) −2.11(0) −5.476*(0) −5.366*(0)

*Denotes rejection of the null hypothesis at the 1% level of
confidence for ADF and PP.

not stationary at level when constant, and constant
with trend are selected respectively. The calculated t-
statistic of ADF test is higher than its critical value
at 1% level of significance, this implies that the null
hypothesis of unit root for Y, TRPT and EDU is failed
to be rejected. The fourth and fifth columns exhibit the
1st difference null hypothesis of a unit root is rejected
for all the series at 1% level of significance when con-
stant or constant and trend are included respectively.
This implies that there is no unit root and the series are
stationary.

After examining the unit roots of the variable and
confirming the time series data are stationary, the next
procedure is to determine the long run equilibrium
relationship among variables that are non stationary in
levels but stationary in the first differences. This can
be done by employing cointegration test developed by
Johansen (1988) and Johansen & Juselius (1990) as
this procedure is known to be the most reliable test for
cointegration.

Before cointegration test is performed, the study
picks out lag 1 based on several criteria such as
likelihood ration test (LR), final predication error
(FPE), Akaike information criterion (AIC), Schwarz
Bayasian criterian (SBIC), and Hannan and Quinn
criterian (HQ), to test the cointegration among Y, TR,
and Hh.

Table 2 reports the level of long run cointegration
between the variables. The null hypothesis for trace
statistic of no cointegration (r = 0) between the vari-
ables is rejected because its statistic value 32.50292 is
bigger compared to the critical value of 29.79707 at 5%
level of significance. This is confirmed by maximum
eigenvalue statistic values, which is also rejecting the
null hypothesis of no cointegration (r = 0) because the
test statistics of 27.01989 is larger than the critical val-
ues of 21.13162 at 5% level of significance. Thus, the
null hypothesis of no cointegration is rejected for rank
of zero in favour of the alternative hypothesis of one
or more cointegration vectors at 5% significance level
for trace and maximum eigenvalue tests.

From the one cointegrating vector found among
the variables, the cointegrating regression of economic
growth in Malaysia can be written as follows:

LTt = 0.675∗ LTRPTt + 0.47∗ LEDUt (5)
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Table 2. Johansen’s test for the number of cointegration
vectors.

H0 H1 Ltrace Lmax

r = 0 r = 1 32.50* 27.02*
r ≤ 1 r = 2 5.48 5.31
r ≤ 2 r = 3 0.169 0.169

Trace and max-eigenvalue tests both indicate 1 cointegrating
equations at 5% level of significance
*Rejection of the hypothesis at 5% level of significance.
**MacKinnon-Haug-Michelis (1999) p-values.

Table 3. VEC Granger causality/block exogeneity Wald
tests.

Dependent
variables �LY �LTRPT �LEDU ECTt−1

� LY – 1.64 2.411 −0.535*
(0.211) (0.121) [−3.149]

� LTRPT 0.045 – 0.145 0.995*
(0.832) (0.703) [3.783]

� LEDU 0.147 6.030 – 0.333**
(0.701) (0.014) [1.917]

*, ** and *** Denote rejection of the hypothesis at 1, 5 and
10% significant level.
The values in [ ] and ( ) are t-statistics and p-value respectively.

This normalized equation describes the signs on
the variables whether they are consistent with a priori
expectation. The results show that TRPT and EDU are
positive and statistically significant at 1% level. This
means that tourism receipts and education are statisti-
cally significant and contributing to economic growth
in the long run. In terms of degree of impact, it indi-
cates that 1% change in TRPT and EDU will lead to
0.67% and 0.47% increased inY respectively which is
in line with a priori expectations.

The study’s tourism receipts (TR) finding is
supported by Balaguer & Cantavella-Jorda (2002),
Kasman & Kirbas (2004), Gunduz & Hetami-J (2005),
Cortes-Jimenez (2008), Kareem (2008), Lau et al.
(2008), Fayissa et al (2007, 2009), Chen & Song Zan
(2009), Ka (2009), Brida et al. (2010, 2008), Chew &
Woan (2010) and Kreishan (2010).

The findings on education (EDU) which show that
government spending on education increases eco-
nomic growth is consistent with Barro & Sala-i-Martin
(1995), Ogujiuba &Adeniyi (2005), Bose et al. (2007),
Tang (2009), Cooray (2009), Govindaraju et al. (2010)
and Oluwatobi & Ogunrinola (2011). This is also sup-
ported by Odit et al. (2010) where they find that
education is really a productivity enhancing tool.

Table 3 shows the results for Granger causality in
VECM. It unveils several important information such
as long run causality from t-statistics, short run causal-
ity based on Wald tests are given as chi squared and
the speed of adjustment based on ECTt−1. It can be

Figure 2. Long run causal relationships among economic
growth, tourism receipts and education.

summarized that long run bidirectional causality is
found betweenY and TRPT,Y and EDU, and EDU and
TRPT at 1%, 1% and 5% level of significant respec-
tively. However, short run causality is only evidenced
from TRPT to EDU at 5% of significant.

Bidirectional causality between Y and TR are
supported by Tang (2011 and 2011b); Lean &
Tang (2010); Khalil et al. (2007); Dristsakis (2004),
Balaguer and Cantavella-Jorda (2002). Unidirectional
causality from Y to He are consistence with Tang
(2009) and Samudram, Nair & Vaithilingan (2009).
Unidirectional causality from He to Y is confirmed
by Govindaraju et al (2010); Jiranyakul and Brahmas-
rene (2007) show general government expenditure to
Y, and Katircioglu et al (2010) show higher education
led growth. Bidirectional relationship between Y and
EDU is affirmed by Seetanah et al (2011). They also
show that enhancing EDU will in turn increase TRPT
and give indirect impact to growth.

The speed of adjustment shows that any disequi-
librium in the error term for the dependent variable
(economic growth) in time t-1 will be adjusted the
following year at 54%. In other words, the speed of
adjustment for economic growth to changes in tourism
receipts and health in an effort to obtain a long run
static equilibrium is slightly above moderate.

Figure 2’s illustration is translated graphically from
long run and short run Granger causality findings in
Table 4. On one side, the more advance the country is,
the more educated will the population be. Thus they
will be able to develop the tourism industry further,
and it would in turn lead to greater economic growth
in Malaysia. This is shown by the anti-clockwise tri-
angular relationship. On the other hand, the higher the
economic growth, the more tourists are attracted to
the country leading to greater tourism receipts. The
foreign exchange earnings gained from tourism can
be used as inputs to improve the education system in
the country. Education system improvement in turn
will lead to higher economic growth. This triangular
relationship is shown by the clockwise flow.

5 CONCLUSION

Tourism receipts and education are found to influ-
ence positively the economic growth. In terms of
Granger causality, economic growth, tourism receipts
and education seem to complement each other in the
long run. On one hand, economic growth enhances
tourism receipts and education – growth leads tourism
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(growth-led tourism) and growth leads to education
(growth-led education). On the other hand, tourism
receipts and education also lead to economic growth –
that is tourism-led growth and education-led growth.
Hence it is suggested that greater attention should be
given to the sustainability of economic growth and
also the promotion of tourism receipts and education
in Malaysia. Interestingly, tourism receipts and edu-
cation also cause each other and these indirectly lead
to the avenue of economic growth. Policy makers are
implored to create a better strategy to improve tourism
and the education sectors simultaneously as there are
interactions between them in the studies. The govern-
ment can even turn Malaysia into one of the bestAsean
region’s education hub to attract more international
students to study in Malaysia and shore up tourism
by providing intensive promotions and marketing in
potential countries to attract greater tourist arrivals
and students to Malaysia. This would boost up tourism
and education leading to education tourism. This in
turn would generate income for the country and thus
stimulate growth.
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ABSTRACT: Malaysia is one of the countries that have deliberately set out to be a dominant medical tourism
destination competing with other country. This sector is to generate RM35.5 billion incremental Gross National
Income (GNI) contribution and reach RM506 billion by the target year 2020. Malaysia has strong competitive
advantage in stable political climate, comparable quality of medical services at private medical centers and price
advantage over other regional players. However, lack of marketing strategy was the reason why Malaysia, despite
the fact it is a Muslim country, is behind Thailand and Singapore in attracting medical tourism from Middle
East. Indeed Malaysia appears to have the edge in term of religion, Muslim Hospital staff, halal food and other
aspects. Porter’s diamond of national competitiveness shows that medical tourism has numbers of limitation
and one of it is positioning brand name of destination. It shows the important of brand image toward building
destination positioning in gaining competitive advantage. Only a few academic researches have been conducted
on this particular niche market. However, there is increasing availability of literature in the mainstream media
example print, electronic media and the Internet, illustrating the growth this form of tourism. Hence the lacking
of academia interest in medical tourism both necessitates and validates this study within the medical tourism
niche market. The study will propose a new model destination brand positioning which incorporate the factors
that contribute to the destination image and their effect on customer engagement and destination positioning.
The study was conducted in selected private hospital in Malaysia; interview and questionnaire distribution was
used in order to get the respond from the tourists. Expected result from this study will help Malaysia medical
tourism industry in competing with other competitor especially Thailand and Singapore in building our own
destination brand position.

1 INTRODUCTION

Malaysia Medical Tourism has become indication
toward contributing Malaysia Economy and there are
many benefits and opportunity that offered by med-
ical tourism. Medical tourism is one of the elements
in tourism that proposed under the National Key Eco-
nomic Areas (NKEA) that could help the nation to
achieve the status of a developed economy by 2020.
Malaysia is among the world top 5 medical tourism
destinations for medical tourist and foreign investor,
the selection were based the quality and affordability of
medical care and receptiveness to foreign investment.

However based on the comparison study done by
(E. Peter and N. Swati, 2010) showed that Malaysia
is behind Thailand and Singapore in attracting medi-
cal tourist from Middle East. According to Secretary
General of the National Chambers of Commerce and
Industry Malaysia (NCCIM) Datuk Syed Hussien
Al-Hasbshee, (2010) lack of marketing strategy was
the reason why Malaysia, despite the fact it is a Muslim
country, is behind Thailand and Singapore in attract-
ing medical tourism from Middle East, while Malaysia
appears to have the edge in term of religion, Muslim
Hospital staff, halal food and other aspects. Thailand

is universally known as the Mecca of Medical Tourism
driven largely by Bumrungrad’s almost thirty years of
activities. India, the second largest destination in terms
of medical tourist arrivals, is the clear price leader for
the region. Singapore’s infrastructure, which is sec-
ond to none, is a strong draw, provide customer who
are willing to pay for it. Countries like Malaysia need
to be careful to consider on their strategy to be com-
petitive than other countries. Therefore, a study on
marketing strategy focusing on destination brand posi-
tioning need to be done in order to attract tourist to
come to Malaysia and experience Malaysia as a good
destination for medical.

The Porter diamond of national competitiveness is
useful a framework for examining the development
of medical tourism industry. However, it does have a
number of limitations. Based from the research that
has been done one of the problem that has been deter-
mined on considering attracting customer is the brand
positioning on the destination (Andres and Marcus,
2011). An extension of this destination branding, is
the selection of a consistent element mix to identify
and distinguish the destination through positive image
building (Hem & Iversen, 2004). As is common in
many sun, sea and sand destinations, the destination
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image has emerged as a crucial marketing concept in
the tourism industry (Hem & Iversen, 2004).

Accordingly the destination positioning is impor-
tant in gaining customer motivation towards traveling
for medication. Developing countries are believed, to
be poor and lacking in quality facilities or physician,
which lead to skepticism among patients. Accord-
ing to Chong Yoke Har, Director of the international
Marketing Division of Tourism Malaysia, the chal-
lenge facing Malaysia’s tourist trade include nega-
tive media report, adverse travel advisories, media
reports, adverse travel advisories misconception about
Malaysia as a Muslim country linked to terrorism,
unprecedented pandemics and global issues such
as tsunamis, fuel hikes and economic slowdown
(Malaysia Marketing report, 2010) .To overcome the
problem strong theoretical framework on building des-
tination brand positioning are needed. This study will
determine the factors contributing to destination image
in building strong destination position, so that while
introducing Malaysia as a hub for medical tourism
we do emphases on our destination position and the
differences that Malaysia offer for medical tourism.

2 LITERITURE REVIEW

2.1 Medical tourism

Aside from having no universally agreed definition
of health tourism (Ross, 2001), other concepts such
as medical tourism and the wellness tourism (Mueller
and Kaufmann, 2001), and medical travel (Kangas,
2007) also share conceptual similarity with health
tourism so that they are agreed by some as interchange-
able concepts (Smith, 2008). Some scholars (Ross,
2001), however, noted health tourism as an overarching
concept encompassing all forms of health-related
tourism activities.

2.2 Destination image

Brand image is an important concept in consumer
behavior (E. Martinez and Y. Polo, 2010). The most
common and widely accepted definition of brand
image is “the perceptions about a brand reflected
as associations existing in the memory of the con-
sumer” (Keller, 1993). The associations are created
in three potential ways: direct experience with the
product/service, from information sources or from
inferences to pre-existing associations (Martinez and
Pina, 2003). Brand image is a multidimensional
construct (Martinez and de Chernatony, 2004) and
consists of functional and symbolic brand benefits
(Low and Lamb, 2000).

Similar to the strong interests at studying brand
image, for the past three decades, destination image
has been a dominating area of tourism research. As an
extension of this destination branding, is the selection
of a consistent element mix to identify and distin-
guish the destination through positive image building

(Hem & Iversen, 2004). While we agree with the
provided definition of branding we find it somewhat
lacking for the purposes of this study. As is common
in many sun, sea and sand destinations the destination
image has emerged as a crucial marketing concept in
the tourism industry (Hem & Iversen, 2004).

Destination PositioningPositioning is “the way
a product is defined by consumers on important
attributes” (Kotler, 1999). In fact, positioning is part of
a firm’s core strategy within marketing and it’s about
meeting the strengths of the firm with the opportunities
present in the market. The core strategy has two parts;
first the firm has to identify the group of customers
for whom it has a differential advantage and the sec-
ond step would be to position the product or service
in those consumers’ minds (Kotler, 1999). A firm’s
positioning of a product or service will also depend
on the competitor’s position in the market. Either the
positioning strategy would be to compare this product
or service to the others in the market or to differentiate
it from the rest (Learn Marketing.net, 2006).

2.3 Customer engagement

An engaged customer is a customer who clearly under-
stands your strategy and direction and is personally
committed to making it a success. They are more com-
mitted to settling disputes peacefully and are more
loyal to their company in general (LaMalfa, 2008).
It is integral to establish a strategic and collabora-
tive link between engaged employees and engaged
customers if you want to achieve long-term growth.

This alignment of all elements is what facilitates the
creation of engaged customers and staff. Another way
to represent this is to imagine a journey where the goal
is to stand out in a world of increased communication,
commoditization, media dilution and competition.The
path towards customer engagement is outlined above.
Organizations sometimes operate like dim lights in a
sea of other dim lights, struggling to get noticed in
an over communicated and competitive world. They
get around this by investing more in advertising, price
promotions and sales incentives to create awareness
and increase sales.

3 THEORITICAL FRAMEWORK

3.1 Proposed framework
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4 METHODOLOGY

A structured questionnaire was used to collect data
from the tourists that consume medical service in
Malaysia and. The sample is being taken based on
convenient sampling bases.

Reliability Analysis (Cronbach Alpha) was used
in determining the consistency and stability of each
variable in this study. The demographic variables was
analyzed using the frequency analysis. While regres-
sion analysis was used to identify the relationship
between a response variable and one or more predictor
variables.

4.1 Exploratory factor analysis

A principal component extraction with varimax rota-
tion was utilized in reducing these large items to a
more manageable set, since it has been recognised to
be a valuable preliminary analysis when no sufficient
theory is available to establish the underlying dimen-
sions of a specific. In achieving a more meaningful and
interpretable solution in the iterative process, items
with low factor loadings (<0.5) or high cross-loadings
(>0.3) were removed and EFA was performed again.
The results for all emerging factor structures within the
respective constructs showed high factor loadings and
that theAlpha coefficients of these factors ranged from
0.769 to 0.903, well above acceptable value of 0.70.

4.2 Confirmatory Factor Analysis (CFA)

A more rigorous statistical procedure was further rec-
ommended to refine and confirm respective factor
structures generated from the initial EFA. Confirma-
tory factor analysis (CFA) has been proposed as an
analytical tool to ascertain uni dimensionality of mea-
sures. Hence, all the resulting measures derived from
EFA were validated using a CFA analytic procedure
by employing AMOS 16 analytical software program.

In order to achieve an acceptable ratio of obser-
vations to estimate parameters, four separate mea-
surement models were conducted using CFA. From
the result, the fit indices suggest that all these mod-
els fit the data well. Construct reliability was also
assessed by estimating the average variance extracted
(AVE), which reflects the overall amount of variance
captured by the latent construct and Composite Relia-
bility (CR). CR reflects the internal consistency of the
construct indicators, while AVE reflects the amount
of variance captured by the construct indicators. All
CR scores ranging from 0.86–0.96, were much higher
than the recommended cut-off point of 0.7. Thus, each
of the factors reliably measured its respective con-
structs. The AVE scores ranged from 0.60 to 0.89,
exceeding the recommended cut-off point of 0.5.

Construct validity was subsequently assessed in
terms of convergent and discriminant validity. Conver-
gent validity is established through high correlations
between the measure of interest and other measures
that are supposedly measuring the same concept.

The critical ratio (t-value) of the items varied from
6.29 to 16.36 and the standardized item loadings var-
ied from 0.48 to 0.81, thus supporting the convergent
validity of the constructs.

Discriminate validity is established through low
correlations between the constructs and it is evident,
when the correlation between factors was lower than
0.8. Thus, discriminate validity is achieved as the cor-
relation coefficients ranging from 0.06 to 0.66. For
a rigorous test of discriminate validity, the average
variance extracted (AVE) of each construct was com-
puted and found to be greater than the squared correla-
tion between that construct and any other constructs in
the model. In conclusion, it is reasonable to claim that
all the measures used in the study possess adequate
psychometric properties.

5 DISCUSSION OF RESULT

This study concentrated more on the tourist who comes
to Malaysia to consume Medical service in Malaysia.
The result of the study was to determine factors that
contributed to the destination brand positioning. Apart
of that the study will find the solution on position-
ing destination brand on medical tourism in Malaysia.
The significant of this study is to help MedicalTourism
Industry in Malaysia in competing with the ASIAN
country.
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Strategies for improving leisure spaces position with an emphasis on urban
regeneration: A case study of Ghaytarieh neighborhood, Tehran
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ABSTRACT: Among the main features of urban regeneration is the creation of leisure spaces taking into
account the role of culture and utilization of historical and cultural values as resources for creation of such
spaces.These spaces in blight regions are considered as inherent goals and in the form of an extensive regeneration
projects. This study codifies optimum strategies to improve role of leisure spaces taking theoretical approach for
urban regeneration in blight texture of Gheytariyeh in Tehran. To this end, previous literature were reviewed and
survey studies were used for data gathering. Results showed that failing to take into account several importance
aspects will result in variety of damages. Different entities such as public sector, NGOs and citizen must play a
role in decision making and planning for development of leisure facilities.

Keywords: Leisure spaces, urban regeneration, blight texture, culture, Gheytariyeh neighborhood, Tehran

1 INTRODUCTION

Recent decades are characterized with fundamental
changes in urban live and meaning of work, settle-
ment, leisure. As a vital necessity for human societies,
leisure spaces are one of main issues for plan makers
and managers. A common land use in urban area is
leisure spaces.

When it comes to leisure, people have more freedom
and option. It can create culture and reveal people’s
identity (Parker, 1976). To express its importance,
leisure is resembled by researchers as cultural mirror
of society and resocialization. That is, cultural exis-
tence and identity is based on amount of leisure time
the member of society enjoy (Pieper, 2009). From eco-
nomic standpoint, it results in higher performance and
production, from social viewpoint, it stops social disor-
ders, and from political viewpoint it prevents political
crises and social unrest. Finally psychologically leisure
activities can results in mental health and guarantees
people’s alacrity (Keymanesh, 1999).

There is a shortage of leisure activities in blight and
old textures ofTehran. Following gradual development
and evolution, the texture is now surrounded by the age
of technology. Once, it was logically and hierarchically
functional at the time of development but nowadays
the texture fail to cope with modern demands of
life neither functionally nor structurally (Habibi &
Maghsoudi, 2011). To meet modern life necessities
which will result information of new urban relation or
redefinition of an ancient city, interventional strategy
such as development of spatial organization is under
consideration.

Regeneration through creating new urban space and
provision of better services is aimed to answer modern
demands while preserving spatial characteristics of old
textures. Therefore, to avert more depreciation of old
neighborhoods and enliven the texture, modern neces-
sities must be provided and new urban space must
be defined. This will result in new urban space with
fundamental similarities with old urban space and
difference in substantive and meaning (Habibi &
Maghsoudi, 2011).When necessities are provided for a
neighborhood, what remains to create an urban space
is to spot needs and take measure in observation of
applicable standards.

Urban recreation deals with urban function, recip-
rocal effects of resources and many other dynamics. It
is an answer to challenges and opportunities in declin-
ing space. As primary needs for creation of successful
and creative space, urban infrastructures are first to be
dealt with by regeneration plans. The plan may include
provision of leisure facilities, transportation and intel-
ligent infrastructures. While economic and financial
advantages are taken into account, cultural approach
based on urban regeneration projects are featured with
fast capital return and profoundly affect the neighbor-
hoods through the creation of specific attraction for
communities (Sehizadeh & Izadi, 2005). In this way,
more emphasis is put on role of art, culture and leisure
time as an essential element of urban regeneration,
while new viewpoint about economic benefits results
in of special approaches regarding urban regeneration
whether theoretically and practically.

Faced with many challenges, blight texture of
Gheytariyeh with high social level suffers from low
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Figure 1. Position of blight texture of Gheytariyeh in
Tehran.

social, economic and structures indices. The neighbor-
hood is in disharmony with the surroundings. Neigh-
borhoods around old texture of Gheytariyeh are well
developed with all kind of leisure facilities. However,
negative perception of local communities regarding
population of the old neighborhood has made them
reluctant to use the facilities. The result is discrimi-
nation in access to urban services rooted in different
social level, which consequently many social and cul-
tural disorders are expected. This paper aims to find
solutions to improve leisure space of the neighborhood
emphasizing on regeneration of urban blight texture.

2 CASE STUDY

As one of the oldest neighborhoods of Tehran city with
long, the blight texture of the neighborhood is part
of the history, Gheytariyeh was one of peripheral vil-
lages of the capital which was gradually mixed with
developing texture of Tehran region in one of the city
(Figure 1). Formation of the texture triggered in 1946.
Also in 1979 the neighborhood was quite developed at
that age and no free space was left undeveloped. Tex-
ture of the neighborhood is remained intact until 2012.
The only change is the increase of density of the texture
in height and area. Figure 2 illustrates development
process of the texture.

The neighborhood is expanded in an area of 4.85
hectare. Relative increase in density or gross density
of population is evident in emergence of residential
building blocks, with top density of 960 individuals
per hectare. Taller buildings and relative small living
spaces as major feature of recent urban development
is the main cause of this difference.

As the major element in the texture, residen-
tial usage consumes 58.3% of total area. On street
side there is only enough space to run a fast food
business and of course in long run the small busi-
nesses and shops have to change into residential space
(Hosseini, 2011). Considering the immense role of res-
idential usages, and high unity among the community
members and great sense of enthusiasm for their neigh-
borhood, it is essential to solve the great shortage of

Figure 2. Gheytariyeh blight texture expansion process
from 1946 to present.

leisure spaces for the neighborhood and preservation
of social identity of the texture.

3 METHODOLOGY

Taking into account the subject (improvement of
leisure space for blight texture of Gheytariyeh), liter-
ature search were carried out for data gathering along
with field studies, surveying and, interviewing experts.
The questionnaire for this study was developed using
Delphi method.

The respondents for this study were divided into two
groups;

A: managers and experts in related fields of urban
blight textures and municipality experts with 17
questionnaires;

B: academic experts with 15 questionnaires.To deter-
mine sample size, snowball technique was applied.
The technique entails with asking academicians
and other experts to introduce knowledgeable and
experienced individual in the fields. Afterward,
SWOT matrix was used to obtain the strategy
through ST, WO, ST and WT strategies.

4 RESULTS

Internal and external factors affecting current leisure
spaces were identified and surveyed using SWOT
analysis. The factors were determined through inter-
view, Delphi group questionnaire and surveying the
texture (Table 1).

SWOT (Opportunities, weaknesses, strengths and
threats) was utilized to identify internal weakness and
strengths and external opportunities and threat (Halla,
2007; Noori et al, 2007). The logic of the approach is
that the effective strategy must maximize opportunities
and strengths of system and minimize weaknesses and
threats (Amin et al, 2011, 335; Pearce & Robinson
2005).
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Internal factors
Strengths
S1. Barren lands to be used for leisure purposes
S2. Not traffic problem in streets
S3. High enthusiasm regarding the neighborhood
S4. Short distance between residential unit in business

and service center areas to tendency to pedestrian to
access the areas

S5. Proper geographical position (good climate and
landscape)

S6. Vicinity to Gheytariyeh Park (region scale park)

Weaknesses
W1. Incompatibility of organic texture and surrounding

area from cultural viewpoint
W2. Lack of decent continuous pedestrian, requited

facilities like marking and traffic lights
W3. Poor urban perspective and disharmony is width and

length of blocks due to organic form of the texture
W4. Reluctance to interaction among residents of

Gheytariyeh neighborhood and old region residence
in sharing leisure spaces

W5. Discrimination in access to urban services in
surrounding areas due to different social level

W6. Lack of knowledge regarding citizenship rights
W7. Lack of urban furniture
W8. Lack of shopping center in the neighborhood
W9. Low social position and low social self-esteem

External factors
Opportunities
O1. Access to service, transportation and business

facilities in surrounding region
O2. Complex structure of active urban system and urban

managers attention to nature of the texture
O3. Role of NGOs and other non-government in

management and planning
O4. Emphasize on social values of society based on

hierarchy of value
O5. Tendency to renewal the blight texture
O6. Landscape view
O7. Emphasize on cultural, artistic, sport and leisure

spaces in blight texture and definition of deadlines
in the 5th national development plan act

Threats
T1. Ambiguity in urban developing regulations and cods

regarding urban perspective organization
T2. Deserted historical important structures
T3. Absence of supervising institution for uncontrolled

development in historical texture
T4. Threat of cutting trees down for developing purposes
T5. Failing to take into account public rights in subway

station expanse
T6. Negative presumption regarding residents in the

texture by communities in Gheytariyeh neighborhoods
T7. Anti-social behaviors

Strategies are designed to achieve better results.
Major parts of academic planning research in organi-
zations are rooted in scientific reasoning and concep-
tual aspect especially (Kordnaiej et al, 2010).Adopting
proper strategy in this study may help in positioning
leisure facilities and identify essential modification in

SO strategies
SO1- Creation and development of leisure and public

spaces with local functions relative to regulations and
codes to create functionality and efficiency in the
texture (S1-S4-S5-O1-O6-O7)

SO2- Improving quality of life in neighborhood and
communities through creating sense of being
belonged and common goals through common
experience, recreational and sport activities
(S3-S6-O4)

ST strategies
ST1- Creation decent pedestrian between the blight texture

and surround neighborhood (S2-S4-T6)
ST2- Renewal of old structures and land use change for

leisure and cultural centers (S3-T2-T3-T7)

WO strategies
WO1- Emphasize on urban perspective by urban

planners and managers, also better urban furniture,
sidewalks and deter design in the texture
(W2-W3-W7-O2-O3-O5)

WO2- Sharing leisure facilities through cultural solution to
improve social position of the population
(W1-W4-W5-W6-O4-O7)

WO3- Establishment of shopping center using
transportation network and pedestrian
(W2-W8-O1-O7)

WT strategies
WT1- Creation of leisure and public spaces, common

programs and spatial and structure connection to
improve interaction in the neighborhood (W4-T1-T6)

WT2- Improving public information services, supporting
talents by establishment of libraries, and local cultural
centers (W6-W9-T1)

WT3- Codification of transparent regulations to
preserve environment and guarantee of permanent
development and convenience (W6-T1-T4-T5)

facilities and services. Strategies tell us how to estab-
lish relation between internal and external factors and
adopt policies to utilize such factors (Nohegar et al,
2009).

Based on status of the system, there are four groups
of strategies with different interaction level:

SO: utilization of strengths improves usage of
opportunities.

ST: use strengths to separation threats.
WO: reduction of weaknesses by using opportunities.
WT: avoid threats and reduce weaknesses.

Table 2 lists effective strategies to improve leisure
facilities in blight texture of Gheytariyeh neighbor-
hood in four different sectors. Each strategy is resem-
blance of factors in codification of the strategy.

5 DISCUSSION

Many works on leisure times tend to focus on effect
or relation between a variable and leisure time. For
instance, Cheng & Tsaur (2012) discussed the rela-
tionship between serious leisure characteristics and
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recreation involvement, Mottiar & Walsh (2012) stud-
ied leisure space reflecting changing city demography,
and Aitchison (1997, 93) worked on feminist reflec-
tions. Emphasizing role of leisure education on living
quality as implication for tourism economies, Hender-
son (2007) argued that demands for leisure activities,
benefits of local residences and quality of life must be
taken into account along with development of tourism
economy. Equal chances for citizens and visitor is
expected as a result. Other studies on leisure activi-
ties focus on perception of a group of people and their
reaction to leisure spaces (Konlaan et al, 2002; Parr &
Lashua, 2004; Craig & Mullan, 2012; Harinen et al,
2012). Relationship between geography and leisure
research is well established (Carlson, 1980; Barbier,
1984; Mowl and Turner, 1995, Duffield, 2010). In the
new cultural geography, Aitchison (1999) emphasized
on the relationship between spatiality of leisure, gen-
der and sexuality and the role of space in geography
of leisure time behaviour was pointed out by Crouch
(2000) and Kreisel (2004).

In fact, majority of the researches in this field
were conducted when recreational facilities and users
(human) were available and the main purpose of
studying mutual relation was social-behavioral or
geographical viewpoints. There are studies about land
use planning of recreational facilities, though mainly
focused on new cities (Wezenaar, 1999) rather blight
textures.

The main challenge in this case study was lack of
any recreational facilities. Urban regeneration inter-
vention approach in the strategic planning framework
was applied considering the blight texture. Taking
retrospect viewpoint and avoiding modification of his-
torical identify of the past periods, the approach tries
to create new identity relative to lifestyle of the citizen.
This, for blight texture of Gheytariyeh is new spaces
for leisure activities. Environmental stability is guar-
anteed owing to involvement, comprehensive policy
making, appreciation of heritage and preservation of
historic building as ruling approach in urban regen-
eration. In fact, differentiating factor in this work is
utilization of strategic planning using SWOT analyti-
cal model to improve position of leisure spaces, as it
is a systematic method for decision making and carry-
ing out activities for shaping a system, application and
causes. Moreover, it helps spotting threats and oppor-
tunities and redefining weaknesses and strengths to
measure status – social, economic, cultural, environ-
mental and political – Optimal strategies for directing
and direct control on the system.

6 CONCLUSION

The main feature of regeneration is development of
leisure space facilities as sources for development
and improvement of such spaces for citizens. In fact,
cultural, art and leisure centers power urban regenera-
tion movement. Recently, there has been emphasis for
blight urban textures.

One result of development of leisure spaces is
more welfare and convenience for citizens in neigh-
borhoods. Easy access to leisure facilities for all
(inside/outside neighborhood) with emphasize on
blocking vehicle access (proper access to local ser-
vices) is an opportunity to improve civil relations
between citizen of neighborhood and other commu-
nities based on social position and value principles
per se. By attending these spaces, for instance, resi-
dent of neighborhoods surrounding Gheytariyeh may
change their perception regarding citizen of blight tex-
ture of Gheytariyeh. Social security, improvement of
life quality and citizen strive to improve quality of their
life following interaction with other neighborhoods are
some of advantages of the process. The neighborhood
has good potential for children activities and provides
ground for leisure, recreational and sport activities for
youngsters.
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The role of security in development of tourism
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ABSTRACT: Tourism development is one of the most important criteria of social, political, and economic
improvement in the world. Due to the role that tourism can play in this particular situation especially in Iran, it is
important to pay much attention to its necessity and emergency. Successful tourism is underlined in conformity
and suitable functions of some factors which have integrated relations. One of the most important factors is
security of tourist and their destinations. Nowadays, security is one of the fundamental factors in conduct of
tourism development strategy in the world.There is a significant relation between tourism, stability, development,
and security, and any insecurity and violence can be lead to irreparable detriments in variety levels to this industry.
The aim of this article is to examine the role of security in development of sustainable tourism, and the main
constraint in development of this industry in Iran. At the end, some implication to development of this industry
will be presented.

Keywords: Tourism, security, tourism security

1 INTRODUCTION

Safety and security has been identified as one of
the most important factors that would encourage the
tourism activities in the new millennium. Tourism is
highly sensitive to perceptions of danger and lack of
safety and security. It is in this context that lack of
safety and security and incidences of crime represent a
more serious threat to travel and tourism than any other
negative factor. Safety and security are vital to provid-
ing quality in tourism. More than any other economic
activity, the success or failure of a tourism destination
depends on being able to provide a safe and secure
environment for visitors.

Security refers to a perceived and/or actual invul-
nerability of tourists considering visiting a given des-
tination. It deals with manmade potential or actual
activities that risk the lives of tourists and/or their
possessions. Activities that might jeopardize tourists
may include crime, social or political unrest, terrorist
activity and/or warfare. Security in tourism has been
regarded as one of the major concerns of both tourists
and industry (Mansfeld & Pizam, 2006).

2 SECURITY AND TOURISM

To formulate and construct the basis for a theory
of tourism security it is necessary, first to define
the major concepts that derived from the relationship
between tourism and security incidents. So we define
the relevant concepts and their corresponding variables
grouped by common subjects. In recent years, the the-
oretical discourse on the relationship between tourism

and security has been conducted around three main
groups of concepts and their derived variables. These
groups are (Hall & Timothy, 2003):

1. Concepts relating to the nature of tourism related
security incidents and crises (including types,
causes, mode of operation, motives, targets, etc.).
The first and perhaps the most fundamental con-
cept to be discussed under this group is the type
of security incident that affects tourism. This con-
cepts centrality stems from its substantial influence
on its potential impact on tourism. So far, the lit-
erature dealing with these interrelations identified
four major types of security incidents that trig-
gered some form of negative impact on the host
communities, the tourism industry, and the tourists
themselves. The four possible generators of a given
security situation that might harmfully impinge on
the tourism system are: Crime-related incidents,
terrorism, war and civil/political unrest.

Crime-related incidents can be in the form of
Theft, Robbery, Rape, Murder, Piracy, and Kidnap-
ping. These crime-related incidents may take place
in various scenarios, such as crimes committed by
local residents against tourists; crimes committed
by tourists against local residents; crimes commit-
ted by tourists against other tourists; and organized
crime against tourism enterprises.

Terrorism can take the form of, Domestic ter-
rorism, International terrorism and Cross-border
terrorism. The relationship between tourism and
terrorism can be manifested in three possible sce-
narios: Terrorism that is aimed at civil targets yet
sometimes victimizes tourists as well, Terrorism
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that is directed at economic targets that are func-
tionally related to tourism, and finally, terrorism
that targets tourism and/or tourists since both are
regarded as soft targets with relatively high-impact
media coverage.

Wars, either full-scale or limited to a given
region, have also had major impacts on tourist
demand, both for the involved countries as well as
on global tourist flows.The outbreak of wars, unlike
terror activities, tends to have a negative tourism
impact on larger areas and for a longer period of
time. Historically, the types of wars that have been
found to have an impact on tourism are: Cross-
border wars, Trans-border wars, Wars of attrition
and Civil wars. Civil and/or political unrest can be
in the form of: Violent demonstrations, Uprising
and Riots (Mansfeld, 1996).

The above incidents have caused major declines
in tourism demand in various parts of the world.
Whether it is a violent demonstrations against the
Group of Seven nations (G7) in several different
venues, the uprising of the Palestinians in the West
Bank and Gaza, or riots in the Chiapas region
of Mexico, such incidents paralyzed or severely
impacted the local tourism industry as a result of
trip cancellation behavior and a shift of bookings
to safer alternative destinations.

Empirical evidence so far shows that the higher
the frequency of such incidents, the greater the neg-
ative impact on tourist demand. A high frequency
of security incidents causes changes in tourists
booking and cancellation behavior, selective spa-
tial behavior in the affected destination, and other
tourism demand characteristics.As previously indi-
cated, to predict the impacts that security incidents
have on tourism, it is imperative to understand the
motives behind such incidents.An in depth study of
these motives could provide valuable information
on potential targets. A greater understanding of this
cause and effect relationship can lead to more effec-
tive contingency and mitigation plans for affected
destinations. Thus, the variables most often used
to detect goals and targets are: Types of (declared
or undeclared) motives such as Political, Reli-
gious, Social, Economic, and Hostility to tourists.
Types of (declared or undeclared) targets: Tourists
on the way to and from their travel destinations,
Tourists vacationing in a given travel destination,
Tourism and hospitality installations and facilities,
Strategic and non-strategic transportation facilities
serving tourists and Public and private services and
businesses also serving tourists.

2. Impacts of Security Incidents. The accumulated
evidence throughout the world shows that the
impacts of security incidents on the tourism indus-
try, the destination, the local community, and
the tourists are, in most cases, negative and
multifaceted. Consequently, impact concepts are
grouped here into six subgroups depicting differ-
ent facets of the impact of security situations on
tourism. These are: Impact on Tourists’ Behavior,

Media Behavior, Impact on the Destination Itself,
Impact on the Tourism Industry, Impact on Host
Governments and Impact on Governments of Gen-
erating Markets (Tarlow & Muehsam, 1996).

3. Impact on Tourists’ Behavior. In most cases, secu-
rity incidents cause changes in tourists’ perception
of risk, and thus are always translated into travel
decisions. These could be in the form of can-
cellations of booked trips, avoiding booking trips
to affected destinations, or, for those already in
the affected destination, moving to a safer place
or evacuating the destination and returning home.
Such decisions are based on a variety of considera-
tions and circumstances that will be discussed later
on. However, at this stage it is important to note
that measuring tourists’behavior following a major
change in the security level of a given destination
is imperative in order to formulate crisis manage-
ment plans. The most frequent variables used in
pursuit of understanding tourists’reaction to chang-
ing security situations are: Intention to travel to
affected destination; Actual cancellations; Actual
bookings; Actual avoidance of unsafe destinations;
Risk-taking tendency of various tourist segments;
Change in use of risk-related travel information
prior to destination choice; Perceived vulnerabil-
ity to specific types of crimes; Characteristics
of tourist image projection; Familiarity with safe
and unsafe areas within a given destination; and
Involvement in illicit activities (Hall & Timothy,
2003).

3 SECURITY AND TOURISM IN IRAN

Lack of security is one of the most important factor
causes to decline tourism industry in each coun-
try. Obviously, if the borderline and internal security
of country increased, so tourists’ tendencies will be
increased as well. In other words, by increasing finan-
cial and living insecurity, the tendencies and inter-
ests of tourists will be increased progressively. For
instance, in recent years, happened insecurity such as
kidnapping and hostaging tourists in some countries
(like Philippines and Yemen) influenced considerably
on decreasing the number of entered tourists to these
countries

Providing and ensuring external, internal and
national security inclusively is the first step toward
improving tourism industry in Iran.To achieve this aim,
following establishing comprehensive security in the
country, this news should be publicized to all tourists
worldwide via applying communication and interna-
tional media in order to remove the incorrect image
about insecurity in Iran and eliminate the obstacles
toward developing tourism industry.

Scholars believed that concepts of security and
security sense are different. There may be security
in a society, but there may not be felt this security.
Therefore, it is required to know whether tourists have
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security in Iran and also whether they feel this secu-
rity, fundamentally, if there is insecurity or insecurity
sense, what factors are effective on it. Based on pos-
itive results of travelling, tourists can find out how
much of his concerns and fears are noticeable and how
much of them are influenced by advertisement and his
mind presuppositions. According to the experience of
involved people in Iran tourism industry, it is indicated
that most tourists travelling to Iran have sense of inse-
curity at arrival time but at the end of their trip they
believe that Iran is a safe place.

National and internal security is the most important
factor in developing tourism in each country which is
sought to match with the specification of tourism in
other leading countries. Nowadays, some of experts
believe that tourists can be attracted to Iran by taking
anti-tension policies continually in foreign relations
and reducing international sensitivity against Iran. In
this regard, it is necessary to advertise out of bound-
aries about tourism attractions of Iran desirably, and
facilitate the procedure of travelling and returning
foreign tourists. Iran has many cultural ecotourism
attractions which this privilege should be used for its
economic and cultural development. Economic growth
completely is a security-oriented phenomenon, and
tourism industry is one of economic sectors which
is highly vulnerable against lack of security, because
there is a defined relationship between tourism and sta-
bility and development of security. Experts believe that
there is sufficient security for tourists in Iran, but the
major problem in attracting tourists is lack of adver-
tisement from Iran and ill advertisement from other
countries against Iran.

4 MAJOR OBSTACLES REGARDING
DEVELOPING TOURISM IN IRAN

Despite of affluence and cultural variety, natural and
ecotourism attractions of Iran, but it has not obtained
appropriate position in tourism industry in comparison
with other countries. There are some problems and
bottlenecks referred as below:

i. Lack of a comprehensive and strategic program,
and also because goals and policies for Iran and
global travelling have not been specified in an
operational plan such as Lack of an organiza-
tion entitles tourism or culture and tourism in
Iran- Recognizing and documentation of cul-
tural heritage in Iran- quantitative and qualitative
enhancing of cultural heritage- focusing just on
religious tourism such as hotel servants, agency
personnel, and tourism guides.

ii. Lack of experienced and specialized human
resources for doing tourism affairs in Iran and
global travelling agencies, and unaware and inex-
perienced working personnel in tourism institutes.

iii. Because of non-profitability in tourism industry
and insufficient support of government regarding
security of tourists, in this circumstance, private

sectors are unwilling to invest in tourism industry.
Lack of necessary facilities for private sector Such
as lack of long and low rate loan, and government
ownership of tourism facilities are some examples.

iv. Taking a security view to tourism issue in Iran
such as uncultured encounter with some tourist
especially from religious conservative pressure
groups. Some of the politician evaluate tourism
and tourists with a negative view and suppose that
tourism demolish the local cultures in the country.

5 CONCLUSION AND SUGGESTIONS

Although Iran is among 10 top countries in regard of
having historical, ancient, and tourism places, but it
is not placed in a proper position in respect of for-
eign exchange earnings from tourism which indicates
that related systems to tourism industry are weak in
Iran. Security or security sense of tourists are the most
important factors effective on tourism industry in each
country.

Thus, establishing and ensuring external, internal
and national security inclusively is the first step toward
improving tourism industry in Iran. To achieve this
aim, following establishing comprehensive security
in the country, this news should be publicized to all
tourists worldwide via applying communication and
international media in order to remove the incor-
rect image about insecurity in Iran and eliminate the
obstacles toward developing tourism industry.

Considering the role of security in developing
tourism, the below suggestions are recommended to
upgrade and improve internal and external tourism
status:

i. Presenting a proper and comprehensive definition
about tourism industry and the desired goals, in
which global and Iran travelling are not threats and
tourists are not threats as well but are regarded as
chances.

ii. Extensive and inclusive planning in tourism sector
via cooperation with all related sectors such as
government and private sector.

iii. Expanding borderline and internal security. The
borders of Iran with Pakistan and Afghanistan and
Iraq are unsafe, some countries suggest to their
citizenships to avoid to these borders. They also
prevent their citizenship to avoid trafficking in
Bam and Bandar Abbas Street (Abbas Port). This
is in some wise because of expanded and unresi-
dential areas between the Iran’s borders and other’s
borders which suggest insecurity.

iv. Preventing internal events and occurrences against
international tourists. Kidnapping and murdering
are some threats to tourist which have occured in
the past. Some cases such as hostaging Japanese
tourist in south eastern of Iran and killing French
tourist in the central of Iran are very few but it
should be eradicated and with presenting some
proper approaches it can be completely removed.
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v. Presenting some approaches to reduce the related
political problems.

Securing tourist’s safety on uncrowded and low
traffic hours in historical contexts.

vi. Enjoying other countries’ experience especially
successful countries in tourism industry.
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ABSTRACT: Hot spring water is believed to have healing power derived from its valuable mineral contents.
To date, 79 localities of thermal springs in Malaysia including 20 hot springs which located in Perak have been
reported. Based on a recent exploratory study, hot springs in Peninsular Malaysia are seen to have good potential
to be developed into successful tourism destinations. Currently, the most visited hot springs in West Malaysia
are eight fully-fledged locations without realizing there are at least 20 more potential areas to be developed or
redeveloped. The authors have devised a benchmarking concept to learn from best practices of how to study the
market, create a proper infrastructure, use the Japanese Onsen principles of hot springs balneology and practice
hot springs management as eco-tourism. Implementing such a system, it is hoped that we can assist in developing
some of the new and those unmaintained hot springs in West Malaysia to become successful tourism destinations.

Keywords: thermal springs, eco-tourism, West Malaysia, tourism destination.

1 INTRODUCTION

Malaysia is country with full idyllic tropical rainfall
having a high potential including geothermal energy
resources. In West Malaysia, thermal springs usually
can be found along the Main Range Granite batholiths
especially within major fault and shear zones. The
research by ASEAN (2005) and Chow, Irawan &
Fathaddin (2010) reveal that 61 hot springs have been
discovered in Peninsular. Sitting on a silent part of
the South-East Asian branch of the ring of fire, the
existence of the thermal springs is related to tectonic
activities. Some of the hot springs turned into spas are
abandoned and the number of visitors to these places
is restricted to a few. Some of the hot springs located
off the main roads and in the jungle are waiting to be
explored further.

Hot springs turned into spas can bring lots of bene-
fits for visitors.Their development would be profitable
if the places were properly marketed and managed
resulting in attracting visitors. In Japan, a country with
a legacy of hot springs culture, visiting its destination is
one of the pertinent market niches for its tourism indus-
try. However, this situation is in contrast to Malaysia
since hot spring development is quite limited and some
of the sites are not well maintained. Currently, the most
visited hot springs in West Malaysia are eight fully-
fledged locations such as Tambun, Sungai Klah, Ulu

Legong, Kg. La, Pedas, Gadek Jasin, Labis and Air
Hangat Village while in the vicinity of human settle-
ments we can find at least 20 more potential hot springs
areas to be developed and redeveloped.

By looking at the success of Japan’s hot springs and
those eight reference locations mentioned above, it is
plain to see that there are clear patterns to turn ther-
mal springs into successful tourism destinations. This
paper intends to initiate a benchmarking concept to
learn from the best practices of how to study the market
and operation of hot springs especially in Peninsular
Malaysia. Hence, the authors will take into account the
Japanese Onsen principles as guidelines to develop or
redevelop hot springs in Peninsular Malaysia.

2 LITERATURE REVIEW

2.1 Definition of hot springs

There are various definitions of hot springs that can be
found in the geological literature. For example, Allaby
(2008) in his Earth Science Dictionary portrays hot
spring as ‘a continuous flow of hot water through a
small opening on to the Earth’s surface. The water is
usually groundwater heated at the depth by hot rocks
and recycled to the surface by convection’. Besides
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that, Erfurt-Cooper and Cooper (2009) describe ther-
mal springs as a naturally occurring water source that
rises to the surface under pressure usually along fault
lines or in the vicinity of active volcanic environments.

A hot spring is a spring that is produced by the
emergence of geothermally heated groundwater from
the Earth’s crust. Hot springs are believed to have
specific healing power derived from its natural min-
erals. Depending on the hot spring’s nature, different
minerals are dissolved in the water that gives it dif-
ferent health benefits, colours and even smells. Water
pressure and buoyancy of the hot springs provide also
beneficial features in stimulating the body.

There are geothermal hot springs in many loca-
tions all over the crust of the earth. As a geothermally
heated natural spring with a water temperature of 5◦C
(10◦F) or more above its surroundings, the temperature
of hot springs can range from 10◦C (50◦F) to 100◦C
(212◦F).According to the standard of theWHO (World
Health Organization), the most suitable temperature
for soaking or bathing is between 35◦C (95◦F) and
45◦C (113◦F).

2.2 Previous investigation of hot springs in
Malaysia

Chow et al., (2010) stated that the first documented
research of hot springs was conducted by Bott in 1890
in Malacca and Selangor. Bott gave an account of the
occurrences, chemical composition of the hot water
and gaseous discharges from these springs. The inves-
tigation later continued by Ho in 1979 who conducts
a geothermometric research on hot springs in Perak
and Kedah (Chow, et al., 2010). He measured the sub-
surface temperature using chemical goethermometric
measurements.

In 1990, Abdul Rashid conducted a regional
research of 45 hot springs in Peninsular Malaysia.
He conducted field measurements on the temperature,
conductivity and pH water of these hot springs. Sam-
ples of water from these hot springs were collected and
analysed for their chemical and physical properties
in the laboratory. These results were compared with
the quality of some commercial mineral water from
France, Indonesia, Scotland and Malaysia with the aim
of determining if the water from the hot springs could
be commercially exploited as mineral water (Chow,
et al., 2010).

2.3 Japanese onsen principles

Japanese perceived/pronounced hot spring as ‘onsen’
which is often used to describe bathing facilities and
inns around the hot springs. An onsen should contains
at least one of the 19 designated chemical elements
which includes radon and metabolic acid and be 25◦C
or warmer before it being reheated again. Its water
is believed to have healing power that derived from
its mineral content. Since Japan is one of the volcanic
countries, there are many hot springs all over the coun-
try from north to south. Thermal springs can be found

in various places throughout Japan and it has becomes
a popular culture for the Japanese to spend their leisure
time visiting onsen. The Japanese believe that onsen
is one of the suitable places for them to gather among
friends and families since it provides such a relaxation
when they want to relax from the hectic life of the
major cities. Onsen which were traditionally used for
public bathing places has now play an important role
in directing Japanese domestic tourism. Mostly, hot
springs in Japan are equipped with facilities and spas
that not only woo domestic tourists but attract inter-
national visitors from all over the world to visit the
natural legacy of hot springs.

3 METHODOLOGY

After an already conducted desk exploration that led
to an in-depth study of the 61 hot springs mentioned
above, remote sensing (by the interpretation of satellite
images and aero-photographs) detected two fractured
zones to enhance the existing geological map of West
Malaysia (Wagner & Nawawi, 2012). This was base
for on-site visits of 27 selected sites, as others are
situated in the jungle or far away from significant
human settlements. From the on-site tour, geochem-
ical analysis of the water was made in order to gage
and reconfirm their features by geochemical tests. An
electricity study will find out in parallel whether or
not some of the sites are interesting for power produc-
tion or any other geothermal usages. Along with the
geochemical analysis of the water samples, the recon-
naissance report enables us to provide answers for our
spa benchmarking.

This project is meant to furnish Tourism Malaysia,
federal governments, communities and other stake-
holders with information to assist respective owners
to improve their services and make people getting
aware of this slumbering beauty potential. Cascad-
ing the knowledge would surely help to attract more
Malaysians and international visitors to consider this
almost free-of-charge source to refuel their energy tank
for wellness and better health.

4 FINDINGS

By surveying the hot springs areas in Peninsular
Malaysia, the research team has received a clear pic-
ture about the abundance, temperature, water quality
and surrounding of the respective areas. These results
are not dwelled upon here further, as they are basi-
cally replicates of previous research that has been
undertaken by Abdul Rashid (1991) and Chow et al
(2010). Results of our study reveal that hot springs in
Peninsular Malaysia can be divided into four in part
overlapping categories as in Table 1 below:

As the team had not visited all hot springs, the
undisclosed rest of locations might be mainly fall into
category 3 or category 4. In order to conclude based
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Figure 1. Interpretive signboard about bathing technique.

on the results gained, we will elaborate on our findings
further in the following part.

5 CONCLUSION

Based on the study, there are five recommendations
that might be useful to develop hot springs into a
successful tourism spa destination.

5.1 Create transparency of the whereabouts

So far, it is not clear for an approaching visitor where
even most of the developed hot springs are located,
unless the visitor has a local guide or stands in front of
the entrance.There is no proper signage that guides the
visitors to the spa’s location. Some of the hot springs
are not even listed in the map. Therefore, it took the
teams hours to retrieve some locations. This gap of
transparency could be closed by ample signboards and
by link of Tourism Malaysia (MOTOUR) based on a
web-based hot spring map for Peninsular Malaysia.

5.2 Assist visitors the right techniques
of bath taking

Good informative brochures and signboards within the
spa would give the visitors extra value as it not only
creates their awareness and knowledge, but encour-
ages them to enjoy the hot spring even more. A good
hot spring management should assist visitors to gain
insight of how to take a bath to get the best mileage
in terms of health. The On Sen technique could be
practiced on four different counts:

a. Kaburu Yu
b. Ofuro
c. Utase Yu
d. Ashi Yu

5.3 Provide proper infrastructures and facilities

One of the main stumbling blocks of rendering hot
springs successful is not only the lack of information,
but the missing infrastructures as well. It is important

Figure 2. Interpretive signboard about bathing technique.

to provide a protected area by fences and 24-hours
guarding system. Furthermore, proper shower facili-
ties and amenities for hygiene must be provided. Any
spa that succeeds in a competitive market of other
leisure activities requires attraction that creates the
‘wow’ factor. As state-of-the-art hot springs are all
charging entrance fees between RM 2 and RM 15,
it is expected that payment of considerable and still
affordable levies will not be an issue. Only two of
the visited places namely Sungkai Klah and La Hot
Springs provide resorts to stay overnight for the vis-
itors to relax after taking a bath and start the day
anew with revamping one’s energy tank the same
way again.

5.4 Keep the natural legacy of hot springs

Redeveloping existing spa areas might also means
retro fitting them back into their natural legacy. As the
example of the Sungkai Klah hot spring area teaches
us, there is no necessity to curb the hot spring by build-
ing artificial tubs and pools around the source. Heavy
rain will spoil not only the original temperature, but
also impact the virtues of the hot springs’ healing fea-
tures. Therefore, some hot springs reported to include
egg boiling activities before the artificial pools were
built are only memories of the past. Their websites
indicating that visitors can bring their own eggs to use
this kind of geothermal water energy to boil them are
the only story-telling survivors of their lost heritage.

5.5 Business strategies for state-of-the-art hot
springs

Finally, the usage of a spa should be counterbalanced
by a cautiously done cold relaxation area with acces-
sible rivers or pools to chill the body temperature. In
countries of the Northern hemisphere, this part is a
predominantly used strategy to strengthen the visitor’s
natural capability to defy influenza.

The difference between a state-of-the-art spa and
an ordinary hot spring is not primarily based on the
composition of the facilities provided, but it appeals
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more to the unique concept and design of the place.
Uniqueness of the architectural virtues of shaping a
hot spring may attract flocks of tourists and encourage
repeating visitation. In order to assist underdeveloped
hot spring areas to attract visitors, detailed tailor-made
studies should be undertaken. Once a shareholder has
been allocated, a business plan could assist defin-
ing market needs, size and growth. Furthermore,
from elaborations on benchmarking the target mar-
ket, its owner could learn about the correct pricing.
Usual financial projections such as Return of Invest-
ment (ROI), Break-Even Point, and Net Present Value
(NPV) together with commercial risk analysis could
complete the Financial Forecast of a prospective highly
developed hot springs area. Last, but not least, consid-
erations to commercialise could include benchmarks
in terms of marketing, distribution network and strate-
gic alliances such as a joint website with direct links
to proposed hot springs tours.
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ABSTRACT: Tour guides provide services that enhance tourists’visiting experience.The current study aimed to
determine the antecedents of tourist satisfaction with overall tour guiding experience in the context of guided tour
in Taman Negara National Park. The current study is formulated on the basis of propositions that relate tour guide
performance, servicescape, tour guide satisfaction with guiding service, tourist satisfaction with servicescape,
tourist satisfaction with overall tour guiding experience and to observe if these constructs have any influence
on tourist satisfaction with overall tour guiding experience. Multiple regression analysis was employed to verify
the relationships effect and revealed that tourist satisfaction with overall tour guiding experience is dependent
on the antecedents of tourist satisfaction with guiding service and servicescape. The findings implicate that tour
guides and servicescape are able to affect tourist satisfaction with one another’s services. Further studies can be
conducted to discover other antecedents that may have effect on tourists’ satisfaction with overall tour guiding
experience.

Keywords: Tour guide, national park, tourist satisfaction, servicescape, service quality

1 INTRODUCTION

Tourism in Malaysia is a lustrous industry which is
growing at the average rate of 10% a year in its tourist
arrival for the past decade as reported by (Tourism
Malaysia, 2012). The robust growth of the industry is
also visible in ecotourism and rural tourism, which are
growing at a rate of 30% annually and thus, consid-
ered as the fastest growing tourism sectors (Chong,
2002; Ling, Abidin, Nair, Ramachandran & Shuib,
2011). The growth in the ecotourism sector can be
attributed to the fact that Malaysia has numerous eco-
tourism sites such as marine parks, rainforest, rivers,
caves and mountains. Some of these areas are gazetted
to be national parks with the intention of protecting the
natural environment, flora and fauna being damaged
by development (Ministry of Natural Resources and
Environment, 2006).

In recent years, the numbers of visitor arrivals in
national parks are surging due to international award
recognition of natural heritage sites and intensive
marketing (Hasan, Saleh & Ibrahim, 1997). These
increases are also creating job opportunities for tour
guides because even though it is plausible for the
tourists to visit without engaging the services of
tour guides, but it is an undesirable choice for most
tourists (Baum, 1993). Thus, this study was conducted
in Taman Negara National Park (TNNP) with the
intention to discover the effects of the tour guide
and service setting constructs on tourist satisfaction
with overall tour guiding experience in national park.

The study particularly intended to address the rela-
tionships between tourist satisfaction, tour guide and
service setting. And thus, its objectives are:

1. To identify the effects of tour guide performance
on tourist satisfaction with: guiding service and
servicescape.

2. To explore the effects of servicescape on tourist
satisfaction with: servicescape and guiding service.

3. To investigate the relationships of tourist sat-
isfaction with guiding service and servicescape
on tourist satisfaction with overall tour guiding
experience.

2 LITERATURE REVIEW

2.1 Service quality

The notion of service quality is sought after to be
achieved by service providers as recognition of excel-
lent services which in return increase customer loyalty
(Caruana, 2002). Previous studies on service quality
had generally concentrated solely on the intangible
services such as banking services (Parasuraman,
Berry & Zeithaml, 1991), travel agents (Johns,
Avci & Karatepe, 2004) and hospitality services
(Farouk & Ryan, 1991) or only the tangible ser-
vices such as recreation areas (Lee, 2010) and leisure
settings (Wakefield & Blodgett, 1994). In a tour expe-
rience, tourists encountered both tangible services of
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the visited area and the intangible services of the tour
guides. For instance, tour guiding could only happen
with a destination to promote or inform to tourists.
Hence, there’s a relationship between tour guide per-
formances and service setting in effecting tourist
overall satisfaction. However, despite the numerous
studies, the effects of both tour guide performances
and servicescape on tourist overall satisfaction were
rarely studied.

2.2 Tour guide

Tour guides provides assistance, interpretation and
mediation that helps tourists to appreciate the natu-
ral attractions (Weiler & Davis, 1993). And thus, tour
guide services are important to enhance the tourist
experience at national park. Additionally, the role
of tour guide is noticeably important in Malaysia’s
national parks because the Ministry of Tourism
(MOTOUR)∗ requires national parks’ tour guides to
obtain license to conduct guiding services.This is seen
as a way to ensure the quality of the tour guides in
national parks. Hence, it is vital to understand the
expectations of tourists towards tour guides in order
to provide satisfactory trip (Zhang & Chow, 2004).
Besides that, tour guide has the skills to make tourists
to be intrigued and awed by the attractions in the ser-
vicescape, which is a form of emotion impact that
affects tourists’ satisfaction (Mattila & Enz, 2002).

2.3 Overall tour guiding experience

Overall satisfaction of a particular service is based
on multiple intangible and tangible service encoun-
ters provided by the service. In other words, overall
satisfaction is a form of satisfaction that takes into
the account all products, services and environment
and thus, making it a construct of multi-dimensional
attributes (Albayrak, Caber & Aksoy, 2010). This
notion is strongly identical with the notion of overall
tour guiding experience. In measuring the experience
of tour guiding, there may be more than one aspect
that make up this experience.

The inclusion of the construct of tourist satisfac-
tion with servicescape is vital because the guiding
service would not have happened if there is no des-
tination or attractions to visit. Moreover, the image
of a destination is closely related to the performance
of tour guide in promoting the destination to tourists
(Grönroos, 1978; Zhang & Chow, 2004).

Hence, based on the literature review, the hypothe-
ses were proposed as follow:

H1a: Tour guide performance has effect on tourist
satisfaction with guiding service.

H1b: Tour guide performance has effect on tourist
satisfaction with servicescape.

∗Ministry of Tourism Malaysia is mainly in charge of legis-
lating tourism policy. It is also in charge of overseeing the
implementation of National Tourism Policy. It is also known
in its abbreviation form, MOTOUR.

H2a: Servicescape has effect on tourist satisfaction
with servicescape.

H2b: Servicescape has effect on tourist satisfaction
with guiding service.

H3a: Tourist satisfaction with guiding service has
effect on tourist satisfaction with overall tour
guiding experience.

H3b: Tourist satisfaction with servicescape has effect
on tourist satisfaction with overall tour guiding
experience.’

3 RESEARCH METHODOLOGY

First, the questionnaire was developed using sec-
ondary data of past studies to create a list of attributes
reflecting the performance of tour guides services
(Black, Ham & Weiler, 2001; Zhang & Chow, 2004;
Huang, Hsu & Chan, 2010), performance ofTNNP ser-
vicescape (Bitner, 1992; Wakefield & Blodgett, 1996;
Lee & Chen, 2005; Chen, Hwang & Lee, 2006; Lee,
2010) and tourist satisfaction (Fornell et al., 1996;
Huang et al., 2010). The measures used were derived
from Huang et al. (2010) study whereby tour guide per-
formance was measured based on attributes identified
on past studies, service setting was measured based on
the servicescape measurement while overall satisfac-
tion measurement was based on the well established
American Customer Satisfaction Index (ACSI) frame-
work.The scale used was 5-point Likert-type scale. On
top of that, a copy of Bahasa Melayu translation of the
questionnaire was done to address the Malay language
speakers of the domestic tourists in the population
studied. After establishing the relevant questions, the
officers of Department of Wildlife and National Parks
(DWNP), tourism academicians and peer reviews
were obtained from lecturers and colleagues whereby
substantial feedbacks were gained.

The second phase was conducting a pilot study
through a face-to-face trial interview. The third phase
was researchers conducting the actual survey with the
help of park officers. Finally, the last phase was analyz-
ing the data collected.The population identified for the
study is domestic and international tourists, who had
experience the services of tour guides in TNNP. The
targeted sample size was 384 respondents (Krejcie &
Morgan, 1970) but 500 questionnaires were distributed
in order to avoid insufficient number of respondents.
Convenience sampling method was applied due to the
unknown and unpredictable population, who will be
visiting the park (Altinay & Paraskevas, 2008).

4 RESULTS AND FINDINGS

After omitting 94 incomplete and 21 with out-
liers questionnaires, 385 questionnaires were deemed
applicable for the analysis. After conducting miss-
ing data, reliability and validity, there were 27 items
remained in tour guide performance while 21 items
remained in servicescape. In the reliability analysis,
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Table 1. Coefficient alpha on variables (N = 385).

Number of Cronbach’s
Variables items alpha

Tour guide performance 27 0.950
Servicescape 21 0.894
Ambience 3 0.845

Space and function 4 0.850
Sign, symbol and artefacts 4 0.950
Flora and fauna 5 0.871
Cleanliness 5 0.869

Satisfaction with 3 0.701
guiding service
Satisfaction with 3 0.753
servicescape
Satisfaction with overall 3 0.715
tour guiding experience

variables with Cronbach’s alpha of 0.7 were consid-
ered as good reliability (Zhang & Chow, 2004).Table 1
present the alpha value of the constructs of study.

4.1 Respondent’s characteristics

The analysis of respondent’s characteristics reported
that 45.7% of the respondents were domestic tourists
while the remaining 54.3% were international tourists.
The numbers of domestic tourists were outnum-
bered by international tourists may be contributed
by Tourism Malaysia’s marketing campaign of the
million-year-old forests in the park at overseas that
could have sparked the interest of the international
tourists. Besides that, the analysis reported that more
than three quarter (88%) of the respondents were
first time visitors. Furthermore, a total of 42.1% of
the respondents learnt about TNNP from family and
friends while 6.5% of the respondents said that they
learnt about the destination from travel books. This
proves that word-of-mouth is a useful and practical
marketing tool to promote a destination.

4.2 Hypotheses testing

All hypotheses were tested with multiple regres-
sion analysis. According to Cohen’s (1988) con-
ventions, the effect size could be distinguished as
small (R2 = 0.10), medium R2 = 0.30) and large
(R2 = 0.50). Using the enter method, all the tests
showed that the independent variables were significant
on the dependent variables that were hypothesized,
where the p < 0.05. Table 2 represents the findings of
hypotheses 1a and 1b.

Table 2 shows the multiple regression analysis
results of the relationship between tourist satisfaction
with guiding service and its independent variables;
R2 = 0.273, F (2, 379) = 71.178, p < 0.05. The results
convey that the effect size from both variables is small.
Nevertheless, the results confirm hypotheses 1a and
1b, whereby tour guide performance and servicescape
are predictors of tourist satisfaction with guiding

Table 2. Regression analysis of tourist satisfaction with
guiding service (N = 385).

Servicescape
(Constant) Tour guide performance

Model 1
Unstandardized
Coefficients:

B 3.728 0.067 0.050
Standardized
Coefficients:

SE 0.77 0.010 0.007
Beta – 0.310 0.333

t – 1.111 4.371 13.182
p – 0.267 0.000* 0.000*
F 71.178 – – –
R 0.523 – – –
R2 0.273 – – –

*p < 0.05 – statistically significant.

Table 3. Regression analysis of tourist satisfaction with
servicescape (N = 385).

(Constant) Servicescape Tour guide
performance

Model 1
Unstandardized
Coefficients:

B 0.897 0.096 0.045
Standardized
Coefficients:

SE 0.807 0.07 0.1
Beta – 0.053 0.179

t – 1.111 13.182 4.271
p – 0.267 0.000* 0.000*
F 126.958 – – –
R 0.633 – – –
R2 0.401 – – –

*p < 0.05 – statistically significant

service. Table 3 reports the findings of hypotheses 2a
and 2b.

Table 3 shows the multiple regression analysis
results of the relationship between tourist satisfac-
tion with servicescape and its independent variables;
R2 = 0.401, F (2, 379) = 126.958, p < 0.05. The
results also show that the effect size from both ser-
vicescape is medium but tour guide is small. Nonethe-
less, hypotheses 2a and 2b are confirmed, whereby ser-
vicescape and tour guide performance are predictors
of tourist satisfaction with servicescape. Hypotheses
results of 3a and 3b are presented in Table 4.

Table 4 presents the multiple regression analysis
results of the relationship between tourist satisfaction
with overall tour guiding service and its indepen-
dent variables; R2 = 0.929, F (2, 382) = 1204.688,
p < 0.05. According to Table 6, it is proven that tourist
satisfaction with guiding service (β = 0.716) has a
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Table 4. Regression analysis of tourist satisfaction with
overall tour guiding experience (N = 385).

(Constant) Satisfaction Satisfaction
with guiding with
service servicescape

Model 1
Unstandardized
Coefficients:
B 1.349 0.673 0.224
Standardized
Coefficients:
SE 0.234 0.25 0.021
Beta – 0.716 0.276
t – 5.775 27.337 10.539
p – 0.000* 0.000* 0.000*
F 1204.69 – – –
R 0.929 – – –
R2 0.863 – – –

*p < 0.05 – statistically significant.

much higher positive effect on overall tour guid-
ing experience compared to tourist satisfaction with
servicescape (β = 0.276). This verifies that tourist sat-
isfaction with tour guide performance is the essential
element in affecting tourist satisfaction with overall
tour guiding experience. Furthermore, although tourist
satisfaction with servicescape is secondary in affecting
tourist satisfaction with overall tour guiding experi-
ence, it is still a significant finding. Thus, hypotheses
3a and 3b are confirmed, whereby tourist satisfaction
with guiding service and tourist satisfaction with ser-
vicescape were predictors of tourist satisfaction with
overall tour guiding service.

5 DISCUSSIONS

The study was conducted with the focus on the roles
on tour guides, the attributes of servicescape and the
tourist satisfaction. The study had illuminated that
these not only has correlation between one and another
but also has causal relationship. The significant effect
of the tested relationship was found to be valid and
this is in line with the study by Huang et al. (2010)
except for one. Their study did not manage to estab-
lish the relationship between tourist satisfaction with
guiding service and tourist satisfaction with the overall
tour experience but they did not deny that the relation-
ship could exist either as proven by the current study
and other studies (e.g. Chan, 2004; Hsu, 2000). On the
other hand, a surprising result is that the regression
analysis shows that tour guide performance did not
have a large effect on satisfaction with guiding service
whereas Huang et al. (2010) found that the effect is big.
Thus, in view of the direct involvement of tour guide
in providing guiding service, the effect of tour guides
on tourist satisfaction with guiding service must still
be viewed as largely significant.

Besides that, satisfaction with overall tour guid-
ing experience is largely affected by the antecedents

of tourist satisfaction with guiding service and ser-
vicescape. Tour guide and servicescape are the essen-
tial elements in the causal relationships of tourist
satisfaction with tour guiding service and tourist satis-
faction with servicescape. Therefore, this supports the
prevalent belief that service quality shapes satisfaction
in both the intangible service and the tangible service,
which the latter are tour guides and servicescape.

The theoretical contribution of the study is over-
all satisfaction is affected by more than one service
construct whereby the evaluation should carefully con-
sider the employees and also the materials, equipments
or environment involved throughout the service pro-
cess. Each element has different effect size which
should also be addressed to prioritize the important
elements that enhance the service satisfaction.Another
notable theoretical contribution of the study is the
recognition of the flora and fauna dimension when
evaluating the servicescape of national park. This evi-
dently shows that each servicescape that provides
different services is set up using different concepts.
Thus, it is important to identify the nature of the service
provided to determine the servicescape dimensions.

6 LIMITATIONS AND FUTURE STUDIES

The study was carried out on the tour guides of TNNP
where the services and surrounding may differ from
other national park; thus the model may not be uti-
lized on other tour guides of a different environment.
Nevertheless, the authors believe that the differences
may not be huge if applied in Malaysia because all
tour guides received the same training under Tourism
Malaysia and DWNP. As for the geographical envi-
ronment and attractions between the national parks,
it may not differ a lot in terms of the attributes the
parks should have as a servicescape. Another limita-
tion is the data collection which was not fully carried
out by researchers themselves, the non-response bias
may possibly be present.

Future studies could be carried out base on the
tourists from different regions to compare their over-
all satisfaction level while further validate the results
of this study. Another matter worth studying is the
effect of tour guide behaviour, servicescape and tour
company services on overall tourist satisfaction and
behaviour because part of the reasons in establishing
national park is to provide tourists a natural environ-
ment for a vacation while at the same time educating
them on the importance of taking care of the envi-
ronment. Thus, an evaluation of the depth of tour
guide behaviour in affecting tourist behaviour is worth
finding out.
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Tourism area life-cycle model and its applicability to lodging development
of Langkawi Island, Malaysia

Noraziah Hazmi, Shida Irwana Omar & Badaruddin Mohamed
Sustainable Tourism Resesarch Cluster, School of Housing, Building and Planning,
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ABSTRACT: As one of Malaysia’s premier tourist destinations, Langkawi Island has experienced a tremendous
pace in tourism development particularly in infrastructure and accommodation. This paper aims to examine
the applicability of the tourism area life-cycle model by Butler (1980) to Langkawi’s lodging development.
Results indicate that the island has experienced the first four stages; exploration, involvement, development and
consolidation. Both government and private sector are the major players for the island’s lodging development.
This paper outlines a suggestion for future research.

Keywords: Langkawi Island, lodging development, tourism area life-cycle model.

1 INTRODUCTION

According to Butler (1980), the tourism area life-
cycle consists of six stages which are exploration,
involvement, development, consolidation, stagnation
and post-stagnation which consist of rejuvenation
and decline. Diagram1 shows the stages involved in
tourism area life-cycle model while Table 1 briefly
explains the characteristics of each stage in the model.
It is important to understand the characteristics of each
stage because this paper aims to examine the applica-
bility of the tourism area life-cycle model by Butler
(1980) to Langkawi’s lodging development. The con-
cept provides useful framework for research that seeks
to enhance understanding of the development process
and their implications. The usefulness of the model as
a general framework for description and analysis of the
evolution of tourism is recognized in a variety of case
studies. The model’s utility as an organizing concept
for academic research will thus be a basis for this case
study.

2 LANGKAWI ISLAND

Langkawi Island is an archipelago of 99 islands in the
Andaman Sea at the northern most part of the Straits
of Malacca. The current population is at 50,000, with
the majority (90 percent) occupying the main island
(Pazim Othman & M. Mohd. Rosli 2011).With a total
land area of 204 sq. miles (528 sq. km), Langkawi is
much bigger than Penang (233 sq. km) but slightly
smaller than Singapore (595 sq. km). Langkawi has

become the most visited destination by Malaysians
due to its duty-free status since 1987 and the decla-
ration as the first Tourism City in the country in April
2001 (Wan 2001).The three specific areas of the island
namely, the Dayang Bunting Island, Gunung Mat Cin-
cang and Kilim, were gazetted by UNESCO as the
Langkawi Geopark on the 1st of June 2007. On July
15, 2008, Sultan Abdul Halim had consented to the
change of name to Langkawi the Jewel of Kedah in
conjunction to his Golden Jubilee Celebration (Embun
Majid 2008).

The number of tourists who visited Langkawi Island
can be seen in Diagram 2. The diagram illustrates the
increasing number of tourist arrival from 1986 to 2010.
The decrease in number caused by some phenomena
occurred in 1998 (e.g. economic crisis, haze and Cox
Sackie), 2002 (e.g. Bali bombing), 2004 (e.g. SARS
and Iraq war), 2005 (e.g earthquake and Tsunami) and
2008 (e.g. H1N1 and economic crisis).

2.1 Exploration stage (1948–1969)

The inception stage of lodging development in
Langkawi began in 1948 where the first hotel, Fair-
winds Hotel was built. A number of rest houses made
of wood were built in 1950s and 1960s in the form
of chalets. Some of the local families in Tanjung Rhu
opened businesses and sold food and drinks to local
tourists until the area was a popular picnic spot. Most
of them were involved as fishermen and farmers in the
paddy field.

During this time, there were a limited number of
tourists who visited this site due to lack of public
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Table 1. Characteristics of Each Stage in Tourism Area Life
Cycle.

Stage Characteristics

Exploration “Limited and sporadic visitation by a few
adventurous (allocentric)” tourists.
Visiting sites with no public facilities and
“high degree of contact with locals and
use of their facilities”. Visitors are attracted
to the resort by a natural physical feature,
and “very little social and economic impact”.

Involvement Increasing visitation leads to the provision of
basic services by some locals primarily for
visitors. “Contact with locals is still high and
many adjust their social patterns to
accommodate the changing economic
conditions”. Increasing advertising induces
a definable pattern of seasonal variation and
definite market area begins to emerge.
Government agencies begin to develop
transport or other infrastructure to support
visitors.

Development “Outside investment is attracted to the
destination as a well-defined tourism market
emerges. Accessibility is enhanced,
advertising becomes more intensive and
extensive and local facilities are displaced by
more elaborate and up-to-date ones”.
Number of tourists at peak periods far
outweighs the size of the resident population.

Consolidation Tourism has become a major part of the local
economy and “dominated by major chains
and franchises”. A well-delineated business
district has taken shape. “Visitation levels
continue to increase but at declining rates.
Marketing and advertising efforts are
further widened to extend the tourism
season attract more distant visitors”.
Some of the older deteriorating facilities are
perceived as second-rate and undesirable.

Stagnation “Capacity levels for many relevant factors
are reached or exceeded, resulting in
economic, social and/or environmental
problems. A peak numbers of possible
visitations are achieved, forcing facility
managers to rely on repeat visitations and
conventions for business”. Stagnation stage
has two types which are rejuvenation and
decline.

Source: Adopted from Butler (1980); Tooman (1997 p. 217).

facilities and a high degree of contact with locals
and use of their facilities (Tooman 1997; Linsheng,
Jinyang & Baohui 2008; Page & Connell 2010).
According to Brooker & Burgess (2008), the socio-
economic impacts of tourism are very little due to the
lack of number of tourists. Moreover, the physical fab-
ric and social milieu of the area would be unchanged
by tourism and the arrival and departure of tourists
would be of relatively little significance to economic
and social life of the permanent residents.

Diagram 1. Tourism area life-cycle model.

Diagram 2. Tourist Arrival in Langkawi from 1986 to 2010.
Source: Langkawi Development Authority, 2012.

2.2 Involvement stage (1970–1983)

According to Brooker & Burgess (2008), involvement
stage represents the first real wave of visitors. During
1970s, Langkawi grew to become popular destination
among domestic tourists until the island was proposed
for a US$1 billion resort development in 1984 (Bird
1989, p. 3; Kadir 1993, p. 330). Linsheng et al. (2008)
noted that the increasing number of informal visi-
tors and the direct economic benefits lead to resort
development while increasing visitation leads to the
provision of basic services or even exclusively for vis-
itors by local residents in involvement stage (Page &
Connell 2010; Tooman 1997; Douglas 1997).

Although identified as a potential resort island in
theTourism Master Plan of 1975, no development took
place until 1980s with the resort at Tanjung Rhu but
it was subsequently scaled down (Wong 1993, p. 85).
According toTooman (1997), income tends to increase
rapidly from the involvement to the development stage
where road was built to connect from the lodging
area to the town centre, making the lodging area
more accessible for visitors arriving from across the
country.

Furthermore, federal government asked Tourist
Development Corporation (TDC) to prepare a master
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plan for tourism development for Langkawi Islands
in 1976. The function of TDC is to promote tourism
in Malaysia and it was established in 1972 (Parlia-
ment Act No. 72 of 1972). The aim of this proposal
is to improve the economy of Langkawi Islands by
promoting Langkawi Islands to become tourist desti-
nation. TDC also was asked by the federal government
to assess the market and financial prospect of the
Langkawi Country Club which was purchased by them
from Federal Hotels in January 1977.

2.3 Development stage (1984–1999)

In 1984, the state government leased 405 hectares of
land to Promet Berhad to be developed as an inter-
national hotel. However, due to financial crisis the
project was abandoned except for a small hotel in
Tanjung Rhu. This period marked a rapid increase in
visitor numbers. The total number of visitors reached
1,295,341 tourists in 1998 approximately 6 times more
from 1986 which were 209,763 tourists. Parallel to the
rapid increase of visitors was the rapid development
of the lodging sector as well.

Meanwhile, in 1985, TDC spent $26 million to
upgrade and expand the facilities of Langkawi Coun-
try Club as stated in the Fourth Malaysia Plan where
100 facilities for the room Langkawi Country Club
were improved.

In 1986, the name of Langkawi Country Club
was changed to Langkawi Island Resort and it was
declared a hotel resort of international standard. “Out-
side investment is attracted to the destination as a
well-defined tourism market emerges. Imported labor
and auxiliary facilities and services become neces-
sary to support the rapidly growing tourism industry”
(Tooman 1997). In 1985, the Langkawi International
Airport was built and it was started to operate on July
1st, 1987. Other than that, the first international flight,
a B757 commenced operations on November 2, 1988
while the first ferry terminal was built and completed
in 1988 as well.

In 1989, about 13 chalet motels have been built
along the island’s beaches at Pantai Tengah, Pantai
Kok and Pantai Chenang which reflected the highest
level of local initiative and participation in tourism
sector (Bird 1989). The number of chalet, motels has
sprung up gradually in response to demand mainly
from domestic and foreign travelers.

According to Linsheng et al. (2008), the rapid
improvement of people’s living standards and the for-
mation of positive attitudes toward leisure and tourism
has motivated the travel. According to Page and
Connell (2010), natural and cultural attractions will be
developed and marketed specifically, and these orig-
inal attractions will be supplemented by man-made
imported facilities.

In the Fifth Malaysia Plan (1986–1990), Langkawi
Island was included in the development and promotion
of selected areas for the new policies and strategies for
tourism development. Page and Connell (2010) noted
that the development stage reflects a well-defined

Table 2. List of accommodations.

Date of
Accommodation & Location Operation Rating

Ooi Daily Store (Kuah) Feb 1, 1997 –
Beringin Beach Resort Feb 1, 1997 3-star

(Kuah)
Crystall Hill Sdn.Bhd. Mar 2, 1997 4-star

(Kedawang)
The Andaman Resort May 24, 1997 5-star

Sdn. Bhd. (Padang Matsirat)
Kembang Alaf Sdn. Bhd. June 23, 1997 3-star

(Kuah)
Charlie Motel & Nov 11, 1997 –
Restaurant (Kedawang)
Asrama Pelancongan Sri Feb 1, 1998 –
Pulau, (Kuah)
Langkapuri Beach Resort Feb 7, 1998 –

(Kedawang)
AB Motel Beach Resort Feb 25, 1998 –
(Kedawang)
Hotel Langkasuka Sdn.Bhd. Mar 3, 1998 2–star

(Kuah)
Delta Motel & May 4, 1998 –
Restaurant (Kedawang)
Asia Domitory (Kuah) June 3, 1998 –
Langkawi Sandy Beach Mar 1, 1999

Resort Sdn. Bhd.
(Kedawang)

Sri Manis Motel (Kuah) Mar 2, 1999 –
Panorama Vication Club Mar 5, 1999 –

Sdn. Bhd. (Ulu Melaka)
Grand Island Hotel (Kuah) Mar13,1999 3–star
Melati Tanjung (Kedawang) April 3,1999 –
Kok Seng Motel (Kuah) June 15,1999 –
H.H.K Motel (Kuah) July 6, 1999 –

Source: Langkawi Development Authority, 2012.

tourist market area, shaped in part by heavy adver-
tising in tourist-generating areas. In response to this,
more luxurious international class hotels and resorts
started to spring up like mushrooms all over the island
in 1990s.

In fact, 19 resorts started to operate in 1990s. The
resorts are listed in Table 2. In addition, greater con-
trol of the tourist trade by outsiders resulted a decline
in local participation and control (Tooman 1997).
According to Page and Connell (2010), as this stage
progresses, local involvement and control of develop-
ment will decline rapidly. In this stage, government
still played an essential role in speeding the devel-
opment. For instance, In March 1990, the Langkawi
Development Authority (LADA) which housed in the
LADA Complex was set up by federal government to
develop the island as a tourist destination as well as
to improve the socio-economic conditions of the local
people.

The main development activities currently were
located in the main towns of Kuah (the sea gate-
way to the island), Padang Matsirat (the air gateway)
and Padang Lalang. The coastal locations identified
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for development are at Kuah, Pantai Cenang, Pantai
Tengah, Pantai Kok/Telok Burau, Telok Datai and
Tanjung Rhu (Jamil Jusoh & Badaruddin 2006).
Regional and national involvement in the planning
and provision of facilities will almost certainly be
necessary (Page and Connell 2010).

Moreover, Langkawi International Maritime and
Aerospace Exhibition (LIMA) which was first started
in 1991 (biennial event) has boosted the status of
Langkawi as an important international, exhibition
and convention centre. The Mahsuri International
Exhibition Centre (MIEC) was developed in Padang
Matsirat with an area of 71,400 square meters as the
largest exhibition and convention facility in Langkawi.
New development and enhancement of the facilities
have encouraged the local and international tourist
to visit Langkawi Island, thus supporting the lodging
development in this island.

2.4 Consolidation stage (2000–2012)

At this stage, the destination boasts a large number
of hotels, fast-food restaurants, shops and other forms
of entertainment (Brooker & Burgess 2008). Influx of
domestic and international arrivals in Langkawi has
increased the number of hotel rooms from 859 rooms
in 1998 to 7072 rooms in 2005. Thus, the lodging evo-
lution entered the consolidation stage in 2000. A total
of 1,809,760 tourists visited the Langkawi Island in
2000 while 2,450,000 tourists in 2010. The increasing
number in 2010 is 1.3 times more than the total num-
ber of tourist arrival in 2000. As Langkawi entered
the consolidation stage, number of tourists exceeded
the number of permanent residents which is around
50,000 people.

Almost 60 resorts started to operate in 2000 and
still continue to do so. The resorts recently developed
were Langkawi Hotel Asia Sdn. Bhd., My Hotel Man-
agement, Langkawi Baron Hotel, De Baron Resort
Sdn. Bhd. and Akasia Mega Enterprise. These resorts
started to operate in 2010 and 2011 (Langkawi Devel-
opment Authority 2012) and are still operating. Fur-
thermore, there are 1,883 rooms provided which can
cater 3,766 tourists at the same time in Pantai Chenang
(Langkawi Tourism City Council 2011).

In addition, new products were developed and pro-
moted in the island destination aimed to raise lodging
and facilities demands by both foreign tourists and
locals. For instance, Le Tour De Langkawi was held
in January 2005 to draw back visitors and boost the
island’s tourism industry which was temporarily par-
alyzed due to the fear brought by the tsunami in
2004 that affected neighbouring countries such as
Indonesia, Thailand and others (Diagram 2). Also,
the Langkawi International Maritime and Aerospace
Exhibition were held every 2 years since 1991 in order
to display and promote the latest aerospace technol-
ogy of industries from Malaysia as well as the Asia
Pacific region. However, despite these efforts raised
by the government and tourism related agencies, a few
resorts still discontinued their operations as illustrated
in the Table 3.

Table 3. List of accommodation failed to operate.

Accommodation& Date of
location operation End date Duration

Langkapuri Beach Feb 7, 1998 2008 10 years
Resort (Kedawang)

Asia Domitory June 3, 1998 2009 11 years
(Kuah)

H.H.K Motel July 6, 1999 2008 9 years
Panorama Vication Mar 5, 1999 2007 8 years

Club Sdn.Bhd.
(Ulu Melaka)

Beach Garden May 16, 2000 2007 7 years
Resort & Bistro

(Kedawang)
Hotel Asia (Kuah) June 15, 2000 2011 1 year
Nagoya City Hotel April 2, 2002 2007 5 years

Sdn.Bhd. (Kuah)
Sherwood Hotel June 5, 2003 n/a n/a
Langkawi Village Feb 12, 2006 n/a n/a
Resort (Kedawang)
Tanjung Sanctuary April 15, 2006 2007 1 year

Langkawi (Pdg
Matsirat)

Source: Langkawi Development Authority, 2012.

The failure of these resorts may be due to exter-
nal and internal factors. However, Agarwal and Shaw
(2007) noted that the symptoms of declination of
the resorts are declining tourist arrivals, dependence
on long-holiday markets, diminishing share and vol-
ume of domestic holiday market, poorly maintained
accommodation and amenities, poor information and
interpretation provision, low-budgets for marketing
and promotion, lack of professionalism and experi-
enced staff, low priority given to strategic thinking
and shortage of market information and limited quality
control.

3 CONCLUSION

Findings indicate that the lodging sector in Langkawi
Island experienced only four stages namely explo-
ration, involvement, development and consolidation.
At the exploration stage, limited tourists visited this
site due to lack of public facilities and high degree of
contact with locals and use of their facilities. More-
over, the socio-economic impacts of tourism are very
little due to lack of number of tourists. For the involve-
ment stage, government and public agencies began
to provide more lodging and other facilities for vis-
itors while at the development stage, there was a rapid
increase in tourist arrival and has led to the expan-
sion of facilities and lodging development in Langkawi
Island.

At the consolidation stage, almost 60 resorts have
started to operate in supporting new products but there
are also resorts that failed to operate. The declination
of those resorts has raised the issues in lodging sector
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due to increasing lodging’s demand. It is important to
note that the symptoms of resorts declination can be
studied by adopting the survival analysis model for
a further research. Finally, this paper has determined
the lodging evolution stage by adopting tourism area
life-cycle model.
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How Island tourism survives?
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ABSTRACT: Island tourism is one of the fastest growth sectors in Malaysia. Islands in Malaysia are famous
around the globe with its beautiful nature, culture and sparkling blue seawater. As a result, the government
had set up the plan, strategies and actions to promote island tourism. On the other hand, the growing number
of tourist arrivals to this destination were resulted in the development and upgrading of tourist infrastructure,
accommodation, communication, recreation centre, transportation and other supporting infrastructure by the
relevant government and private agencies as to ensure a high level of satisfaction of tourist during their stay.
However, these physical developments have led to the some impacts and challenges. This paper examines the
impact of physical development faces by Malaysia Islands. It also discusses on how does tourism survives by
looking at the strategies and actions.

Keywords: Island tourism, tourism development, physical impacts, Malaysia

1 ISLAND TOURISM DEVELOPMENT
IN MALAYSIA

Definition of the island according to the United
Nations Convention on the Law of the United Nations
International Sea 1982 (UNCLOS 82), clause 121 is “a
land in a natural form and is surrounded by water and
always be above the high water table”. Island tourism
developments in Malaysia except for Penang Island
were dependent mainly on fishing income up to 1980s

Table 1. Island category in Malaysia.

Category Descriptions Islands

1. Develop Island A. More than 90 km. Penang Island,
B. More than 200, 000 Langkawi

peoples. Island and
C. Economy actuator. Labuan Island

2. Island resort/ A. Tourism is the main Pangkor
island tourism sector. Island, Tioman
destination B. Have the natural Island

resources and tourist
attractions

3. Marine Marine Parks Payar
Park Island Malaysia Order 1994. Island, Kapas

No marines activities Island
within 2 nautical miles

4.Uninhabited Unoccupied island –
Island

Source: Town and Country Planning Department of Peninsu-
lar Malaysia, (2011).

(Wong, 1993). Most of the islands in Malaysia shift
into island tourism due to the high demand and the
opportunities that tourism industry brings on to the
island. Malaysia has so many islands surrounding it,
dividing into 4 categories (Table 1) and located in east
coast, west coast, Sabah and Sarawak (Diagram 1).
Islands in Malaysia are mostly fall into two categories
of Develop Island and Island Tourism Destination.
Tourism developments on the island are influenced by
various factors. It depends on the size of the island,
resources, physical character, land uses, policies and
strategies by the authorities. Somehow, there is still
improper planning in the island due to the develop-
ment process started from the earliest day where the
villagers or islanders started their residential area in
the island (Wong, 1993). The nuisance to the island

Diagram 1. Location of Tourism Island in Malaysia.
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happened due to the irresponsible person or group
of people who come and develop the island with less
consideration on the impacts.

2 PHYSICAL DEVELOPMENTS AND IMPACT
ON ISLAND TOURISM

2.1 Physical development: A review from tourism
development plan

Island tourism needs proper planning and atten-
tion. The United Nations Commission on Sustainable
Development (1999) perhaps echoes a similar concern
“the survival of small island developing states is firmly
rooted in their human resource and cultural heritage,
which are their most significant assets, those assets
are under severe stress and all efforts must be taken to
ensure the central position of people in the process of
sustainable development”. In Malaysia, could be seen
not only on nature but also the physical aspects of the
manmade such as lodging and tourism infrastructure.

2.2 Development of tourism infrastructure

Island receives impacts through construction of
tourism facilities and infrastructure. The tourism
developments create an economic spill over not only
to the areas of the island but also to the State and the
country as well. Government authority under the East-
ern Corridor Economic Region (ECER) had planned to
boost up the area of Mersing where it will be developed
to emerge as an important mainland coastal tourism
destination. It will be the gateway to the Mersing
group of islands consists of Pulau Besar, Pulau Rawa,
Pulau Aur, Pulau Sibu and Pulau Pemanggil (The
Star, July 24, 2011). Under the 10th Malaysia Plan,
the government allocated RM27 million to upgrade
tourism infrastructure like in the Pulau Pangkor, Pulau
Sibu and Pulau Duyong. The Government offer many
opportunities for local governments to promote their
natural environments to visitors or tourists.

2.3 Development of marina

Furthermore, Government of Malaysia has attracted
many foreign yachts lover to come to the Island by
developing marina in the island. A marina is a dock
or basin with moorings and supplies for yachts and
small boats. The marina will attract high end tourist to
the island. The development of marina will promote
and attract the owner of the yacht to sail to Malaysia’s
Island and park their yacht in the marina. In Malaysia,
among the popular marina among yacht owner is the
Royal LangkawiYacht Club. In the 10th Malaysia Plan,
the development of Marina Island Pangkor Interna-
tional Resort and Entertainment Extension Project in
Perak by Globalports Sdn Bhd and Marina Sanctu-
ary Resort Sdn Bhd will bring a tremendous impact
to the island tourism industry. Once completed, it will
support the nascent cruise line industry in Malaysia,

serving as a catalyst for water front and urban renewal.
It will generate the Gross National Income (GNI) about
RM 9 Billion by the year 2020. On the other hand,
once the marina had been completed, the marina is
not operational and close for any activity. It is totally
abandoned. The marina is now under the jurisdiction
of Department of Marine. Recent visit to this marina
found that the marina was totally closed. Therefore
the State Government recently announced to propose
to the Federal Government to take over the manage-
ment of the marina under the monitoring of Manjung
Municipal Council (Perak Today, February 29, 2012).

2.4 Development of lodging

Then, The Northern Corridor offers a wide variety
of tourism infrastructure and services targeted at the
masses, such as affordable accommodation, food and
shopping. The Region is known for world-class resorts
and spas in Pulau Pinang and Langkawi which are
targeting especially for at high-end tourists. Amongst
these are The Andaman, The Datai and the Four Sea-
sons Resorts in Langkawi, and the Shangri-La Rasa
Sayang and Mutiara Beach Resort in Pulau Pinang.
The provision of world class facilities would attract
greater number of foreign to come and spent their hol-
iday in Malaysia Island. The target of tourist not only
the high end but also the medium and low income peo-
ple to come to Malaysian Island. So the facilities and
accommodation for medium and low income people
also being provided.

2.5 Threat to nature environment

Tourism development on the island is tremendously
happened in all islands in Malaysia. It is due to the
increase number of tourist coming into Malaysia and
spent their holiday on the island. Land is the main
issues of every development. It is also becomes a prob-
lem in the island tourism development. Sibu Island
in Johor faces the conflict issue of land matters. The
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conflict arises between extending tourist facilities and
land for pasture (Ahmad Tajudin et al, 1979). Many
hotel operators are interested to set up their hotels or
resorts in the island due to the potential it has. This
issue is regarding the development of island to be a
tourism base sector other than to conserve the island
as it is. The area of Sibu Island has a good poten-
tial to be developed as tourism base sector due to all
attractions it has in terms of the nature of the island
itself and the water activities such as scubadiving and
snorkelling. Some people might think that Sibu Island
should remain without excessive development for the
future generations to enjoy the nature. The issues of
land do not only happen in Sibu Island, it also hap-
pened in other island in Malaysia as well. One of the
current challenges is that locations with outstanding
natural beauty on the main island are limited, and have
already been developed into luxury resorts. To fur-
ther entice additional world-class resorts to Langkawi,
the Government will have to attract these operators to
undertake regulated developments on selected outer
islands around Langkawi. However, operating resorts
on outer islands is known to be an expensive endeav-
our, with additional costs incurred, e.g. when ferrying
guests to and from the main island and the airport.

Secondly, the uncontrolled diving and snorkelling
activities at the area will affect and be a threat to the
marine life especially the coral reef (Tatsuki, Tomoko,
Takeshi, 2007). Almost all popular islands in Malaysia
like Sibu Island in Johor, Pangkor Island in Perak,
Langkawi Island in Kedah, Tioman Island in Pahang,
Perhentian Island in Terengganu and Sipadan Island
in Sabah face the issues of coral problem effect from
scuba and diving activity. The increase number of
tourists who loves scuba diving or snorkelling without
proper guidance from the expert will also destroy the
nature of coral reef in the Island. Tourism impact may
also be one of the major reasons for the decrease of live
coral coverage in the Peninsular Malaysia (Badaruddin
et al., 2004).

3 PLANNING PRINCIPLES

Physically, the development planning should be based
on the “Total Planning and Development Doctrine" by
the Town and Country Planning Department. In the
Total Planning and Development Doctrine, it is more
on the relationship between man and god, relationship
between man and man and relationship between man
and the environment. These principles are adopted as
reference in formulating guidelines in decision mak-
ing and action implementation of any development
activity. Bottom line it is promoting the sustainable
development. In addition, physical planning islands
should refer to some existing policies such as envi-
ronmental policy, policy Malaysia five years plan,
the national physical plan, the existing guidelines and
existing legislation that has been allocated. When all
of the development follows the law that had been set
up by the government, cases like coral problem can

Table 2. Five years Malaysia plan for tourism sector.

Allocation
Five years Malaysia plan (RM Million)

2nd Malaysia Plan (197–1975) 8.59
3rd Malaysia Plan (1976–1980) 27.19
4th Malaysia Plan (1981–1985) 40.00
5th Malaysia Plan (1986–1990) 140.50
6th Malaysia Plan (1991–1995) 533.90
7th Malaysia Plan (1996–2000) 605.50
8th Malaysia Plan (2001–2005) 1009.00
9th Malaysia Plan (2006–2010) 1847.90

be avoided. So, sustainable development plays a big
role in order to have a better future and the nature
of the island can be preserved and conserved. In the
Five Years Malaysia Plan, the Government had allo-
cated some money for tourism sector (Table 2). The
amount of money that had been allocated is found to
be increasing every five years of the plan. This indi-
cates that the tourism sector plays an important role in
enhancing the country’s economy.

4 STRATEGIES ON ISLAND TOURISM

Government of Malaysia under the Ministry of
Tourism is extremely promoting Malaysia to the world.
Visit Malaysia campaign launched in year 1990 is one
of the strategies to attract tourists to visit Malaysia.
Tourism sector has been identified by the Performance
Management and Delivery Unit (Pemandu) amongst
the twelve National Key Result Areas (NKRAs) which
are national priority areas of focus identified under the
Government Transformation Programme (GTP). For
the island tourism sector, some strategies have been set
up to promote island tourism in Malaysia. The strate-
gies set up by the Northern Corridor Economic Region
(NCER), Langkawi Island and Penang Island will be
enhanced to attract high-end tourist and to increase
per capita tourist spending and also the size of tourism
industry in the Region. In 2011, Langkawi Tourism
Blueprint 2011–2015 had been launched by Prime
Minister, YAB Dato Najib Tun Abd Razak. The aim of
the blueprint is to be to in the list of 10 islands and des-
tinations of the world’s top eco-tourism by 2015.These
kinds of strategies are to promote and attract tourists
to the Malaysian Island other than to protect the envi-
ronment. Eastern Corridor Economic Region (ECER)
also promotes island tourism development.The area of
Mersing in Johor State has been developed as a gate
way to the island like Sibu and Tinggi Island. This
will attract tourisst and investors to invest in the area
of Mersing. Other than that, Marine Park Malaysia is
endorsed by law under the Section 41–45 Fishing Acts
1985. This Act is to protect the marine life from any
kind of problems related to island development and
activities in or surrounding the island. Marine Park in
Malaysia is like Pulau Redang and Pulau Perhentian in
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Terengganu, Islands of Payar in Kedah, the islands of
Tioman in Pahang and islands of PulauTinggi in Johor.

5 CONCLUSION

In the nutshell, island tourism in Malaysia will keep on
growing parallel with the development of the country.
It will still keep on surviving due to the high number of
demand from the tourists and with continuous support
from the government and related tourism agencies. All
the impact of the island tourism development needs to
be viewed in the positive way in order to have good
practices island tourism. All tourism development in
the island need to be developed in a good and proper
way by following all the rules and regulation that
had been set up by the related agencies. Sustainable
development need to be practiced in island tourism
development in Malaysia.
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Malta: A tourism destination to the land of the Goddess
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ABSTRACT: Malta, a small island in the middle of the Mediterranean is extremely rich in its Prehistoric
archaeological heritage. Many tourists who visit Malta from all over the world are fascinated by the Prehistoric
Temples and their artefacts. This paper shows the ways in which contemporary archaeologists, writers, and artists
interpret Neolithic symbolism, particularly the images of Neolithic Goddesses found in various temples on the
islands. The well preserved state of the Maltese Temples and their artefacts and their beauty, still attract pilgrims
coming from all over the world to visit the Maltese Neolithic Temples – the places for ancient Goddess worship.
The description and some interpretation of the temples and Goddess statues and statuettes shed light on the
hypothesis that the Goddess representation was a strong symbol of a fertility cult which existed on the islands
thousands of years ago. The Prehistoric Goddess remains an important figure of cultural tourism in Malta.

Keywords: Cultural tourism, the Maltese prehistoric Goddess, fertility cult, feminist movement.

1 INTRODUCTION

In recent years interest in Maltese Prehistoric temples
and artefacts increased markedly. People in Malta are
becoming more conscious about their origins and more
awareness about the conservation of the temples is also
noticeable. The importance of Prehistoric art lies in its
power to reveal the social context of the life of the
early inhabitants of the Maltese Islands. The growth
of this interest involved not only archaeologists and
historians, but also artists. Many tourists from all over
the world come to Malta to visit the prehistoric temples
and their extraordinary statues and statuettes.

One can say that during these last two decades, there
has been an increase of pilgrims coming from all over
the world to visit the Maltese Neolithic Temples – the
places for ancient Goddess worship. This includes not
just regular tourists but also a good number of artists
and scholars. We know that there are also groups of
American women involved in the ‘Goddess movement’
who make these pilgrimages to Malta. Here I would
like to make it clear that not just American women
are interested in these visits to the land of the Mother
Goddess but also men and women coming from other
countries. As social anthropologist Kathryn Rountree
puts it:

Malta’s reputation in the Goddess movement draws
sizeable numbers, although not droves, of women pil-
grims from many other countries each year. Some visit
as independent tourists, while others join tours organ-
ised by a number of operators based mostly outside
Malta.

Linda Eneix is another American writer-artist
who frequently visits Malta to organize conferences,

seminars and Goddess-tours. She is greatly influenced
by Maltese prehistoric culture, which is evident in
her paintings and written work. For her the figures
of “ancient goddesses” are so inspiring. They have
a kind of “fullness and touchability” (Eneix, 2002).
When asked about the way she sees the re-emergence
of the Mother Goddess in our times she comments:

“Mother Earth”, “Mother Nature” – these are terms
that came from somewhere. They are remnants, which
survived, because they were used with tongue in cheek,
like “Father Time” or “Daddy Long Legs”. People
these days get excited if you talk about a Goddess. It
is pretty clear in the Bible that there were thousands of
years and a lot of bloodshed involved in stamping out
the Canaanite and Pagan concepts of any lusty female
divinities. But we don’t have to attest to a belief sys-
tem to acknowledge that it once existed. Not only in
Malta but also all over the world in Neolithic times, it
is well documented that women had a much larger role
in the pantheons of power. It’s found to some extent in
every society, which lives close to the earth, and where
people are more relaxed about sexuality.

With these words by Linda Eneix, it is easily argued
that feminists come out with strong statements like
this to show the world that the reasons why there is an
increased interest in ancient goddesses could be vari-
ous. Primarily goddesses ‘call’all those who are dissat-
isfied with mainstream religions, political institutions
and all male-centred cultures because many feminists
find that institutionalised religions are dissatisfying
because of the missing female element.

The Goddess movement left a great influence
on many artists, particularly on female artists who
used the imagery of Goddesses to create a spiritual
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awareness especially amongst women. As we have
already seen this spirituality is based on Earth based
traditions. Willow La Monte described the Goddess
religion not a religion based on faith but on experi-
ence. She claims “One doesn’t say one believes in the
goddess when one experiences the goddess or goddess
energy.” (Lagana, 2001). La Monte used the title of her
newspaper ‘Goddessing Regenerated’ as an “idea of
deity or goddess as a verb not as a noun, as personality
but also as energy, as motion, as movement.” (ibid).
Artists experience this energy and it is translated into
art or Literature. La Monte pointed out

Just as poet Robert Graves has felt that the moon
goddess was his muse, so many artists in many coun-
tries, both visual arts as well as literary arts, are heavily
inspired by the imagery.There is just an enormous out-
pouring of creativity right now around the world based
on these cycles and these goddess images (ibid).

La Monte mentions Robert Graves here because he
was a leader in the promotion of the Prehistoric god-
dess in Old Europe. He is considered as one of the most
prolific British writers, but he mainly considered him-
self more as a poet. Perhaps his most popular book is
The White Goddess, first published in 1948. Graves
explored the ancient European deities through the
study of myth and psychology.TheWhite Goddess was
considered to be the goddess of Birth, Love and Death.
Certain Feminists within the Goddess movement con-
sidered his work as an uncompromising, advocated
and momentous way for Goddess-centred spiritual-
ity. Artists, writers, poets and musicians get not only
inspired by ancient goddesses but they become so
much involved in the reconstruction of ancient myths,
religions and spirituality.

It is important now to give a general brief account
and interpretation of the major temples in Malta and
their artefacts which are of great interest to many
tourists who purposely come to visit these ancient
shrines.

One of the most spectacular Neolithic monu-
ments on the island is undoubtedly the underground,
labyrinthine sanctuary known as Hypogeum or also
known as Hal Saflieni (part of the village known as
Paola) temple. This extraordinary structure, both used
as temple and burial place was cut into the soft rock.
With the archaeological finds in this temple a remark-
able statuette was found. This is the world famous
‘Dreamer of Malta’ or better known as the ‘Sleeping
Lady’. This prehistoric masterpiece, made in terracotta
is a reclining figure no more than 12 cm. in length,
ample-hipped and topless with the lower part of her
hips covered with a pleated skirt, which is held around
her waist with a belt. Her head rests on some sort of
a pillow and the bed she is lying on is sustained by
four long strips of wood held together by two others
which transverse them. She is resting on her side, with
one arm under her head and which suggests that she
is clearly asleep, visibly dreaming. This statuette is
considered by many to represent the rite of incubation.

Another similar statuette was found in the same
place, this time the figure is lying face down on a

four-legged couch with raised arms on either side of
the head. Again this figure is wearing a pleated skirt
and a belt. These figures suggest two popular hypothe-
ses: The idea that some kinds of ceremonies of dream
incubation or rituals of healing (Gimbutas, 1991) took
place in the shrine. Other related explanations are that
these were votive offerings to the deity of the temple or
used as a symbol when the burial of the dead was taking
place. Both statuettes had traces of red ochre colouring.
Another two small alabaster standing figures, partly
damaged, and were also excavated from this site. The
postures of these standing figures are very similar to
those on figures found on a larger scale at Hagar Qim. I
will refer to other interesting figurine fragments found
in the Hypogeum later on when I discuss the aesthetic
aspect of these statuettes.

Hagar Qim temples, (situated in the limits of Zur-
rieq) are the best known for its stone statuary. The
numerous so called ‘cult statuettes’, however, are
something of a mystery.We see them both standing and
in comfortably seated postures and also in other vari-
ous positions. Although headless, many are equipped
with a socket between the shoulders, with tiny holes
for attaching cordage. Many were found with separate
heads nearby, others are more likely to have had their
heads made of other material such as wood (which
explains their disappearance). They might have been
created to be used in some sort of oracle rituals. The
particular locations, in which they were found at Hagar
Qim temples, probably point to ritual use. Cristina
Biaggi explained this in her paper delivered at the
Malta Conference in 1985.

The moveable heads could have been made to move
in ritual to assent or dissent a particular request made
by a worshipper. Their differences show that they rep-
resented different numinous aspects of the Goddess:
the clothed figures are often seated on a stool deco-
rated with sacred symbols, wear a bell shaped skirt,
and are shown with much smaller figures crowding
below; while the nude figures stand or squat and are
always alone (Biaggi, 1986).

All statuettes have corpulent bodies. The most pop-
ular one is the standing one which is approximately
49 cm high and with a very stylised posture: the right
hand arm is straight and attached to the right thigh and
the left one bent with the palm of the hand placed in
the middle of the stomach. The rounded shape of the
figure with grossly plump flesh in the arms, thighs
and egg-shaped buttocks may indicate that this fig-
ure could have been a woman, although there is no
clear definition of female breasts and vulva (Biaggi,
1986). Surely it is not a male because no trace of male
genitalia is visible. This statuette is standing on a rect-
angular low pedestal. Two other seated, obese stone
statuettes at Hagar Qim aroused more debates on the
gender issue of these figures (Veen, 1992). Looking
at a glance at these figures one quickly realises that
the flow of the line of these corpulent bodies makes
them look more female than male. Again, the breasts
are small but the anatomical structure from the torso to
the buttocks shows curves that evoke more the female
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rather than the male form. But certain archaeologists
(Trump, 1983) hold that these figures are genderless,
or androgynous.

Later on in this paper I will continue to show both
sides of the discussion on the gender of the many
figurines found in Maltese temples. This is impor-
tant because it will give some light on the hypothesis
that a Mother Goddess existed in Malta, and that
these discussions could reveal that the early inhabi-
tants of these islands venerated such a deity. One of
the most renowned small figurines found at Hagar
Qim is the famous ‘Venus of Malta’, a nude female
figure, which is made of terracotta with very pre-
cise anatomical details but headless. The probability
is that its head was destroyed. This figurine is only a
few centimetres high and the large breasts that dom-
inate her body express the nurturing qualities of the
female.

In Tarxien temples, one of the most beautifully dec-
orated temples, one may come across a very popular,
interesting, impressive colossal statue of the so-called
‘Fat Lady’, also referred to as the ‘Fertility Goddess’.
This idol is wearing a pleated skirt and has tiny feet
compared to the rest of her body. Unfortunately, only
the lowest part of this statue survived. In other var-
ious parts of the temple site other similar statuettes
were found. The majority of these figures seem to
show the image of the so-called ‘fat ladies’, their shape
very identical with other statues found in other tem-
ple sites. Other statuettes seem to be sexless as no
part of their genitals is clearly visible but others are
without doubt females. A particular small clay stat-
uette (6.6cm.) which looks slightly grotesque, is a
female figure, showing the crucial moment of birth,
and expressing a sense of gesture, with one hand touch-
ing the head, (with a broken raised leg), and suggesting
that the person is in labour pain. The lines incised
across the back might have represented the months of
gestation. Another colossal fragment of a stone statue
is the lowest part of a ‘goddess’ with a pleated skirt
and robust legs. On the base of the pedestal one could
see also images of other small figures. Some parts
of a genderless figure, hypothetically regarded as a
‘temple-priest’, were also found at Tarxien temples
(Trump, 1961). Archaeologist Michael Ridley consid-
ers this statuette as a priestess. (Ridley, 1986). A detail
that survived of this small statuette is the face and fine
rendering of the hair in the form of a wig (Zammit,
1986). The figure also is wearing a long pleated skirt
covering both feet. Unfortunately there is nothing to
suggest the gender of this representation of the fig-
ure. A good number of stone and clay heads were also
found in this temple.

Another similar sculpture in stone, like the one
found at Tarxien was discovered in 1964 by a group
of Italian archaeologists at Tas-Silg temples near
Marsaxlokk. The figure is wearing a skirt and stands
on small hefty feet. It stands on a low plinth with
decorated spirals on the front part. Unfortunately this
1.14-meter statue is heavily damaged on the upper part,
so it is impossible to identify its gender.

When we come to analyse other statuettes from
other temple sites in Malta one must not leave out one
of the earliest human representations so far recorded
in the Maltese islands a much stylised figurine found
at Skorba. This Palaeolithic form of statuette (which
resembles the Cycladic and Danubian figurines) is
wearing a triangular mask with a nose indicated and
a dot for a mouth. Although anatomically peculiar,
the figure is surely a female because the breasts and
the deeply incised vulva are evident. This statuette is
one of the oldest found in Malta, from the 5th Mil-
lennium B.C. (Gimbutas, 1989). Characteristics show
a certain type of concern for fertility. Marija Gimbu-
tas suggested that this statuette represented the “Bird
Goddess.” ‘Statue menhirs’ were also found at Zeb-
bug. These tend to be more of an abstract reflection of
the human figure.

Finally we come to discuss the most recent and
remarkable finds of various figurines and statuettes
found during this last decade. These were found at the
Xaghra Stone Circle, also known as the Gozo Stone
Circle or the Xaghra Brochtorff Circle (Fig. 08), which
was used as a burial site, and is about 500 metres away
from the Ggantija temples. The re-excavation of this
site (first excavated in 1820 by James Somerville and
Otto Bayer) was started by an Anglo-Maltese team
of archaeologists in June 1987 and concluded around
the summer of 1994. A great amount of pottery and
figurines were found on this site and this enriched
the artistic Neolithic heritage of the Maltese islands.
According to Malone:

Earlier excavations discovered about one hundred
figurine fragments from temples and the Hypogeum.
The Xaghra Brochtorff Circle work has increased the
sample by a third, with seventeen near-complete terra-
cotta figurines, eighteen fragments and heads; a snail
seated stone figure, a larger seated pair on a bed, six
stick figures and three other stone images (Malone,
1998).

These anthropomorphic figures brought new
debates on the gender, use, and meaning of the images.
I wish to analyse first the extraordinary ‘Double God-
dess’or ‘Twin Fat Ladies’. It was found in the summer
of 1991. It is a rather small statue about 9 cm by 14
cm. Both figures are seated on a couch with one of
the figures holding a tiny figure on the lap and the
other one a pot. Again, like temple statuettes from
other sites, the figures are dressed up with pleated
skirts and their small feet are resting on some sort
of a pedestal decorated with spiral motifs. Unfortu-
nately one of the figures’head is missing and the other
has a very interesting elaborate hairstyle. Traces of
red ochre are also evident on the lower part of the
twin figures. This statue was located in one of the
apses of the burial complex. Here again archaeologists
call these figures asexual (Malone, 1998) but others
maintain that they are females. Another group of stat-
uettes, considered as very peculiar works of art for
that period, were found at the Xaghra Stone Circle,
a cache of nine figures (Fig. 24) associated with the
burial cave. These are called the ‘Shaman’s Bundle’.
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Six of the figures are approximately of the same size,
without arms and legs; they are flat with no indication
of anatomy, very stylised as well as idealised. Their
heads are finely carved. Two of the figures have ornate
hairstyles, while the others show less detail in their
general appearance. Again two of the figures wear
the recurring pleated skirt. The smaller figures look
as if they represent children. A head of an animal,
probably a domesticated animal, a dog also makes
part of the group. These figurines give the impres-
sion that they were used to be handheld or supported
on sticks for ritual purposes, suggesting the use of a
shamanic ceremonial performance during the burial
(Malone, 1996).

Contrasted with this group of nine statuettes, other
rotund figurines were excavated in the same area of the
Xaghra Stone Circle. One of them is a fine small-seated
figure about 7 cm high with a very mysterious expres-
sion. In my opinion this is one of the best examples
of a Neolithic statuette expressing abundance, and the
nurturing qualities of the human being. Unfortunately
no clear indication of sex is present in this artefact, as
well as in three other examples of seated figurines with
large buttocks found in this burial shrine. The remains
of the largest sculpture, part of this burial site and were
probably a one meter in height statue were found scat-
tered in this area. When the image is reconstructed a
corpulent anthropomorphic figure with closed arms
and pleated skirt appears.

When analysing all these figurines and statuettes
together, coming from various temple and burial sites
in Malta and Gozo, one recognises an analogy amongst
many: the corpulent bodies with pleated skirts, head-
less, egg-shaped buttocks and fleshy legs. These com-
mon characteristics are observed on many statuettes.
Another thing I want to point out is that there must
have been a relation between the statuettes and the
temples. One cannot look at these artefacts indepen-
dently of the sites at which they were found. There
is an interrelationship between the megalithic build-
ings and the figurative representations, as well as
the ritual practices of the Neolithic inhabitants of
the islands. It seems reasonable to assume that these
figurines or statuettes had a ritual function (Evans,
1959) and many are of the opinion that ‘fertility cults’
appeared to be an important aspect of Neolithic cul-
ture in Malta. The apparent strong development of this
cult in the later Temple Period has been interpreted
as an increased effort at appeasing the Fertility deity
(Savona Ventura, 1999). So we see that some kind
of symbolism associated with fertility was present in
these temples and this was undoubtedly expressed in
figurative form. Fertility ritual practices were in fact
part of the religious custom of the Temple people.
Veteran, British archaeologist John Evans, in a short
paper published in 1996, suggested that a relation-
ship exists between the function of the temples and
human representation. He also accepted the hypothe-
sis that the early Maltese inhabitants venerated some
kind of divinity and referred to the colossal statue

and the subordinate figures found at Tarxien temples
(Evans, 1996).

The prehistoric peoples in Malta were preoccupied
with the propagation of life.They were very much con-
cerned with survival and very conscious of the cyclical
process of reproduction of their crops and stock, and of
their own species. It appears that they possibly devel-
oped this fertility cult in an effort to promote and
encourage the reproductive cycle. Worshipping such
figurative representations may have been part of their
daily observance. One can say that most megalithic
temples have been associated with a progressive Fer-
tility Cult, on the basis that the clay statuettes and
symbols were associated with the fertility deity, which
have been found in the various temples and tombs. Fer-
tility appeared to have been the centre of the culture
of the Neolithic.

As we can see from the description and interpre-
tation of the various statues and statuettes found in
temples, Malta is a unique place as a destination
for tourists because of its prehistoric heritage. These
World heritage megalithic temples attract thousands
of tourists each year. The development of heritage
tourism in Malta allows for further regeneration and
continues to maintain “the principles of sustainable
cultural tourism, while at the same time urging the
introduction of necessary controls to protect individ-
ual cultural heritage sites.” (The Malta Declaration on
Cultural Tourism, 2006).
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ABSTRACT: The purpose of this study was to assess perspective of the relationship between recreational
quality and desert tourism development in Esfahan, Iran. For this present study, Naein city was chosen by
researcher because this city at the same time has both cultural and natural heritage in Esfahan, Iran. The data
were collected through self-administered survey questionnaire. The result shows that desert tourism destination
is noticed by the international tourists as compared to local tourists who are not so familiar with desert tourism
destination. Nonetheless nowadays the suppliers are focusing in promoting and developing desert areas as tourism
destination for both domestic and international tourists.

Keywords: Desert Tourism Development, recreational quality, Esfahan

1 INTRODUCTION

Tourism provides an important way to expand a coun-
try’s economic base through linkages with the agri-
cultural, industrial, and service sectors. Tourism is
also able to provide local jobs and training places and
enhances the recognition factor for towns and regions
and with that for Iran as a location for business and
industry. It also benefits a variety of allied economic
sectors (Drucksache 2005).

1.1 Desert tourism issue globally

Deserts are home to many human populations of
the world. Currently around 500 million people live
in deserts and desert margins, amounting to 8 per
cent of the global population. Notably, desert tourism
is another source of investment which has grown
quickly in many countries. Four million tourists visit
Morocco and five million reach Tunisia each year.
They contributed six per cent to Tunisian gross domes-
tic product in 1999, and employed over 300,000
people. Desert destinations in both countries out-
performed their coasts. There was a 161 per cent
increase in tourism to Egypt in 2005. Dubai claims
to be the world’s fastest growing tourist destination;
100 000 British people have bought homes there,
and it is aiming at 15 million tourist visits a year.
Baja California is booming. More gambling is said
to take place in deserts than in any other global envi-
ronment. The upward trends may continue in some
places, although some markets are nearing saturation
(UNEP, 2006).

1.2 Desert & tourism in Esfahan, Iran

Basically, Iran has a suitable geographical situation
and natural endowment (e.g. Iran has 12 out of 17
kinds of climate) and 11 registered historical attrac-
tions which means it is possible for the country to
boost the tourism products to the highest level. How-
ever, tourism has not been highlighted to the fullest in
Iran. Although Iran is on the list of 10 superior coun-
tries of the world from view point of tourist attraction,
but the share of Iran from income of tourism industry
in the world, is just 0.04% (Jam, 2006).

Iran is one of the five countries that have the highest
level of physical variety in the world and it is one of the

Figure 1. Map of Iran.
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ecotourism prominent poles in the world but at present
it is at the level of 120th among the other countries of
the world (Zirakbash, 2007). One third of this coun-
try is located in desert area. Esfahan region being the
second developed region after Tehran, is made up of
three sub-regions such as the mountain region, central
region and desert region including the city of Naein,
Kashan, Ardestan and Natanz. Notably, Iran is one of
the world’s favourite desert tourist destinations and
so faces considerable challenges in making its tourist
industry more environmental friendly (Faghri, 2007).

It is worth noting that Naein city has rich cul-
tural and natural heritages. Tourism in this region has
enough resources like tourist and cultural resources
that can help the growth of economic equivalences
(Faghri 2007). So, if tourism development is able
to create potential rural job opportunities and rural
area growth, then this activity is beneficial for Naein.
With regards to tourism development in Esfahan, few
researches and studies have been done and pointed
out at how tourism can bring in international tourists.
The development of desert tourism regions is crucial
when at the point of economy may be declining. Con-
sequently, creating new job avenues and developing
second resources can make it possible in idealizing
rural life. With all of the above concerns lead to the
question of whether desert tourism is an area worthy of
research in Iran? Yes indeed, the desert tourism devel-
opment in Iran at large and Naein city in particular
need to be researched and investigated further to help
boost the tourism industry in the region of Esfahan.

2 LITERATURE REVIEW AND HYPOTHESIS

Desert economies in most countries are characterised
by trivial lands for conservative agriculture, and a high
proportion of economic activity in the tourism and
service industries. The far-off distance of desert area
from the city limit and the relatively small popula-
tion has resulted in relatively high service delivery
costs. Desert business is known to be operating in small
scale, experiencing high transport costs, and concen-
trating on products which ultimately lead to the natural
resources available.

According to Tremblay (2006), wildlife-viewing
issue can play a greater role than first assumed in
explaining the attractiveness of desert locations to
specific market segments.Another issue, one not men-
tioned by Weaver (2001), is that many wild animals in
desert environments are nocturnal, and this, twinned
with the low climatic resilience, patience and ability
of tourist-viewers to ‘relate to them’beyond the super-
ficial, makes marketing the desert difficult (Tremblay,
2006).

2.1 Service quality (SERVQUAL) and (REQUAL)

Gronross (2001) offer a comprehensive definition of
services where service is ‘an activity or series of activi-
ties of a more or less intangible nature than normal, but
not necessarily, take place in the interaction between

the customer and service employees and/or physi-
cal resources or goods and/or systems of the service
provider, which are provided as solutions to customer
problems’.

The quality of service involved with tourism plays
an important role in the process of delivery (Wyllie
2000) and thus is the standard used to assess the
effectiveness of a particular leisure service agency,
including the tourism service sector (Godbey 1997).
Therefore, service quality is an intangible, but crucial,
area of interest to travel service providers.

SERVQUAL is based on the proposition that service
quality can be measured as the gap between the ser-
vice that customers expect and the performance they
perceive to have received. The major concern about
the SERVQUAL was its use of measurement with dif-
ferent scores which resulted in different numbers of
factor dimensions, improper managerial approaches,
and conceptual problems (Brady, 1997).

In addition, Crompton et al. (1991) stated that
SERVQUAL cannot be used to evaluate service qual-
ity in the different types of recreation services sectors
and suggested the need to develop a new scale to fit
tourism or other recreation services sectors. MacKay
and Crompton (1990) proposed a conceptual frame-
work for studying service quality in the recreation
and leisure industries–the REQUAL model. REQUAL
focuses on the five dimensions of service quality
(assurance, responsivness, participant, reliability and
tangibility) reported by Parasuraman et. al. (1991),
but was developed within the context of recreation
services. In sum, the findings from current empirical
studies suggest that REQUAL can serve as a skeleton
for other researchers to use in their investigations of
recreation service quality.

2.2 Desert tourism development

Tourism is increasingly seen as a key community
tool, with the recognition of its economic contribution
in bolstering stagnating economies and its ability to
unify local community residents (Fennell, 2003). At
community levels, tourism offered opportunities for
direct, indirect, and induced employment and income,
spurring regional and local economic development
(Coccossis, 2004).

Globally tourism development is seen as an on-
going process. It is no economic panacea, and is
best suited as a supplement to a local community for
achieving development (Godfrey & Clarke, 2000).The
process of desert tourism development is an important
tool in community development. Indeed tourism plays
a role in facilitating community development through
business mentoring and educational opportunities that
contribute to local communities in increasing skill and
knowledge in local communities and local residents
as well as improving the community’s economic level
(Bushell & Eagles, 2007). Hence local communities
have to turn to tourism development to provide eco-
nomic, social, cultural and overall development of the
community.
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Within the academic tourism literature itself, very
few references are made to ‘deserts’ or ‘arid envi-
ronments’. Examples can be found within collections
which encompass elements of places classified (for the
sake of case study) as either ‘remote’, ‘peripheral’ or
‘fragile’ environments and point at issues linked with
the combined remoteness, fragility and highly distinct
attributes of such places.At other times, they are classi-
fied by government and tourism management agencies
within the heading of ‘regional tourism’ which can
be defined in many ways depending on national con-
text. Usually it amalgamates non-urban – statistically
‘peripheral’, rural, administratively disconnected –
forms of tourism across all types of environments:
coastal, island, mountain, tropical and desert, as in
Australia (Tremblay, 2006).

Based on the literature, the following theoretical
framework and hypothesis was formulated

H1: There is a significant relationship between
REQUAL and development of desert tourism.

3 METHODOLOGY

3.1 Participants and procedures

The respondents of this study comprised of tourists
who had visited the desert in Naein, Esfahan. Prior
to the survey, an interview was carried out to several
independent organizations, travel agencies in Esfahan
city, and private investors in rural area of the desert.

3.2 Measures

A close- ended questionnaire using a numerical 5-point
Likert Scale was utilized.The dimensions of REQUAL
were assurance, responsiveness, reliability, tangibility
and participants.

3.3 Data analyses

The demographic information obtained was only used
to provide an overview of the respondents’ profile.
The regression analyses were conducted to assess
the relationship between the independent variables
of REQUAL towards the criterion variable of desert
tourism development.

4 RESULTS

4.1 Profile of sample

67.9% (N = 57) of the respondents were male with a
remaining of 32.1% (N = 27) females. 17 respondents
(20.5%) are those aged between 21 and 25, while 28
(33.7%) of them are those aged 26 and 30.

The age between 31and 35 make up to 21.7%
(N = 18) of the population; and the age group between
36 and 40 accounted for 6 % (N = 5), while the
age of 41and above made up a total of 18.1% (15
respondents).

In terms of education level 83.3 % (N = 70) hold
a degree; while 10.7% (N = 9) had diploma and 6%
(N = 5) are PhD holders. In term of marital status,
38.1% (N = 32) were unmarried while 61.9% (52
individuals) of the respondents are married.

4.2 Hypothesis testing

Table 1 and 2 illustrate the reliability test and the results
of the correlation of recreational quality for devel-
oping and improving the desert tourism destination
in Esfahan. The results indicated that REQUAL pos-
itively effect desert tourism development. However,
three of the sub hypothesis (H1b, H1d and H1e)
were not supported although the overall REQUAL
variable had positive effect on desert tourism devel-
opment (DTD).

Table 1. Reliability coefficient of the variables.

Cronbach’s
Number of alpha

Variables items coefficient

REQUAL
Assurance 9 0.911
Responsiveness 4 0.992
Participants 6 0.536
Reliability 5 0.943
Tangibility 3 0.945

Desert tourism development
Scope of Tourism Policy 6 0.950
Legal Framework 5 0.945
Total 38

Table 2. Pearson Correlation Matrix for Sub Variable of
REQUAL to Desert Tourism Development (DTD).

Step Measures B

1 REQUAL .396**
1a Assurance .473**
1b Responsiveness −0.057
1c Participant .546**
1d Reliability −0.053
1e Tangibility −0.212

**Correlation is significant at the 0.01 level (2-tailed) or
**(p < 0.01).
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5 DISCUSSION

As shown in Table 1 the cronbach’s alpha coeffi-
cient for independent variable of REQUAL includes
5 dimensions, such as assurance (9 items) had a value
0.911, responsiveness (4 items) had a value 0.992,
reliability (5 items) had a value 0.943 and tangibil-
ity (3 items) had a value 0.945. Generalizing from
the result, the Cronbach’s alpha values for the internal
consistency were considered excellent and accepted.
The dimension of participants (6 items) had a value
of less 0.536. This indicated an acceptable mini-
mum reliability level (Blaikie, 2003; Hinton, 2004).
The dependent variable of desert tourism develop-
ment (DTD) includes two dimensions namey; scope
of tourism policy and legal framework. The reliabil-
ity coefficient scope of tourism policy (6 items) was
0.950 and legal framework (5 items) had a value 0.945.
Therefore, according to the strength of the Rules of
Thumb these values are excellent internal consistent
reliability.

The Pearson Correlation showed that REQUAL
had a significantly positive influence on desert
tourism development (DTD). The five dimensions of
REQUAL such as assurance (β = 0.473), participant
(β = 0.546) had the largest influence and signifi-
cant unique contribution on desert tourist destina-
tion. While responsiveness (β = −0.057), reliability
(β = −0.053), and tangibility (β = −0.212) had low-
est influence and no significant contribution on DTD.
However the overall REQUAL had a significant posi-
tive effect and influence on DTD. In determining the
strength of the relationship the correlation between
REQUAL and DTD (β = 0.396) is significant and pos-
itive. These probable explanations show REQUAL is
indeed significant to DTD.

6 IMPLICATION OF THE STUDY

This preliminary study is able to assist other tourist
destinations in Iran to become aware of the critical
factors such as recreational and leisure quality that can
have a significantly unique contribution and positive
influence for developing most tourism destinations in
Iran.

The result of this study contributes several theo-
retical and practical implications. Specifically, this
study confirmed the relationship between REQUAL
and desert tourism development. Furthermore, this
study provides definite evidence that REQUAL is
important to desert tourism development at present
and for the near future. Although several of the
dimensions of REQUAL have negative relationship
but the overall effect showed a positive influence
on desert tourism development. This implied that
monitoring quality in recreational and leisure areas
is crucial to the developers and local government
specifically.

7 LIMITATIONS AND RECOMMENDATIONS

This study was conducted under several constraints;
the major limitation was (after choosing desert area in
Naien) accessibility of going and visiting to this des-
tination. The Farahzad, Mesr and Garmeh villages are
about 400 km from Esfahan city and the main prob-
lem was the transportation system whereby individuals
visiting this area need to change several mean of trans-
portation before reaching the destination. On the other
hand, telecommunication is also a limitation in this
desert area. After passing the Jandagh area the mobile
did not have transmission line. Next, the low number
of tourists’arrival has resulted in the slow development
of this desert tourism. It is a fact that desert tourism is
unfamiliar and unattractive to local tourists since they
register in minds that desert is part of their live and
homeland, unlike the international tourists who appre-
ciate this area. Though with some limitations, this
study has high potential value in providing a founda-
tion for future research.There are several opportunities
to extend this study and the following are the recom-
mendations that can be considered for future research.
Decisions can and should be made not to change the
desert, but to live with it and preserve its resources for
the future. It is recommended that the future studies
of tourism quality should evaluate the tourist’s experi-
ence together with the five dimensions of REQUAL.
Additionally, purposive study such as focus group can
be utilized in getting more information from the ser-
vice providers in the desert areas. Recreational quality
will be one of the crucial issues in the tourism field in
the future to be able to comprehend better about the
situation in hand.

8 CONCLUSION

Deserts have much to offer for ecotourism, the fastest
growing sector of the tourism market in many coun-
tries. Desert tourism is one of the opportunities for
development in Iran, as long as the risks and dan-
gers associated with political conditions, energy and
resources (water and electricity), damaged beauty,
nature’s value are recognized and addressed explicitly
in policy. Based on the findings of this present study,
the desert tourism in Iran is unfamiliar for domestic
tourists while the percentage of international tourists
is low.

Desert tourism in Iran has not been highlighted
by tourism organizations as the unique and fascinat-
ing tourist attraction. This study has found REQUAL
with five dimensions (assurance, responsiveness, par-
ticipants, reliability and tangibility) had significant
effect due to the fact that tourists felt that there is
lack of responsiveness, reliability and tangibility in the
quality of service provided. One of the weaknesses
includes the modern techniques of information dis-
semination on useful guides on tourism along with
shortage of higher education providers for training
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skilful labour force in all the levels has resulted in
a “none presenting” of work force percentage.

On the other hand, shortage of suitable accommoda-
tion facilities for travellers has resulted in less quality
services being rendered to tourists in the desert areas.
In conclusion, desert tourism in Iran can be one of the
famous tourist destinations if the government, tourism
organization, tour operators and travel agencies focus
and solve the problems in desert tourism and utilize
human resources for developing and improving the
tourism industry.
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ABSTRACT: Religious tourism is one of the oldest types of tourism that has a significant contribution to
tourism activities. In fact, this type of tourism experience is religious history; this issue is not specific to any
particular religion and religious history has been a global phenomenon. Religious tourism differs from other
types of tourism, by a forceful facet such as a journey away from home and movement to a temporary stay in
another place. Both the aim and the purpose of the journey are a change in environment, at least for a limited
period of time, which for the tourist is for divine and personal devotion and not for professional endeavor. It is
noted that modern religious tourists are more able to visit holy cities and holy sites around the world. This is
particularly important for Mashhad city of Iran as the second most important Shiite shrine in the world after
Karbala in Iraq. Notably there are around 70,000 shrines and tombs in Iran which belong to grandsons of Shiite
Imams. Some of these shrines are popular among all Shiite Muslims around the world but others are only popular
among local people. Outside of Iran there are nearly 250 million Shiite Muslims. Nearly 25 million international
and local pilgrims annually flock to Mashhad each year, the holiest city in Iran and the location of the shrine
of Imam Reza (Mehrnews, 2011). So there is a high potential for expansion of pilgrimage tourism in Iran. The
research with a library resource to check descriptive and analytical data pilgrimage tourism based on the concepts
and dimensions of religious tourism in Iran is highlighted as baseline information for monitoring the factors that
affect the religious tourists in Mashhad city. Finally it is hoped that with attention and action with regard to these
suggestions, the tourism related organizations in the country will provide better facilities for tourists to visit and
enjoy these places.

Keywords: Facets of religious tourism, Islamic countries, Mashhad City of Iran, Shiite shrines, tourism
development

1 INTRODUCTION

The tourism industry is modern and sophisticated
industry, and grows and expands rapidly. It is one
of industries that contribute to creating jobs and new
careers. Tourism activities covers variety of segments
and contribute significantly to national income as a
result of marketing and product development to meet
the changing needs of customers (Hayes & Ninemeier,
2004, p. 2). The tourism industry seeks to achieve sat-
isfaction for the guests through a variety of services
that are intangible in many cases.

One facet of tourism that is known today is religious
tourism which is exclusively or strongly motivated
for religious reasons. One of the oldest types of
tourism and a worldwide phenomenon of religious
history, it can be differentiated into various forms.
The short-term religious tourism is distinguished by

excursions to nearby pilgrimage centers or religious
conferences. The longterm describes visits of several
days or weeks to national and international pilgrimage
sites or conferences (Rinschede 1992).

Religious tourism distinguishes itself, as do all
other types of tourism, by a dynamic element-
movement in space, a journey-as well as by a static
element-a temporary stay at a place other than the
place of residence. Both the aim and the purpose of
the journey are a change in environment, at least for a
limited period of time, which for the tourist is of per-
sonal, not professional, interest. Religious tourism has
a strong affinity with social and group tourism as well.
For many tourists today, it is very important to travel
with a group of believers who think similarly and who
are consequently in the same age division. In develop-
ing countries, family groups define the combinations
of pilgrims more than friends do (Morinis 1984).
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2 BACKGROUND INFORMATION ON IRAN

Iran was known as Persia till 1935, and is at a cross-
roads between the East and theWest. The country is
the second largest in the Middle East (1.65 million
square kilometres) and inhabited by over 70 mil-
lion people (SCI, 2007). According to the United
Nations Educational, Scientific and Cultural Orga-
nization (UNESCO), Iran is ranked as one of the
world’s top countries in terms of the number of ancient
and historical sites. To date, 13 historical sites have
been listed under the World Heritage list and fifty-
nine sites are tentatively listed (UNESCO, 2011a).
Iran has also sevenWorld Intangible Cultural Heritages
(NowRuz, the Radif of Iranian music, the music of the
Bakhshis of Khorasan, the Pahlevani and Zoorkhanei
rituals, the ritual dramatic art of Ta’z_ıye and tradi-
tional skills of carpet weaving in Fars and Kashan
regions) (UNESCO, 2011b). Despite these attractions,
political orientation may have limited the country’s
tourism growth. Furthermore, the lack of informa-
tion and advertising renders the country remaining
relatively less explored by the outside world.

Iran is a country that is rich in diversity in cultural
and historic terms, representing a recorded human his-
tory that stretches back some 10,000 years. The people
who inhabit this country have a long history of involve-
ment in tourism. Today, Iran’s heritage draws both
on indigenous histories and cultures as well as the
impact of waves of invaders, notably the Greeks of
Alexander the Great, the Arabs who introduced Islam
to the country, the Mongols from the east and in the
twentieth century, the influence of the west (Britain,
France and the US). Iran’s tangible cultural assets
include seven ancient locations recognised by United
Nations Educational, Scientific and Cultural Organi-
zation (UNESCO) as World Heritage Sites as well
as a range of renowned Islamic shrines and cultural
sites. Iran’s natural heritage is also diverse, includ-
ing desert, mountains and coasts across climatic zones
from temperate to sub-tropical (Farahani & Ghazali
2012).

There are around 70,000 shrines and tombs in Iran
which belong to grandsons of Shiite Imams. Some
of these shrines are famous for all Shiite Muslims
around the world but others are only famous for local
people. Outside of Iran there are nearly 250 million
Shiite Muslims and that 25 million of them travel each
year. So, there is a high potential for expansion of pil-
grimage tourism in Iran. The existence of the Imam
Reza shrine in Mashhad, shrine of Masoome in Qom,
shrine of Imam Khomeini inTehran and others indicate
the high potential for Iran to develop the pilgrimage
tourism.

2.1 Mashhad city, Iran

Mashhad is one of the largest cities in Iran. It is
located 850 kilometers East of Tehran, Iran, and the
center of the province of Khorasan. Mashhad has a
population of more than 2.5 million. It is the capital

Figure 1. Location map of Mashhad city in Iran.

of Khorasan province. Mashhad is the second reli-
gious city in the world which welcomes an enormous
number of tourists in each year which average to
about 25000000 persons per year. With respect to the
increasing large number of interested tourists who visit
Mashhad each year, in this paper the religious tourism
potentials of Mashhad has been studied by focusing
on special Imam Reza Shiite. To this extent, in this
paper, an effort was made to introduce the Religious
tourism and Mashhad religious tourism potentials for
an extension in tourist development. This advantage is
resulted from the development of Mashhad city and
geopolitically speaking, it is the second religious city
in the world and the religious capital of Iran.

Mashhad city is one of the most attractive locations
for religious tourists, with respect to the existence of
the tomb of 8th Shiism Imam. It has a high tourism
potential such as different types of accommodation
facilities including hotels, an advanced transporta-
tion systems including international airport, railways,
buses terminals, etc. Mashhad area is about 10329.28
square kms. Because of the increasing large number
of tourists, the city is developing each year.

3 RELIGIOUS SIGNIFICANCE

3.1 Islamic religiosity

Religion is one of the major elements of the devel-
opment of human history and civilization (Vukonic,
1996). It defines the ideas for life, which are reflected
in the values and attitudes of societies and individuals
(Fam, Waller, & Erdogan, 2004). Such values and atti-
tudes shape the behaviour and practices of institutions
and peoples. In sociology, religion is a system of ideas
by means of which individuals represent themselves to
the society whose members they are, and the obscure
but intimate relations that they have with it (Durkheim,
1915). Religiosity is known as one of the most impor-
tant cultural forces and a key influence on behaviour
(Delener, 1994; Essoo & Dibb, 2004; Sood & Nasu,
1995). Thus, religion influences the interaction among
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people, which has a huge ramification on the percep-
tion of people towards others. Thyne, Lawson, and
Todd (2006) stated that according to the Social Dis-
tance Theory, people are more tolerant to others who
are socially and culturally similar to themselves. In
support of this, several studies have shown that reli-
gious people are more intolerant of others of different
background than themselves.

In line with religiosity, religious tourism, a form of
tourism, whereby people of faith travel individually or
in groups for pilgrimage, missionary, or leisure (fel-
lowship) purposes are massively taking place in Iran.
Local and international tourists travel as pilgrimage;
a journey or search of great moral or spiritual signif-
icance. Typically, these tourists make a journey to a
shrine or other location of importance to their beliefs
and faith. According to the World Tourism Organiza-
tion, an estimated 300 to 330 million pilgrims visit
the world’s key religious sites every year (Washington
Post.com). The world’s largest form of mass religious
tourism takes place at the annual Hajj pilgrimage in
Mecca, Saudi Arabia.

Just like the Hajj pilgrimage in the month of
Zulhijjah (the eleventh month of Islamic calendar),
Mashhad city is visited by shi’a muslim pilgrims
implicitly from Iran and explicitly among shi’a mus-
lims from other parts of the world.

The history of Mashhad as a pilgrim’city dates back
to the death of Imam Reza in 817. Imam Reza; a more
specific meaning of Imam is defined by the shi’ite
sect of Islam and refers to the leaders appointed by
God, was buried here and a shrine was built around
his grave in the village of Sanabad. Pilgrims started
coming to the grave, and since then the shrine has
gradually enlarged to the current day Haram complex.
Imam Reza was the seventh direct descendent of the
holy Prophet Mohammad (pbuh) and the eight Imam
of Shi’iet sect. Pilgrims began to visit his tomb and the
central part of the village of Sanabad was established
(Alizadeh 2011). According to historians, overtime
the number of pilgrims increased in Mashhad and the
village of Sanabad became known as the city of Mash-
had al-Reza which means the place of martyrdom of
al-Reza (pbuh).

Nearly 25 million pilgrims annually flock to
Mashhad, the holiest city in Iran and the location of
the shrine of Imam Reza. The city serves as a pilgrim-
age site as well as a jumping off point for excursions
into Khorasan or onward travel to Turkmenistan and
Afghanistan. Mashhad is connected to other cities in
Iran by bus, and most bus stations are located far from
the city’s central area. Most flights to Mashhad origi-
nate in the Arabian Gulf or the Central Asian cities of
Bishkek, Dushanbe and Kabul (World Tourism Orga-
nization2010). As illustrated in Table 1 and Figure 3
an influx of tourists come to visit Mashhad city for the
purpose of religious tourism or specifically pilgrimage
tourists are undeniable. Basically a larger percentage
of the locals from the nearby cities come in their own
vehicles, while those pilgrims from farther distances
either come to pay respect to the late Imam’s grave and

Table 1. Comparison of incoming passengers through the
bases of entry to Mashhad city.

Terminals 2011 2010 2009 2008

Airport 1776068 163995 140769 176649
Railway 3608606 365531 345442 453698
Terminal 7649955 739444 766772 598532
Personal 14805325 15030896 13013447 9842833

vehicles
Total 2783995 2772199 25544680 22133028

Source: Khorasan’s Cultural Heritage – Handicrafts and
Tourism Organization (2012).

Figure 2. Incoming passengers to province through the
bases of entry. Source: Khorasan’s Cultural Heritage, –
Handicrafts and Tourism Organization (2012).

the place of worship by public transportation such as
by bus, train or plane.

4 PILGRIMAGE TOURISM IN IRAN

Iran has tourist attractions based on natural and human
resources. There is hardly any country in the world
containing such elements of Iran’s tourism. It is a land
of history of the oldest human civilizations that dates
back thousands of years, added to that the existence
of shrines and religious sites of different religions
as important source of religious tourism. The shrines
and religious sites are distinctive and unique to the
tourist arrivals. Iran assumes prestigious status among
Islamic countries. Its abundant sacred regions include
remains of infallible Shiite Imams who could attract
million Muslims around the world (Gado Kana, 2011).

With expansion of Islam in Iran, the tombs of Imams
(descendants of Islam prophet andreligious leaders in
Shiite) are gradually changed to places of pilgrim-
age and shrines. Subsequently, people and religious
leaders constructed suitable and outstanding buildings
in these places. These buildings or Imamzadehs have
unique architectural styles.The most famous artists of
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Table 2. Number of pilgrims at the shrine.

Year 2011 2006 2000 1986 1983 1978

Million 27 20 16 9.74 6.44 6.28
population

Reference: Alizadeh (2011).

the time, with making use of existing possibilities, por-
trayed their skills, arts and genius in construction and
ornament of these places. These genius and talents
arereflected in most of such buildings.

Notably, the places of pilgrimage in Iran are divided
into two categories such as (1) the places with inter-
national fame like the sacred Shrine of His Holiness
Imam Reza in Mashad city and the shrine of Her Holi-
ness Masoomeh in Qom. The social and economic
life of these two cities is interlocked with the exis-
tence of these shrines. (2) The places with local and
regional fame. These places of pilgrimage are scat-
tered in different parts of the country, of which the
most important ones are: the Shrine of His Holiness
Ahmad-ebn-Moosa famous as Shah Cheraq in Shiraz;
the Shrine of His Holiness Abdol-Azim in Shahr Ray
(south of Tehran city); and Mausoleum of Danial in
susa (Shoosh).

According to statistics obtained from the Popula-
tion and Housing census, which was held in 2011,
the number of pilgrims of the city of Mashhad with
2.5 million populations was 27 million people or six
times more than the city population, and it is estimated
this number would increase to 35 million up to next
five years. So every three years each Iranian will visit
Mashhad.

The bright economic future of the service sector
in Mashhad due to the great interest of the people
to visit the holy shrine on the one hand and capital
accumulation in this city on the other hand, would
justify the trust and interest of people for investing
in the project. Resulting from the presence of pil-
grims at Mashhad is such that the service sector in the
economy of Mashhad is completely revolves around
providing service to pilgrims and travelers. Provid-
ing residential areas, construction of appropriate hotels
are the most beneficial service that economic depart-
ments of the city can provide many related jobs for
the locals.

5 CONCLUSION

The Holy city of Mashhad and its historical, recre-
ation, abundance cultural and religious attractions is
one of the significant economy centers of the coun-
try. The city which has a special place in religious and
belief memory of the country people and Muslims of
the region and the world, owes its current economic
situation to the shrine of Imam Reza (pbuh).

Religious tourism development in Iran can move
towards globalization. Scheduled to a wide scale in

Mashhad city, according to its high potentials in the
diversity of its sites, applying different facilities such
as accommodation requirements, roads, other public
facilties would lead to larger number of interested
tourists.

This goal can be achieved by applying an effi-
cient management and a comprehensive planning,
in addition to the training, civilizing, advertisements
and stable development of religious tourism in this
city. For better management and efficient services
to pilgrims and travelers the following strategies are
recommended. First it is necessary to increase the
effectiveness of programs and earn the maximum eco-
nomic benefit for Mashhad city by integrating modern
management and consistent uplift of brand equity
among international pilgrimage tourists. Second, the
tourism agencies should pay attention to vigorous plan
for providing accommodation to necessitate pilgrim-
age tourists and importance of increasing awareness
among service providers in providing quality service
to these tourists. Third, the local government should
develop more precise criteria for historical-religious
preservation site as invaluable and unique heritage for
the future of Mashhad city. Fourth, to look.

Thus, different solutions can be applied to develop
Iran as religious tourism country, with respect to its
high potential. These solutions are included in pro-
viding religious tourism data banks, recognizing of
talented sites for investment, preparing comprehen-
sive religious tourism plans, considering the potential
of procurement of required hardware and software
for tourist entrance, forming of NGOs (which are
active on religious tourism and organizing of spe-
cial expertise tours), introducing of sites by applying
advertisements, websites, civilization and governmen-
tal supports.
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ABSTRACT: This paper explores the characteristics of hiking experiences at one of the nature-based tourist
destinations in Malaysia. A theoretical ‘visitor experiences’ model based on experiential surrogates in natural
landscape developed earlier is empirically tested on a different tourist destination with similar biophysical
attributes. This study captured in situ experiences encountered by a group of university students at the Mount
Datuk in Rembau, Negeri Sembilan, Malaysia. In addition to landscape views, the experiential surrogates were
also evaluated against different types of terrain conditions. Outcomes of the study enable objective assessment
on ‘visitor experiences’ of landscape against terrain conditions of the nature-based tourist destination among
young hikers to be compared. The findings also provide evidence base to enhance hiking experience and the
management of nature based tourist attractions including the ecological design of hiking trails.

Keywords: Hiking experiences, nature landscapes, and tourism

1 INTRODUCTION

Malaysia is known for its rainforest mountains includ-
ing the highest mountain in the Peninsular, Mount
Tahan in the state of Pahang and the highest mountain
in Malaysia, Mount Kinabalu in the state of Sabah.
Mount-climbing is one of the main recreational activi-
ties at these nature-based tourist destinations. Besides
these two well known nature-based destinations, there
is Mount Datuk, located in the district of Rembau in
the state of Negeri Sembilan. This mountain is well
known to the ‘daypack’climbers, where the trip to the
site can be completed in a single day, between four to
six hours. The journey enables visitors to experience
nature that elicits a multitude of feelings and emotions
in response to natural stimuli.

In conjunction with the concept of eco-tourism,
adventure tourism and sports tourism, mount-climbing
are other recreational activities to cater the needs and
interest of hikers.

The purpose of this paper is to report part of the
study results to reflect the characteristics of hiking
experiences and variegated response to variability in
natural settings such as landscapes and terrain condi-
tions. In this study, visitor experiences in natural-based
tourist destination were tested using local university
students as surrogate hikers.

2 LITERATURE REVIEW

“There is no single theory that defines the
meaning and extent of tourist experiences. . . .”
(Chhetri, et al., 2004, p. 34)

A number of prior attempts have been made in
addressing the above statement and yet this area is
still relatively underexplored. In experiencing nature,
Chhetri, et al. (2004) analyzed a number of stud-
ies (Hetherington, Daniel, & Brown, 1993; Hull &
Harvey, 1989; Hull & Stewart, 1995; Kroh & Gimblett,
1992) that show experiences in nature based tourism
destinations are complex and compounded in nature by
represent some commonality and recurrent patterns.

Recognizing the complexity, uncertainty and multi-
dimensionality of human experiences in nature-based
tourist destination, Chhetri & Arrowsmith (2002;
2008) argued for the use of biophysical information to
conceptualize and measure hiking experience, using
fifteen experiential variables as a proxy for experi-
ences. Based on this conceptual framework, part of the
approach in the prior study (Chhetri, et al., 2004) was
applied and tested locally among the local university
students.

In addition to the landscape views, visitor experi-
ences were also tested against terrain condition types to
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Figure 1. Climbing track of Mount Datuk.

evaluate their impact or association with hiking experi-
ences. Terrain condition types in this study are defined
as the surface condition of the track that the respon-
dents traverse through the natural settings along the
hiking trail.

Principal components analysis (PCA) (Chhetri,
et al., 2004) have been applied to the survey data
to determine the underlying dimensions of respon-
dents’ experiences reported by participants during the
fieldtrip.

3 RESEARCH DESIGN

3.1 Data collection

Survey instruments based on Chhetri et al. (2004) were
used to explore experiences of ‘hiking subjects’, which
consists of 29 university students from 3rd Residential
College, University of Malaya, Malaysia.

Data of the study was collected via questionnaires
that were completed at designated check points along
the track. Five-point Likert scale (from highly positive
to highly negative), were used to record subjects’ state
of emotions and feelings. A total of 696 observations
were recorded in the field.

Location-based data logged in GPS receivers were
also collected for analysis to ascertain its influence on
the responses i.e. track pass through by the respondents
was captured via GPS device.

Landscapes and terrain types were identified and
subjectively categorized for analysis. Scenic views,
open space and forest stand are the three landscape
categories tested by Chhetri, et al. (2004) were retested
in this study. The three terrain condition types identi-
fied and tested in this study are rugged, almost flat and
steep.

3.2 Instrument and statistical analysis

The development of instrument and its administration
are closely adhered to the prior study (Chhetri, et al.,
2004), to ensure consistency of approach for discus-
sion including 15 mood parameters tested in the said
study (refer to Table 1).

Figure 2. Mean responses of selected experiential variables.

This study reapplied the principal components anal-
ysis (PCA) and ANOVA to determine the underly-
ing dimensions of participants’ experiences captured
during the field trip.

4 RESULT AND ANALYSIS

4.1 Respondents’ background

The respondents are undergraduate students from Uni-
versity of Malaya, involved in their residential college
activity. They have participated voluntarily in this
study. A total of 696 observations were analyzed from
29 respondents, aged between 19 to 26 years-old (with
a mean age of 21.34). 28% were male and 78% were
female.

4.2 Experiential components

In this paper, the mean value calculated for the selected
variables that heavily loaded component 1 are listed in
Figure 2.

The calculated Kaiser-Mayer-Olkin (KMO) figure
for collected data of this study is 0.894. The same
acceptance level of (at 0.5 levels) was used in the prior
study (Prem Chhetri, et al., 2004) for the data to be
considered acceptable for the use of principal compo-
nents analysis (PCA). In this study, the figure of the
KMO clearly met the acceptance level.

Three components were extracted based on PCA,
with an eigenvalue greater than 1. These components
explain 65.9% of the variability in observations, based
on varimax rotation.A component less, as compared to
the initial result of study done by Chhetri, et al. (2004).

Result of PCA revealed that the first component
is heavily loaded with relaxing, exciting, pleasing,
attracting and enjoying. This component therefore is
termed consistent with the prior study (Prem Chhetri,
et al., 2004) as a “desirable hiking experience”. Com-
ponent 1 of this study accounts for 30% of variability
in observations.

Component 2 accounts for 21.4% of the vari-
ability in observations and are heavily loaded with
depressing, isolating, tense and crowding and nega-
tively loaded with pleasing and attracting. Isolating
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Table 1. Rotated factor matrix.

Desirable Apprehensive Stimulating
experience experience experience

Pleasing .816 −.230 −.143
Exciting .822 −.116 .247
Relaxing .847 −.155 −.029
Attracting .776 −.190 .388
Enjoying .748 −.180 .393
Frustrating −.285 .632 −.409
Boring −.314 .644 −.417
Motivating .644 −.053 .520
Stimulating .647 −.055 .498
Tense −.032 .730 .270
Isolating −.079 .732 .036
Enclosing .395 −.178 .585
Challenging .021 .259 .711
Crowding −.035 .707 −.056
Depressing −.315 .751 .065

Table 2. Experiential surrogates and means for three
landscape types.

Experiential Landscapes Means SD

Pleasing View 4.03 .955
open space 3.93 .906
forest stand 3.66 .959

Exciting View 4.31 .777
open space 4.05 .885
forest stand 3.78 .930

Relaxing View 3.79 1.022
open space 3.83 .928
forest stand 3.52 .992

Attracting View 4.45 .730
open space 4.10 .900
forest stand 3.86 .939

Enjoying View 4.50 .822
open space 4.08 .952
forest stand 3.87 .965

and crowding are among the experiences that involve
interaction with others. Hence this component formed
the “apprehensive hiking experience”.

Lastly, component 3 represents 14.5% of the total
variation. It represents the experiences associated with
enclosing, challenging and motivating. These are col-
lectively labeled as “stimulating hiking experience”.

4.3 Experiences in relation to landscapes

In understanding the surrogate experiences, selected
variables from component 1 were analyzed using anal-
ysis of variance (ANOVA). The five variables were
then tested against the type of landscapes. The mean
of the responses was tabulated in Table 2 below.

Means scores were graphed in the radar chart with
markers type in Fig. 3 for easy understanding and visu-
alization of information. This view provided a more

Figure 3. Means responses of selected experiential variables
mapped with landscape types.

Table 3. ANOVA statistic for selected variable for three
landscape types (selected).

Sum of Mean
squares df square F Sig.

Pleasing Between 13.611 2 6.806 7.609 .001
groups
Within 619.837 693 .894
groups
Total 633.448 695

Enjoying Between 23.180 2 11.590 12.823 .000
groups
Within 626.354 693 .904
groups
Total 649.534 695

holistic and multi-variables dimension as compared to
the use of bar chart.

The results indicate that landscapes with a view
tend to be more pleasing, attracting and enjoyable
for hikers as compare to open space or forest stand.
Result of Bonferroni test for all the five selected vari-
ables in components 1 shows significant difference in
responses to the feeling of enjoyment for all landscape
types. Details of the results are shown in Table 3.

Significant differences were detected between for-
est stand and view landscapes, and between forest
stand and open space landscapes both for pleasing,
significant at 0.05 level (refer to Table 3, selected vari-
ables). It was also noted that between view and open
space landscapes for pleasing there was no significant
differences.

4.4 Experiences in relation to terrain conditions

In this study, information with regards to the terrain
conditions that the respondents encountered was also
reported. The five variables from component 1 were
tested against the terrain condition, classified into
three types namely “rugged”, “almost flat” and “steep”
surfaces. Result of Bonferroni test for the selected vari-
ables shows no significant difference in responses to
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Figure 4. Means responses of selected experiential variables
mapped with terrain condition types.

the different terrain condition types, with the excep-
tion of enjoying (between steep and rugged terrain
conditions) in Table 4 (selected variables).

Additionally, it was also noted that the mean for
terrain condition (refer to Fig. 4) is lower, compared
to the mean of experience with landscape (Fig. 3).

This study examined the relationships between
‘experiential surrogates’ discussed by Chhetri, et al.
(2004) in the local natural-based tourist destination
among university students. The PCA results showed
three components identified as compared to four com-
ponents in the prior study (Chhetri, et al., 2004),
that described three visitor experiences i.e. “desirable,
apprehensive and stimulating experiences”, which
provide a theoretical framework for assessing the local
youth visitor experiences such as among the university
students.

It is also noted that the mean responses of
the selected variables i.e. relaxing, exciting, pleas-
ing, attracting and enjoying, in this study were not
extremely different compared to the prior study
(Chhetri, et al., 2004).

Comparison of results on the Bonferroni test on
landscape and terrain condition types provide an
opportunity to understand the visitor experiences to the
biophysical attributes of the nature based hiking des-
tination. Information and knowledge generated from
this study are useful to understand the characteristics
of the specific market segment of tourist i.e. nature-
based lover visitor, especially in promoting the country
nature-based tourist destinations (Volo, 2009).

In this study, we acknowledged the limited target
respondents type where it focuses on teenager i.e. uni-
versity students. Further studies need to be conducted
with a more diverse group such as among foreign vis-
itors. Such information would lead to in-depth study
in identifying the visitor’s feelings and the motivating
factors.
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ABSTRACT: This paper studies how sustainable tourism policies could best be developed and ultimately
implemented in medical tourism sector. In order to achieve this goal, the study will examine how the concept of
sustainable tourism is interpreted in medical tourism as well as investigate the existing pattern of relationships
and current networking system among medical tourism stakeholders in order to determine roles and potential
influences of legitimate and powerful stakeholders in tourism policy making.The success of achieving sustainable
tourism industry depends on full support and commitment from all stakeholders is highly needed.Thus, this is only
a conceptual-based paper and future work will broaden the study context by including analysis of stakeholders
networking in medical tourism in Malaysia.
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1 INTRODUCTION

Tourism and travel is now considered as one of the
world’s largest industries. World Travel and Tourism
Council (2006) declared that tourism industry has
generated an estimated gross output of US$3.5 tril-
lion and employing 207 million people in 2001and
has increased to US$7.0 trillion of gross output
and employing 260 million in 2011. The UNWTO’s
(United NationsWorldTourism Organization)Tourism
2020 Vision forecasts that international arrivals are
expected to reach nearly 1.6 billion by the year
2020 (UNWTO, 2008). Not only it influence the
development of industrialized nations like North and
America Western Europe, tourism has also expanded
and becoming an important sector in many developing
countries in Latin America, Asia and Africa (Pearce,
1989). According to Rostow (1960), in several South-
east Asian countries, tourism has been used to spread
economic activity and in some developing countries,
including Malaysia,Thailand and Indonesia, they have
pursued national integration by means of economic
development. This includes elimination of poverty and
the distribution of income and wealth among citizens
which results in economic integration.

Tourism industry plays a major role in any nation’s
growth and consequently, holds the key to economic
development especially in Asia Pacific and specif-
ically in Malaysia. Even though Malaysia can be
considered as a relatively new ‘participant’ in tourism
activities as compared to its ASEAN neighbors like
Indonesia and Thailand, the industry has developed
enormously over the years (Siti Nabiha et al, 2008).
Following the economic downturn in the late 1990s,
the government has identified tourism as one of the

economic sectors to be developed in order to bring
the nation to economic recovery (Chong et al, 2005).
Remarkably, by 2005, tourism industry became the key
foreign exchange earner for Malaysia, contributing to
over 40% of the country’s balance of payment (EPU,
2006).

Within tourism, the health sub-sector or also known
as medical tourism is singled out as the most promising
and lucrative area for the development of the industry
in the Malaysia (Dewi, 2003; Ormond, 2011). While
tourist arrivals increased by 300% from 5.5 million in
1998 to 22.1 million in 2008, medical tourist arrivals
increased by 856% from 39,114 to 374,063 over the
same period (Tourism Malaysia, 2008; Leonard, 2009;
Dhesi, 2009).

Malaysia has become a prime destination for
medical tourists seeking safe and affordable medi-
cal attention. Presently, the government and related
stakeholders have been making efforts to develop the
country’s infrastructure, facilities, and services to be
positioned as a preferred health tourism destination in
the region (Musa et al, 2011). As said by Enderwick
and Nagar (2011), Malaysian specialists are ranked
among the best in the world in terms of training and
expertise, and medical tourists are attracted to the
country due to its favorable exchange rate, political
and economic stability and high rate of literacy.

1.1 Issues

It is apparent that Malaysia relies profoundly on
tourism industry in order to ensure that the country’s
earnings keep flowing in. However, a poorly planned
and managed tourism development, besides being
harmful to the environment and the local communities,
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could result in decrease in market share (APEC, 1996).
In addition, tourism is an economic sector which
depends more and more each day on nature to survive,
and the greatest current danger is to look at tourism
as a remedy against all evils worrying municipalities
and develop it without planning (Tojeiro, 2006). The
same goes to medical tourism industry. Even though
medical tourism is beneficial for developing desti-
nations in economic terms, it may be unfavorable
for the general health systems of those destinations. If
the medical tourism industry grows dramatically, then
the physical and socio-psychological well-being of the
local population may be placed at risk (Tan, 2007;
Burkett, 2007). Another negative effect of growth in
the medical tourism sector may be the diversion of
infrastructure building funds from other areas of the
economy. Although the costs of medical procedures in
a given destination may be reasonable for individuals
from developed countries or regions, they may be pro-
hibitively expensive for the local people (Awadzi and
Panda, 2006).

It is by some means essential to sustaining the
industry while not sacrificing the nature, environ-
ment, people’s needs as well as our culture. As a
result, a more sustainable tourism development is
needed. Above all, sustaining what has been devel-
oped in tourism has been a challenge due to a number
of reasons. According to Bowman (2011), “achiev-
ing sustainable development proves to be complicated
because there is a bounty of advice for stakeholders
but a shortage of resources, excessive pressure from
demand, and a hedonistic philosophy among tourism
operators despite increased awareness of local commu-
nity”. Referring to Bowman’s statement, the reasons
can be classified as challenges to achieve sustainable
development, which directly reflects the challenges in
sustainable tourism as well.

Apart from the difficulties of achieving sustainable
tourism, there are four approaches to the sustainable
tourism as proposed by Clarke (1997) which involves
four main approaches; polar opposite, continuum,
movement and convergence. Having recognized these
four approaches to sustainable tourism, the author
began to realize that how can sustainable tourism
be truly achieved, and how do the four approaches
proposed by Clark can be implemented? Briassoulis
(2002) and Robson & Robson (1996) mentioned that
for sustainable tourism development to be successful,
stakeholders must be involved in the entire process
(further discussion will be presented in the next sec-
tion). According to Byrd (2007), more research needs
to be done on methods and techniques to identify stake-
holders and Byrd also suggested that future research
needs to explore how stakeholders are segmented and
why they are segmented in such trend.

Accordingly, there are three specific questions to be
answered, which include; 1) who should be considered
as stakeholders in sustainable tourism development,
and 2) how stakeholders are segmented and why they
are segmented in such a fashion and 3) what are
the methods and tools to identify the stakeholders’

level of knowledge about sustainable tourism
development.

According to Donaldson and Preston (1995), all
stakeholders do not need to be involved equally in
the decision making process, but it does require that
all interest are identified and understood. Plus, fail-
ure to identify the interest of even a single primary
stakeholder group may result in the failure of the
process (Clarkson, 1995). Thus, the ultimate ques-
tions to be answered are; what are the roles of
multi-stakeholders in tourism such as customers, local
community, tourists’ agents, retailers, resorts oper-
ators, and local authority in developing sustainable
tourism? Additionally, stakeholders in the tourism
industry cooperate with each other to resolve their dif-
ferent business objectives across different operating
systems thus the potential benefit of considering not
only individual enterprises but also the tourism value
chain becomes evident (Xinyan et al, 2009). Referring
to Scott et al (2008), though one of the key determi-
nants of the sustainable growth of the tourism industry
is the development of effective networks and partner-
ship between actors or stakeholders, research on the
topic has been sparse. Thus, one more question arises;
how do the networks among stakeholders help in cre-
ating a sustainable tourism industry? Consequently, it
is very much vital to discover all stakeholders involved
in tourism industry (particularly medical tourism) and
understand the whole decision making process by the
stakeholders in order to successfully achieve sustain-
able tourism industry or specifically medical tourism
in Malaysia.

2 LITERATURE REVIEW

2.1 Sustainable development

Initially, during the 1950s and early 1970s, a hand-
ful of studies were conducted regarding the effects of
negative practices of development (Dowling, 1992).
As a result of the UN’s Stockholm Conference on the
Human Environment in 1972, more attention has been
given towards recognizing environmental protection
as an international concern, and the conference led to
the formation of the United Nations Environment Pro-
gramme (UNEP) and the Brundtland Commission’s
report on "Our Common Future" for sustainable devel-
opment (WCED 1987). The Brundtland Report by the
World Commision on Environment and Development
(WCED) has been initiated due to the growing use of
the term ‘sustainable development’ and the adoption
of sustainable development in the field of tourism has
also greater than before.

The concept of sustainable development has now
been broadly accepted and although there are more
recent modification made to the original definition,
but many authors (e.g. Hardy and Beeton, 2001;
Slocum, 2010) still refer to the definition introduced
by WCED. Based on the definition, it is apparent that
the concern is placed on the future, and we should
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not just bother care about fulfilling our current needs
and wants. Butler (1991, 1993, 1997, 1998) is the
main critic of sustainable development, stating that it
is necessary to define and manage the base of sustain-
ability and there are certain limitations in achieving it
(Butler, 1996, 1997, 1998). Thus, it is clear that there
is an urgency to describe and discuss the concept of
sustainability or sustainable development in tourism
industry.

Sustainable tourism is often regarded as part of sus-
tainable tourism development, or used simultaneously
by tourism practitioners without any clarification of
the similarities or differences between these concepts
(Inskeep, 1991; Farrell, 1992; WTO, 1993; Gilbert
et al, 1994; Muller, 1994; Wahab and Pigram, 1997)
and the WTO defines sustainable tourism or sus-
tainable tourism development as follows: “Sustain-
able tourism development meets the needs of present
tourists and host regions while protecting and enhanc-
ing opportunities for the future. It is envisaged as lead-
ing to management of all resources in such a way that
economic, social and aesthetic needs can be fulfilled
while maintaining cultural integrity, essential ecolog-
ical processes, biological diversity and life support
systems.” (WTO, website) However, the definition is
sufficiently flexible to allow a variety of approaches
and interpretations of the concept. For instance, in the
WTO annotated bibliography, within the “sustainable
tourism” catchphrase are included issues connected to
environmental impact, rural development, ecotourism,
cultural and natural heritages, urban development,
alternative tourism, and so on. This diversity of views
on sustainable tourism and the complexity of the
concept have led some tourism academics and prac-
titioners to even question its utility (e.g. Middleton
and Hawkins, 1998). Nevertheless, there are quite a
number of authors that proposed the definition and
guiding principles on sustainable tourism (Inskeep,
1991; Bramwell and Lane, 1993; Butler, 1993, 1999;
Gunn, 1994; Bramwell and Henry, 1996; Miller, 2001;
Sirakaya, Jamal, and Choi, 2001) and it is often
regarded as part of sustainable development insight.

2.2 Stakeholders in tourism

According to Freeman (1984) a stakeholder is iden-
tified as “any group or individual who can affect
or is affected by the achievement of the organiza-
tion’s objectives” or in this particular study is referred
to tourism industry. Nevertheless, there is still no
generally accepted definition has been constructed
yet. Following Freeman’s first work on stakeholder
theory, stakeholder theory has been incorporated
into business management literature (Donaldson and
Preston, 1995; Clarkson 1995) and to further elabo-
rate, Donaldson and Preston (1995) introduced three
aspects of stakeholder theory; 1) the descriptive/
empirical, 2) the instrumental, and 3) the normative.
Descriptive/empirical aspect of stakeholder theory
is used to describe attributes and features of and
organization, which is used to examine and explain

the past, present and future state of affairs of an orga-
nization and its stakeholders (Donaldson and Preston,
1995), while the instrumental aspect of stakeholder
theory identifies the connections, or lack of con-
nections, between stakeholder management and the
achievement of the organization or development’s
objectives and goals (Donaldson and Preston, 1995).
Lastly, normative aspect is the vital core of the stake-
holder theory where it is “used to interpret the function
of the corporation, including the identification of
moral or philosophical guidelines for the operation and
management of corporations” (Donaldson and Pre-
ston, 1995). Donaldson and Preston (1995) view the
three aspects of the theory as being “nested within
each other” and they indicate the need of to identify
the interest of all stakeholders. And as mentioned ear-
lier, all stakeholders do not need to be involved equally
in the decision making process, but it does require that
all interest are identified and understood. Failure to
identify the interest of even a single primary stake-
holder group may result in the failure of the process
(Clarkson, 1995).

2.3 Stakeholders and networking

A lot of sustainable development situations, including
tourism development, are characterized by a complex
network of interests and trade-offs between interacting
sets of various stakeholders (Timur and Getz, 2008).
According to Timur and Getz (2008), the aim of adapt-
ing the network perspective to tourism and hospitality
industry comes from the recognition that a tourism des-
tination is a system which consists of relations that are
likely to influence tourism destination stakeholder’s
opportunities, constraints, behavior or values. There
are three concepts which are of vital importance in
understanding social network analysis (SNA) (Timur
and Getz, 2008), where the ‘nodes’ or ‘actors’ are
entities, persons, organizations or events and ‘links’
are the relationships, of any kind, between the actors,
whereas ‘networks’ are the patterns formed from the
combination of all actors and links within the system.
Stakeholder theory has been applied as a planning and
management tool (Jamal and Getz, 2000; Yuksel et al,
1999) as well as for stakeholder recognition (Hardy
and Beeton, 2001), while the network approach has
been used in tourism and hospitality (Cobb, 1988;
Park, 1997; Pforr, 2002, 2006), leisure and recreation
(Blackshaw and Long, 1998; Stokowski, 1994) and
in event management (Larson, 2002; stokes, 2004) in
order to examine interactions among actors, identify
the actors in the network, or to examine the function
of the network as a whole.

3 METHODOLOGY

The analysis of this paper will be based on a primary
data collection that focus on the relations among differ-
ent actors or stakeholders in tourism development, or
specifically, medical tourism sector, which will reveal
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detailed information on the nature of the networks.
The main stakeholders include hotels, hospitals, travel
agencies, tour operators, and tourism associations.
This study involves two stages:

Stage 1: Defining the number of different actors in
tourism development in Malaysia (in two different
cities; Penang and Melaka) using data to be col-
lected from Ministry ofTourism Malaysia,Tourism
Malaysia, as well as Ministry of InternationalTrade
and Industry.

Stage 2: A field study will be carried out to iden-
tify the type and level of network relations through
face-to-face in-depth interviews. The interview is
used to uncover the nature of networks and rela-
tionship between stakeholders, as well as to under-
stand the stakeholders’ role in sustainable tourism
development.

Stage 3: For the evaluation of data, all of the data
collected will be categorized to facilitate further
analysis. Social network analysis (SNA) will be
employed to identify the networks between tourism
actors.The SNA is employed to reveal the pattern of
relationships in a visual way. UCINET 6 software
will be used to analyze the network data.

4 CONCLUSIONS

Given the complexity of the issues surrounding the
concept of sustainable tourism, this paper aim to
uncover how sustainable tourism policies could best
be developed and ultimately implemented in medical
tourism sector. In the nutshell, the success of achiev-
ing sustainable tourism industry depends very much
on how we define issues, their scope and importance
and full support and commitment from all stakehold-
ers is highly needed. Joint efforts between the various
levels of government, the private sector and the local
communities need to be well-planned and carried out
to maximize the economic, socio-cultural and envi-
ronmental benefits. The process should begin at the
national level, and must be communicated to the state
level, to the industry (tourism industry) and ultimately
to the tourists. According to network theory, in order
to create an atmosphere in which collective action
can be realized, more connections have to be estab-
lished.Thus, there is a need for sustainability networks,
where the term sustainability network is used to indi-
cate the communications of manifold stakeholders
with varying degrees of interest in sustainable (medi-
cal) tourism development. The interconnectedness of
diverse stakeholders representing governmental bod-
ies, business firms, persons or other entities on sustain-
ability dimensions is expected to improve the process
of sustainable (medical) tourism development.
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ABSTRACT: Ecotourism encourages responsible travel to natural areas that safeguards the integrity of the
ecosystem and produces economic benefits to the host community. The paper aims to understand the host
community’s perception of the impacts of ecotourism development at Penang National Park (PNP). The paper
explores the relationship between the degree of exposure of the host community to the ecotourism industry
and their perceptions of the impacts of ecotourism development at PNP. The area of study comprised of five
villages in Teluk Bahang, Penang. The data was obtained from the questionnaire surveys among 244 respondents
in five villages. Findings indicate that the host community experienced both positive and negative impacts. It
also discovers that there is a significant relationship between the degree of exposure in the ecotourism industry
and host community’s perceptions of the ecotourism impacts. Greater attention must be emphasized by the local
authority to preserve the quality of life of the host community before embarking on any ecotourism development
generally.

Keywords: ecotourism, impacts, Penang National Park, host community

1 INTRODUCTION

Penang National Park (PNP) or previously known as
the Pantai Acheh Forest Reserve, harbors a wealth of
417 flora and 143 fauna species. Pantai Acheh For-
est Reserve was declared the Penang National Park
in April 2003, and it is the smallest national park in
Malaysia (Tourism Malaysia, 2010). PNP is the only
national park in Peninsular Malaysia with a coastal
habitat. In July 2008, international recognition was
given to Penang when George Town was declared a
UNESCO World Heritage Site and it is completely
transforming local perception. Since that, ecotourism
segment has been growing in Penang and indirectly
promote Penang National Park (PNP) to the local and
international tourists as new ecotourism products.This
was indicated with the inception of the National Eco-
tourism Master Plan in 1997 where Pantai Kerachut
in Penang National Park has been listed as one of the
important ecotourism products among the 52 others
project areas.

Ecotourism is one of the sustainable develop-
ment strategy, protecting the ecosystem and at the
same time serving as an income and employment
for the host community. Tourism is expects to grow
at a level of 4.0% per year over the next ten years,
creating an opportunity for every country in the
world to be part of this process and to share the

benefits (The Worldwide, Travel & Tourism, 2009).
The United Nations World Tourism Organization
(UNWTO) Tourism 2020 Vision forecasted that inter-
national arrivals (worldwide) are expected to reach 1.6
billion by the year 2020 from 694 million in 2005.Yet,
local people are the main focus of this study as they
are the ones who receive direct and indirect impact.
Research is essential to identify the possible impact
and to ultimately grouped the various impacts into
categories.

This study explores residents’ host community’s
perception on the impacts of ecotourism development
at Penang National Park (PNP). It focus on, the posi-
tive and negative evaluation of socio-cultural impacts
and provides an assessment of the relationship between
the degree of exposure of the host community to
the ecotourism industry and their perception of the
impacts.

2 METHODOLOGY

The sampling frame in this study includes host com-
munities over 18 years of age and living more than a
year in PNP. A stratified random sampling method is
employed to select samples.The study covers five main
villages in Teluk Bahang, Penang, Malaysia. The five
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villages are the nearest village proximity to the PNP
main entrance gate and assumed to have larger impacts
than other villages. These villages are Teluk Awak,
Pekan, Bangsal Rawai, Masjid and Tengah Resort. The
total numbers of respondents involved in this study are
244 households with a 73.3% response rate. The inter-
view session involved face to face approach with the
host community to seek the validity of the respondents’
answers. Personal interviews and questionnaire sur-
veys were concurrently integrated to increase potential
for understanding of the research problem and data
validity (Pallant, 2007). The several variables were
identified and taken from previous studies (Brunt,
1999: Akis, 1996; Alhasanat, 2010; Andereck, 2005;
Faulkner & Tideswell, 1997 and King et al., 1993).
The respondents answered to each statement based on
five scales. The value of each response for these items
on the questionnaire is as follows: 1 = strongly dis-
agree 2 = disagree 3 = not sure 4 = agree 5 = strongly
agree. In terms of the negative statements, scale was
reversed (1 = 5, 2 = 4, 4 = 2, and 5 = 1) to generate
composite mean values for consistency of direction in
interpreting the results.

Validity in quantitative research as provided by
Joppe (2000) is “validity determines whether the
research truly measures that which it was intended
to measure or how truthful the research results are”
(p.1). The importance of reliability in research should
also be considered. The statements for socio-cultural,
economic and environmental impacts were tested for
their reliability by using Cronbach’s alpha methodol-
ogy. Hair et al. (2007) strongly urged that reliability
is compulsory in order to evaluate the consistency of
the research findings. Result of reliability test from
the survey indicated that α= 0.65 (19 items) which
is acceptable. The Cronbach’s alpha coefficient value
indicates that all items in the questionnaire are reli-
able enough to measure the variables indentified in
the study.

In Section A, the questionnaire contained the eco-
tourism development through a level of exposure on
the ecotourism industry. Section B is devoted to inves-
tigating the overall perception of the host towards the
socio-cultural impacts of tourism. The final part of
the questionnaire is Section C, which contained ques-
tions about the socio-demographic characteristics of
the hosts, such as gender, age, ethnicity, occupation,
level of education attainment, length of residence and
an average of the level of income before and after the
establishment of PNP is also included in the survey.
Based on the socio-demographic factors, readers will
know the host communities’ profile in PNP.

3 RESULTS AND DISCUSSION

The analyses using Statistical Package for Social
Sciences (SPSS 17.0) were undertaken to answer
the research objectives of the study. The analyses
are divided into two main sections. First section
analyzes the host communities’ perceptions on the

ecotourism development in PNP pertaining to socio-
cultural impact. Next section determines the relation-
ship between the degree of exposure in the ecotourism
industry and host community’s perceptions of the
socio-cultural impact.

3.1 The study sample

Majority of respondents (30%) were between 48–57
years old. The host communities aged 38–47 years old
are 22%, aged 28–37 are 18% and 15% of them are
aged 18–27 and above 58 years old. Males respon-
dents in the interview were (60%) and the females are
(40%). This study is consistent with Suhaila’s study
(2008) which indicates that male respondents who are
involved in the social activities in the villages are con-
tributing more upon giving their opinions and ideas
compared to the females. The host communities in
Teluk Bahang are involved in private sector employ-
ment (28%) as their main occupation and 21% of the
respondents are interested in handling their own busi-
ness. The unemployed groups (students, housewives
and retired persons) represent 28% of the total inter-
viewed host. Additionally, there are only 9% of the
total respondents who are involved in jobs related to
the ecotourism industry.

About 38% of the hosts earned RM 501-RM 1,000
and the rest earned more than RM 1,001 and above. In
other situations, 23% of the host has a lower income
and earned less than RM 500 per month. Most of the
hosts (93%) have lived for more than 10 years in the
village. On the other hand, 6 hosts (3%) responded
that they live in Teluk Bahang for less than 5 years.
In fact, 65% of the host communities lived near to the
PNP entrance gates’ that is less than 2 kilometer (km),
while the rest of the host communities (35%) lived
more than 2 km from the park. The physical distance
had a significant effect on how the costs and bene-
fits of ecotourism impacts were evaluated (Jurowski &
Gursoy, 2004).

3.2 Host communities’ perceptions on the
ecotourism development in PNP pertaining to
socio-cultural impacts.

Table 1 indicates that based on the mean measure
of impact item, the positive statement “the village
becomes more cheerful with the arrival of tourists”
has the highest score (4.20).This finding provides sup-
port for previous study by Nzama (2008) as the local
people benefits the presence of tourists to their home-
town and agreed that the outsiders is not a threat for
the local. Majority of the host community’s welcomed
the arrival of tourists to their villages, nevertheless;
hosts have no opportunity to learn on the foreign cul-
ture as the host is not fluent in English. Suppose, the
host community’s should be more educated especially
when they are dealing with tourist especially busi-
nesses related communication. León (2007) agreed
that individuals with foreign language competency,
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Table 1. Mean Scores for respondents’ perceptions towards socio-cultural impacts.

Socio-cultural statements (n=244) Mean Std. D

Communicate or deal with tourists almost every day in PNP. 2.71 1.09
Infrastructure and facilities have been enhanced generally (bus station, public transportation,

dustbin, public hall, police station, cyber café & others).
2.73 1.04

Ecotourism development at PNP has increased the level of knowledge of local community
towards PNP.

3.63 1.00

Ecotourism development at PNP improved my relationship with my society. 3.19 1.10
Ecotourism development at PNP encourages some immoral behaviors’ of some people in

my community.
3.32 1.18

Ecotourism development at PNP is the reason of some youngsters’ misbehaving (Vandalism;
illegal race, littering, drug trafficking)

3.46 1.25

The ecotourism resulted in PNP residents having greater range of choice with regard to
shopping facilities, restaurants, or stalls

3.90 0.90

Ecotourism development in PNP weakens the social bonds and my family structure. 3.68 0.92
Earnings from ecotourism lure children in my community to drop out of school at an

early age (doing part time job such as tourist guide or as boat drivers).
3.55 0.91

Ecotourism development at PNP has increased crime in the local community. 4.01 0.93
I have a positive experience when talking with tourists in PNP. 4.12 0.79
The village becomes more cheerful with the arrival of tourists. 4.20 0.73
Ecotourism has led to an increase in the availability of recreational activities (like swimming,

campsite, bird watching, hiking; jungle trekking, canopy walkway and etc).
4.09 0.79

Ecotourism development in PNP brings changes to the traditions and culture of the community. 3.68 0.92
As a result from ecotourism development in PNP, the residents suffer from a lower quality of

life as a result of tourist presence.
3.30 1.06

Tourists are interested in learning the history and culture of the local communities. 2.28 0.92
During the interaction with tourists I learn about their culture. 2.24 0.98
Culture is presented to tourists in an authentically way in my community. 3.71 0.85
In general, it is possible to conclude that tourism brings more positive than negative effects

to local society.
3.78 0.85

Population mean 3.45

who are relatively young, are more likely to have a
tourism-related occupation.

Host communities recommended for English free
classes or free daily training for them to interact
and communicate with outsiders (tourists). This hap-
pened as the host community’s felt that they possess
the villages’ identities. As León (2007) added that,
majority of the residents expressed their frustration
by misunderstanding the tourists and often expressed
a willingness to learn a second language, particularly
English, as most tourists would know at least elemen-
tary English. In terms of negative statement given
for the socio-cultural impacts, hosts expressed their
feeling on crime issues. The majority of host stated
“ecotourism development at PNP has increased crime
in the local community” with the highest mean score
(4.01). Hosts agreed that since the ecotourism devel-
opment in PNP has taken place, the crime cases has
increased yet not in serious matters.The hosts believed
that the crime is not due to the increased of tourist vol-
ume but, some of the outsiders taking the opportunities
since the rising of ecotourism in PNP.

From Meera and Jayakumar (1995), they found
that the crimes in Malaysia generally influenced by
three categories of determinants; (1) deterrence and
punishment; (2) economic or incentive of crime;
and (3) socio-demographic. Hence, the head of vil-
lages are recommended to have proactive actions

to schedule a regularly night patroller among vol-
unteer hosts to minimize the crime problems. Host
community’s expressed that generally it can be con-
cluded that ecotourism development brings more pos-
itive than negative effects to local society (M = 3.77;
S.D = 0.83).

3.3 Relationship between the degree of
exposure in the ecotourism industry
and their perception of the socio-cultural
and economic impacts in PNP

In order to measure the degree of exposure on tourism,
the measurement on the independent variables are
length of residency, physical distance from the tourist
activities, and host community’s frequency deal with
tourists (outsider). To achieve the research objectives,
multiple regression analysis was employed.

3.3.1 Relationship between the degree of
exposure in the ecotourism industry and
host community’s perception of the
socio-cultural impacts in PNP

This result (Table 2) confirmed that (1) distance of the
hosts’ residence from the ecotourism area has an influ-
ence on host community’s perception. As revealed by
e.g. Weaver and Lawton (2001); Gursoy et al. (2002);
Jurowski and Gursoy (2004), it is agreed that distance
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Table 2. Multiple regression analysis of socio-cultural
impacts of ecotourism development on degree of exposure
characteristics (n = 244).

Degree of
exposure in the
ecotourism industry Beta R R2 F

Length of residence 0.10
Physical distance of −0.28****

residence from park
Frequency dealing 0.45**** 0.49 0.22 18.35****

or communicate
with tourists
(outsider)

Significant beta
*P < 0.10,**P < 0.05,***P < 0.01,****P < 0.001.

has significant effect on the host perceptions. Residen-
tial areas of host which close to the ecotourism area or
destination attraction are likely to have more negative
view of ecotourism impacts. This findings support a
research by Madrigal (1993) and Pizam (1978) who’s
argued that hosts who are living close to the ecotourism
areas are more negative about the impacts of eco-
tourism. (2) The results revealed that host’perceptions
of socio-cultural impacts in PNP are influenced by the
frequency of host community’s deal and communicate
to the tourists in the ecotourism industry.

3.4 Discussion

Host community in PNP acknowledged the ecotourism
positive’s socio-cultural benefits such as the village
becomes more cheerful with the arrival of tourists,
while recognizing the negative impact of economic and
natural environmental impacts. This finding should
not be considered uncommon for an emerging destina-
tion (Wang et al., 2009). Residents believed that social
and cultural life in PNP had improved. Host com-
munity felt that PNP authorities involved in planning
and managing ecotourism are not giving much con-
sideration to include hosts in their decision-making.
Understanding host communitys’ opinions of tourism
has management implications. This suggests that host
community may indeed learn to live with ecotourism
environment. In future, the close-in host may evaluate
the benefits higher because of the increase opportu-
nities for employment. In addition, this group would
benefit most from improvements in infrastructure and
public services (Jurowski & Gursoy, 2004).

Secondly, those who regularly dealt and commu-
nicate with tourists are more likely to feel positive
towards ecotourism impacts (see Table 2). This is
confirmed by (Snaith & Haley, 1999) that the impor-
tance of communicating with the public (tourists)
may raise host awareness of the ecotourism issues.
Considering the findings of this study, it is pre-
sumed that a few recommendations would contribute
to boost the ecotourism development in PNP and

assist the fulfillment of PNP’s strategic objectives for
ecotourism:

1) wider research and mass communication to remain
informed on the actual impacts of ecotourism to
the host community through internal programme.
Local governments should increase frequencies of
special events surrounding the park and strengthen
cooperation with the mass and electronic media to
highlight these events,

2) host community’s should be involved in an inte-
grated ecotourism system. This strategy could
reduce conflicts between local governments, host
communities and the DWNP.

4 CONCLUSIONS

This article presents the data set that confirms the
residents in most destinations, either undeveloped,
developed, or developing, can identify both positive
and negative impacts of tourism development. The
following conclusions can be drawn from the study.
Data analysis supports the evidence that there are
positive and negative socio-cultural impacts of eco-
tourism development at PNP. The hosts agreed that
their villages become more cheerful with the arrival
of tourists. Hosts have a positive experience they com-
municate with outsiders (tourists) in PNP.The findings
of the present study could help us to understand the
relationship between host communities’ perceptions
of socio-cultural impact and community support on
ecotourism development.

A few of these negative impacts of tourism devel-
opment was started to appear and it is interesting to
identify in the early development stage of PNP. Finally,
hosts reluctance to embrace the ecotourism industry
calls for more research attention to tourism, safety, and
security. Indeed, understanding the host perceptions
and incorporating the views of host population within
the management of their villages may enlighten the
park as favorable destination area. The attention given
by the park management to the hosts needs will delight
the host in PNP as the best for living experience.
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The image representation of Taiwan: An analysis of a travel guidebook
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ABSTRACT: Many travelers use travel guidebooks to mediate their experiences, gain perceptions of desti-
nation, and learn travel practices. A travel guidebook typically includes a large amount of photographs that
may attract travelers’ attention. Researchers have indicated that photographs are particularly powerful in com-
municating a particular representation of another culture. The purpose of the present study was to investigate
representation of place images through an analysis of travel guidebook. A series of travel guidebooks, Lonely
Planet:Taiwan (the first to eighth edition), was selected as a major source for data analysis due to its popularity
among travelers. The analysis of semiotics and visual image identified four categories of themes: (a) religious
culture; (b) aboriginal culture; (c) local life; and (d) traditional culture. Additionally, the photographs analysis
of Lonely Planet: Taiwan suggested that this book presented a constructed representation of Taiwan.

Keywords: travel guidebook, image representation, Taiwan

1 INTRODUCTION

Tourism has become a widespread, popular pastime
and a significant component of modern life (Smith &
Brent, 2001). For some destinations, especially those
located far from one’s home, travel literature can be the
key information medium (Dilly, 1986). Many tourists
use travel guidebooks to mediate their travel experi-
ences, discover others’ perceptions of destination and
travel practices. It can be assumed that the importance
of travel guidebooks has increased in recent years,
since the experience of being a tourist has become con-
sistently more individualistic (Ioannides & Debbage,
1997). It also may be argued that travel guidebooks
are significant elements in the tourism infrastructure
(Koshar, 1998) as they both provide tourists with spa-
tial and social information, and identify and popularize
places as tourist attractions. Travel guidebooks are
thus depicted as mediators, interpreters, and commu-
nicators. They present information through text and
photographs, creating vivid impressions and shap-
ing perceptions of a destination. Researchers (Lutz &
Collins, 1994; O’Barr, 1994) have indicated that pho-
tographs are especially powerful in communicating
particular representations of other cultures. Thus, a
travel guidebook not only constructs an image of a
destination, but also variations within a city or country.

Previous studies on travel guidebooks have pre-
dominantly emphasized content and textual analysis of
tourist destination (Lew, 1991; Bhattacharyya, 1997;
Gilbert, 1999). Travel guidebooks as important tourist
texts have been studied by Cohen (1985), while Dilley
(1986) and MacCannell (1999) have focused on the
German perspective of travel guidebooks. McGregor

(2000) and Therkelsen & Sorensen (2005) have ana-
lyzed the influence of travel guidebooks, and the
different ways of reading them.

While most studies have found that travel guide-
books influence tourist behavior, little data exists about
the construction of a travel guidebook. Such guides
reflect the viewpoints and interests of their authors
or editors through editing, selection and percolat-
ing to help travelers who use them to imaginatively
construct their destinations. So what are travel guide-
books communicating about destinations? Are they
simply introducing the destinations or is there some-
thing more? How does a travel guidebook represent
the image of a place through its images? The aim of
this current study is to investigate the representation of
place images through an analysis of travel guidebooks.

2 LITERATURE REVIEW

2.1 The importance of travel guidebooks for tourists

Along with travel brochures or destination documen-
taries, travel guidebooks are a prominence medium for
the delivery of information. In many cases the trav-
eller’s first contact with a sight is not the place itself,
but a representation of the destination in a travel guide.
For most of travellers, guidebooks have been shown to
be the most significant source of neutral travel infor-
mation. The travel guidebook communicates spatial
and social information about particular attractions in
a manner which identifies and popularizes them as
tourist attractions. Hence the travel guidebook plays a

583



role in determining travel itineraries. In this way, trav-
ellers are given propositional presentations of what
a place is like and which attractions are worth see-
ing and experiencing. Some studies (Lew, 1991; Scott,
1998; McGregor, 2000) revealed that if an attraction
was not mention in travel guidebooks, that attraction
might not be considered worth visiting. Travel guide-
books contribute to form the touristic main paths and
tracks from the very beginning of a trip. Adler (1989)
claimed that travel guidebooks are “scripts” or “bibles”
for the travellers.

2.2 Theoretical framework: The tourist’s gaze

Urry (1990) stated that tourism has played a signif-
icant role in shaping the experience of modern life,
and Garlick (2002) indicated that photographic images
represent a powerful parallel role in constructing expe-
rience. Urry developed the paradigm of the tourist gaze
as a means of understanding how tourism is produced
and reproduced as a socially constructed phenomenon.
The tourists leave ordinary life for extraordinary cir-
cumstances that lead them to experience and feel
things differently. These differences form the tourist’s
gaze. The construction of tourism is multi-faceted,
being related to elements of society and cultures.

The tourist gaze is as a particular “way of seeing”,
and the fundamental motivation of tourists presented
as a yearning to gaze on the landscapes, buildings,
people and other manifestations of places they have
already viewed in tourism advertisements, movies,
brochures, and most significantly with respect of this
paper, travel guidebooks. Those things and places that
are best represented assume an almost iconic status.
The imagery is readily called to mind: the Great Wall
of China, Taipei 101, the Eiffel Tower and the Statue of
Liberty. Urry (1990) indicated that photography is inti-
mately bound up with the tourist gaze. Photographic
images organize our anticipations or daydreams about
the places we might visit. Jenkins (2003) argued these
photographic representations inspire tourists visit to a
destination.

Many professional experts help to construct and
develop one’s gaze as a tourist. There are many ways
of gazing on tourist sites, and the authors of travel
guidebooks can offer a particular kind of tourist gaze.
When they edit travel guidebooks, they may gaze on
the destinations through a particular filter of ideas,
skills, expectations and ideology, etc. Urry & Larsen
(2011) indicated that the gaze is constructed through
signs, and tourism involves the collections of signs.
When a small village in England is seen, what they
gaze upon is the ‘real old England’, and travel guide-
books typically include plenty of photographs of such
signs.

3 STUDY METHOD

A series of travel guidebooks, «Lonely Planet:Taiwan»
(the first to eighth editions), were selected as a major

source for data analysis due to its popularity among
travelers. The publication periods of eight editions
were from 1987 to 2011, and «Lonely Planet: Taiwan»
were written in English. This study is qualitative in
nature centered on semiotics analysis of the images
on the cover pages of «Lonely Planet: Taiwan». In
semiotics analysis of «Lonely Planet: Taiwan», the
photographs on the cover page are viewed as signs
to explore the representation of Taiwan in imagery.
This study analyzed the images as portrayed on the
cover page of «Lonely Planet: Taiwan». These images
are a summary of the country, the metaphors, and the
starting point of the image that a destination wishes to
project. Visually, it presents the first contact between
travelers and their destination. The cover page of the
first, third, sixth, and the latest editions feature temples
and dragons; the second edition features aboriginal
people; the fourth edition presents a book on clan his-
tory; the fifth edition shows a billboard in Changhua
that proclaims it is open for business; the seventh
edition is of members of a martial arts organization
performing tai chi outside of the Chiang Kai-shek
Memorial Hall in Taipei. In these eight editions four
themes may be identified: (a) religious culture; (b)
aboriginal culture; (c) local life; and (d) traditional
culture.

4 RESULTS

The authors of «Lonely Planet: Taiwan» are all west-
erners, and based on the theoretical framework of the
current study, present Taiwan through the “western
gaze”. Religious culture is identified through images
of a temple and dragons. The temples of Taiwan stand
for both traditional and esthetic architectures. Drag-
ons are a symbol for empires in ancient China that
represent power, and it is very important that drag-
ons are decorations for temples. In Taiwan, there are
many temples that are related to the daily lives of Tai-
wanese citizens. Temple and dragons are a part of life
for Taiwanese, but temples and dragons originated in
China. The images of Taiwan thus mingle with many
elements drawn from China, and the implicit narrative
is bound up with that of a “greater China”. This is a
stereotypical image of Taiwan commonly held among
westerners. Aboriginal culture is identified with the
image of two ladies wearing traditional dressing.There
are 14 aboriginal tribes in Taiwan, some of which
have made tourism a central part of their contem-
porary economies. Most of the aboriginal tribes still
preserve their culture, and hold harvest festivals that
attract visiting tourists.

Local life is identified by a business advertisement
and by some people performing tai chi in front of
Chiang Kei-shek Memorial Hall. The business adver-
tisement is taken from a billboard in Chunghwa,
and includes imagery of red paper with black writ-
ing concerning employment or rental opportunities. If
the company trademark and name of the destination
were stricken from the book, it would be difficult to
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recognize that this is a travel guidebook. The cover
page is important to a book, and the images or pho-
tographs perhaps stand for a destination. Cohen (1985)
suggested that travel guidebooks are similar to on-the-
ground tourist guides, as they both lead and direct
travelers to and through a variety of destinations. In
this way, the fifth edition may confuse travelers with
Taiwan’s image. The latest category is traditional life.
In this image, Taiwanese record names of a family
from the ancients to modern descendants, presenting
an overview of the history of a clan. Clan histories
promote family cohesion and are another cultural arti-
fact of China again invoking the ideology of “greater
China.”

For tourists, «Lonely Planet: Taiwan» provides
guidelines to influence their behaviors; for locals, it
mirrors images of Taiwan. The implicit message of
«Lonely Planet: Taiwan» contains political meanings
that related to China.When theTaiwanTourism Bureau
held an activity to vote for Taiwan’s Image in 2006, the
first image chosen was of Puppet Theater; the second
was of Jade Mountain; the third was of Taipei 101;
the fourth was of the Cuisine of Taiwan. Compared to
these self-chosen images, the «Lonely Planet:Taiwan»
cover images are reflective of western stereotypes
and cultural imaginings. As Boorstin said, travel is a
good way to experience and approach authenticity. But
before traveling, the image of destination had already
constructed through professionals to tourists. There-
fore, the representation of travel guidebooks should
be close to actual image of a destination.

5 CONCLUSION

Along with the analysis of a series of travel guide-
books «Lonely Planet: Taiwan» , it has been suggested
that this travel guidebook presents a constructed image
representation of Taiwan. «Lonely Planet: Taiwan»
displays Taiwan as a sign through western gaze.
The covers of «Lonely Planet: Taiwan» are carefully
selected images, chosen to stand in for a destina-
tion, especially when that destination is far from
the travelers’ home. Travelers are most likely to use
travel literature for trips involving a high degree of
predictability with respect to expectations and costs
(Etzel & Wahlers, 1985), and to construct and form
images of a destination.

Furthermore, following the similar question in
Bhattacharyya’ study (1997) analyzing a travel guide-
book, one ought to ask what is missing from the
portrayal of Taiwan in «Lonely Planet: Taiwan». At
least three dimensions of images are not contained in
«Lonely Planet: Taiwan». The first is natural scenary.
Taiwan is an island surrounded with oceans that are
replete with beautiful scenery of mountain and sea.
World famous vistas ofTaiwan include Jade Mountain,
A-li Mountain, and Toroko Gorge. The second images
are of local life with cultural patterns. While one edi-
tion focused on people performing tai chi that is not
a part of most people’s ordinary life. There are some

local cultural elements, includedTaiwanese folk opera,
puppet theater, lanterns in Lu-gang, paper umbrellas
in Kaohsiung and so forth. The third dimension is
the modernity of Taiwan. To analysis «Lonely Planet:
Taiwan» that more like look into a mirror to see
ourselves.

This study is not intended to evaluated «Lonely
Planet: Taiwan» but with critical in the analyti-
cal sense. Tourism develops its own images and
geographies and travel guidebooks are central to this
process by selecting, framing and constructing des-
tinations. Travel guidebooks are written by persons
who observe and approach the destinations individ-
ually. The authors should be serious and discreet to
edit or write content and information. It may find
out cultural changes, city transitions, and tourism
development in a travel guidebook. In this study, the
destination can profit by gaining an understanding that
the image of Taiwan how to be represented in a travel
guidebook. This can lead to more open discussion
between tourism bureaus and major travel guidebook
publishers.

This study has analyzed travel guidebook represent
place images. The information is produced in travel
guidebooks is a significant issue that also influence
tourists’behaviors such as how to travel a destination or
the first impression of destination. Further study could
examine the effects of tourist behaviors with qualita-
tive approach: What do tourists think about their trips
with using travel guidebooks? It is possible to realize
actual tourist behavior to investigate travel imagery
before and after their trips. This also includes tourists
use travel guidebooks to mediate relationship between
tourist behaviors and the destination.
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1 INTRODUCTION

Malaysia has identified the tourism sector as one of
the key drivers of the economic growth and has con-
tinually emphasis on ensuring the sustainability of the
industry. Local authorities is one the parties that plays
a major role in ensuring sustainability of the tourism
sector. They have to translate the principle of sustain-
able tourism into their strategy and planning processes.
Given that, participation of local communities is a
key principal to ensure sustainable tourism develop-
ment; LAs have to start a consultative process with
the stakeholders.

This engagement means working actively with local
residents, community organizations, NGOs, busi-
nesses, unions, and other major groups (Vandegaer
et al., 2008) Stakeholders engagement especially with
the local community means a better governance pro-
cess at the local level whereby other parties not only
those elites with vested interests are given voice and
stake in the tourism development. The engagement
should have an impact on the way LAs conduct
their day-to-day business and make their long term
decisions.

However, there is limited research that examined
the type and level of stakeholder participation of
Malaysian LAs in ensuring a sustainable tourism
industry. Thus, the aim of this research is to identify
the focus of tourism activities in Malaysian Las includ-
ing the tourism products and services in their area. In
addition, the formulation of tourism policies, the stake-
holder’s engagement and the challenges faced by the

LAs in integrating tourism in their planning process
were also identified.

2 LITERATURE REVIEW

Tourism and sustainable development are intertwined
concepts since sustainability of the industry depends
on the natural and cultural resources of the tourist des-
tinations. As such, a balanced approach to tourism
planning and development of the destinations is
required (Inskeep, 1991) in order to maximize the
associated benefits and minimize the negative impacts
associated with tourism activities (Dredge & Jenkins,
2007). Even though has been argued that excessive
tourism activities can lead to negative impacts, there is
also the recognition that , tourism can help to promote
and support conservation, restoration and economic
development as well as improve the quality of life of
visitors and host communities (Holden, 2008; Wall &
Mathieson, 2006).

Consequently, the concept of sustainable develop-
ment is now widely accepted as the basis for planning
and managing current and future human activity.
However, discussions on the application of sustain-
ability have raised concerns about the effectiveness
of the integration of sustainable principles and prac-
tices within planning policies and processes, including
those pertaining to tourism activities (Hall, 2007).

The early debates in tourism literature during the
1990s were sensitive to associated environmental
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issues and it emphasized on the increasing role of part-
nerships and networks of engagement as key factors
in the resolving of environmental problems (Robert &
Simpson, 1999). Consequently, the increasing impor-
tance of tourism collaboration and participation has
rapidly sparked several descriptive case studies (see
for example Jamal & Getz, 1995; Barrutia et al. 2007;
Connell, 2009) and conceptual models (see for exam-
ple Jamal & Getz, 1995; Selin & Chavez, 1995; Selin &
Mayer, 1998), and studies in assessing the success sto-
ries and identifying key success factors in initiating
and sustaining environmentally sustainable tourism
development.

The insights from previous literature indicate that
tourism policy and planning are formed out of need
for cooperation and collaboration (Hall, 1994). Some
researchers, for example, Hall (1994) and Bramwell &
Lane, (1999) have argued that cooperation and part-
nerships are major issues in the tourism planning
and have affected the growth of sustainable tourism
development. For this reason, tourism planners and
administrators at the national level are looking at new
directions so as to facilitate collaboration and partici-
pation among related ministries and to work in partner-
ship with range of actors, including non-governmental
organizations, the private sectors, and professional and
voluntary/community group to implement strategic
tourism initiatives (Goymen, 2000).

3 METHODOLOGY

This study undertook a qualitative and quantitative sur-
vey to explore the sustainable tourism development
practices in Malaysia at the level of local authority. In
the first phase the qualitative data was gathered from
the two local authorities. The purpose of this qualita-
tive approach is to explore and gain a basic understand-
ing of how sustainable development is incorporate in
the tourism planning and strategy. In the second phase,
those qualitative findings subsequently were used in
the construction and validation of the questionnaire
for the quantitative approach. In addition, the ques-
tionnaire from the survey also has been adapted from
Connel et al. (2009) and Vandegaer et al. (2008). Since
both researches’ target group are LAs and both are
using sustainable development as their main research
issue.

Moreover, Vandegaer et al. (2008) findings were
vastly adapted in designing the questionnaire due to
similar research pattern. While contracting the ques-
tionnaire, a pilot study was carried out at three local
councils in order to validate the content of the ques-
tionnaire. The interviews were done in November and
December 2011 at three Municipality councils and
three related officers were interviewed in the conjunc-
tion to enrich the questionnaire’s covered issues and
content validation.

In March 2012, self-complete questionnaires were
mailed to all 99 authorities in peninsular of Malaysia.A
pre-paid envelope was included for ease of return. The

survey design incorporated a combination of closed
and open questions. Closed questions were utilized to
gauge responses to straightforward questions, were a
simple tick box suffices to assist in categorization of
respondents. A range of simple open questions were
included to generate a source of explanatory infor-
mation that can add a richer dimension to understand
responses.

The population comprised 12 states and covered
all three types of LAs which are 34 Municipal-
ity Councils (Majlis Perbandaran), 8 City Councils
(Majlis Bandaraya), and 57 District Councils (Majlis
Daerah). The survey was distributed to all three
types of LAs to ensure that the responses of related
agencies in tourism development were represented.
Survey was mailed directly to secretary of the coun-
cils, who have more experience and knowledge in
knowing the right officer in charge in Local Agenda
21 and tourism development. Forty-seven completed
and usable questionnaires were returned, giving a
response rate 47%. Given that this figure represents
near to half of all local authorities, the information
that the survey yielded is considered to be valid in
providing a general picture of public sector responses
to sustainable tourism development and planning
in Malaysia, although non-responses deserve further
consideration.

The overall response rate is satisfactory (often a
30% response rate is deemed reasonable for such sur-
veys) (Connel et al., 2009). However, it is difficult to
assure the representative of the responses achieved.
In terms of commenting on the non-respondents, the
councils were spread throughout the country, some
are secondary tourist routers. Overall, the responses
received provide a satisfactory sample in relation
to tourism areas, population size and geography, all
which will be further elaborated in the findings.

4 ANALYSIS OF FINDINGS

4.1 The demographical analysis

The local government or local authority (is the lowest
level in the system of government in Malaysia after
federal and state. It has the power to collect taxes (in
the form of assessment tax), to create laws and rules
(in the form of by-laws) and to grant licenses and per-
mits for any trade in its area of jurisdiction, in addition
to providing basic amenities, collecting and managing
waste and garbage as well as planning and develop-
ing the area under its jurisdiction (Ministry of Hosing
and local government web page). LAs in Malaysia are
generally under the exclusive purview of the state gov-
ernments and headed by a civil servant with the title
Yang Di-Pertua (President).

The patterns of response provide a useful geograph-
ical spread of data, and represent a good mix of areas
in both urban and rural areas, areas with high and low
tourism profile. The response rate of District Councils
was the lowest at 45%. For both City Councils and
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Municipality Councils, the response rates were over
half of the population (50% each).

Analysis of the response from the survey shows it
is possible that District Councils felt that the tourism
focus of the survey was not relevant to their functions.

The descriptive statistical analysis shows, the
respondent age is between 25 to 55 year old. Major-
ity of the respondents who answered the questionnaire
is the age of 25 to 35 years old (43%). Meanwhile,
educational level of the respondent shows that most of
the them have middle to high educational background,
which 53% respondent have first degree and 32% at
least have Diploma.

The respondents job position were scatted, with the
highest rate of 15% represents assistant administra-
tive officer, second highest belong to city planning
officers (9%) and third goes to assistant chief of
administrative officer and assistant urban and rural
planning officer (6% each). As per respondent’s job
position, the respondent department post answers were
also varies with most of the respondents working at
management service department, community develop-
ment and urban planning departments (11%, 4% and
4%, respectively).In general, the descriptive analysis
shows, the respondent have adequate and sufficient
educational background to be involved with tourism
development and planning at the municipal or district
councils and are the appropriate person to answer the
questions.

4.2 Tourism products and services in LAs

Generally, all LAs are involved in tourism activities.
96% of LAs have tourism products and services in
their area. The different is only in what extend they are
view the tourism as their main focus. However, there
are several LAs especially the District Councils which
not have much tourist attraction due to the location of
the councils. There are 10 popular tourism activities
and attractions that directly or indirectly under local
authorities’ supervision. Among them, four tourist
attractions have been identified, which are adventure
tourism, agricultural, lakes and rivers, and art galleries
(95%, 93%, 59% and 40% respectively)(as illustrated
in table 1) have become the most popular tourist’s
attractions in the in the local authorities. The three
highest tourist’s attractions are due to the location of
the local authorities. The agriculture, adventure and
the beauty of river/lake based tourism were popular in
district council’s areas which are near to wild and nat-
ural locations such as rainforest and national parks and
the galleries are located at municipal and city councils.

4.3 Stakeholder engagement in tourism planning
and development

The formulation of policies related to tourism develop-
ment always becomes the vital part in determining the
organization’s efficiency. Only 45% of the LAs have
formulated policies related to tourism development in
their master plan while 36% said that they have not

Table 1. Tourism products and services in LAs.

The main challenges Percentage

Tourism has not been considered in the
planning process

15%

Lack of expertise in tourism marketing
program

53%

Lack of awareness about the benefits
of tourism development to the area of
jurisdiction

34%

Lack of understanding between the
stakeholders to develop a tourism program

48%

Feel that tourism activities is less
important contributor to the organization

26%

Lack of local community involvement in
tourism planning process

40%

Time constraint 55%
High costs 72%
Others 2%

Table 2. The engagement of multi stakeholder in tourism
development in local authorities.

Hotel associations 42%
Heritage associations 42%
State tourism councils 79%
Ministry of tourism 59%
Academician 29%
Tourist operators 26%
Others 6.40%

formulated policies related to tourism in their strate-
gic planning. And the remaining said they are not sure
or no answer for that particular question

Stakeholders’ participation in the planning process
of the LAs generally involves the participation with
NGOs and community (Siti-Nabiha, 2010). However,
the table 2 shows that LAs mainly conducted dia-
logue and discussion with related government agencies
responsible with tourism. 70% and 60% of the LAs
engaged with state tourism councils and ministry of
tourism in strategizing its tourism development. Mean-
while, only 43% LAs engaged with hotel associations
and cultural associations in their tourism planning
process. And, among all, only 30% LAs involved aca-
demician in their tourism planning process. In may
be due to lack of enthusiasm or seriousness among the
LAs in urging other parties to participate in its tourism
planning.

4.4 The main challenges that hinder the process of
tourism development

There are various challenges that the LAs faced in inte-
grating tourism in their planning process. High costs
was identified by 72% of the LAs followed by time
constraint (55%) and lack of expertise (53%) as the
obstacles from integrating tourism in their planning
process. The responses are illustrated in Table 3.
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Table 3. The main challenges faced by the authorities in
integrating tourism in the planning process.

Agricultural tourism 63%
Adventure tourism 65%
Marine tourism 31%
The beauty of rivers and lakes 59%
Aboriginal tourism 29%
geographical wonders 42%
Access to national/state parks 29%
Art galleries/attractions 42%
Heritage tourism 30%
Sport tourism 40%
*Others 2.10%

5 CONCLUSION, RECOMMENDATION AND
FUTURE RESEARCH

Since stakeholder engagement is the heart of sustain-
able tourism development, local and state government
must take the lead in ensuring a meaningful engage-
ment with various relevant parties. However, there is a
lack of meaningful engagement with local community
and NGOs in the LAs strategic planning and decision
making processes. With the increase in demand for
participation and transparency the LAs should intro-
duce variety of accessible channels that to listen to the
views of the wider stakeholders groups. Therefore, a
wide range of stakeholders on board for discussion of
sustainability is necessary with full partnership basis
are needed.

At this juncture, a policy at a national level that
assists LAs in dealing with visitor volumes and the
distribution of visitor in a more systematic manner
would enable a more proactive public sector approach
to better off tourism planning (Connel et al., 2009). A
step toward understanding the dynamics of tourism in
Malaysia is crucial in establishing multi stakeholder
engagement since knowing the background and chal-
lenges facing by the LAs in developing sustainable
tourism plans may give constructive insights to them to
design and structure their future tourism development
plans. Besides that, the star rating criteria for the LAs
should include more on stakeholder engagement. By
doing so, the LAs will take proactive actions to obtain
participation from the planning stage to the implemen-
tation stage in their tourism development plan for the
local areas. From the findings, high cost and lack of
expertise have become the main challenges for the LAs
to integrate tourism in their planning process. Thus,
further investigation should be carried out to identify
what are the costs that have burden the LAs in integrat-
ing tourism in their planning process. Moreover, the
identification the specific expertise are crucial in order
to identify what are the related parties that should be
included in local authorities’ tourism planning boards.

More research in this area is needed especially com-
prehensive qualitative research or case study based
research to obtain an understanding of the challenges

faced by the LAs in engaging with other stakehold-
ers. By doing so, the data generated from this kind
of research may provide more practical solutions and
suggestions to the LAs in helping them to be more
proactive in sustaining the tourism industry in their
area of jurisdiction.

ACKNOWLEDGMENT

The author(s) would like to extend their appreciation
to the Universiti Sains Malaysia for the Research Uni-
versity Grant entitled ‘Tourism Planning’ [Grant No.
1001/PTS/8660013] that makes this study and paper
possible.

REFERENCES

Barrutia, M. J. et al. 2007. Networking for Local Agenda 21
implementation: Learning from experience with Udaltde
and Udalsarea in Basque autonomous community. Geo-
forum, 38, 33–48.

Bramwell, B., & Lane, B. 1999.Collaboration and part-
nerships for sustainable tourism. Journal of Sustainable
Tourism, 7, 179–181.

Connel, J. et al. 2009. Towards Sustainable Tourism Planning
in New Zealand: Monitoring Local Government Under
the Resource Management Act. Tourism Mangment(30),
867–877.

Dredge, D., & Jenkins, J. 2007. Tourism planning and policy.
Brisbane: John Wiley.

Goymen, K. 2000. Tourism and governance in Turkey.Annals
of Tourism Research,27(4), 1025–1048.

Hall, C. M. 1994.Tourism and politics, policy, power and
place. Chichester: Wiley.

Hall, C. M. 2007.Tourism planning. Policies, processes and
relationships (2nd ed.).Harlow: Prentice Hall.

Holden, A. 2008. Tourism and environment (2nd ed.).
London: Routledge.

Inskeep, E. 1991. Tourism planning: an integrated and sus-
tainable development approach. New York: Van Nostrand
Reinhold.

Jamal, T. B., & Getz, D. 1995.Collaboration theory and com-
munity tourism planning.Annals of Tourism Research,
22(1), 186–204.

Roberts, L., & Simpson, F. 1999. Developing partnership
approaches to tourism in Central and Eastern Europe.
Journal of Sustainable Tourism, 7(3–4), 314–330.

Selin, S., & Chavez, D. 1995. Developing a collabora-
tive model for environmentalplanning and management.
Environmental Management, 19(2), 189–195.

Selin, S. W., & Myers, N. A. 1998. Tourism marketing
alliances: member satisfaction and effectiveness attributes
of a regional initiative. Journal of Travel and Tourism
Marketing, 7(3), 79–93.

Siti Nabiha, A.k. 2010. Improving the Sevice Delivery:
A Case Study of Local Athority in Malaysia. Global
Business Review 11(1), 65–79.

Vandegaer, B. et al.2008. local Agenda 21: New package,
same content? A quantitative study on sustainable devel-
opment in Flanders(Northern Belgium). Department of
Human Ecology, VrijeUniversiteitBrussel, Laarbeeklaan
103, 1090 Brussels, Belgium

Wall, G., & Mathieson, A. 2006. Tourism: Change, impacts
and opportunities. Harlow: Pearson. www.kpkt.gov.my

590



Current Issues in Hospitality and Tourism Research and Innovations – Zainal et al (eds)
© 2012 Taylor & Francis Group, London, ISBN 978-0-415-62133-5

Foreign tourists’ perception on the safety and security measures
in Kuala Lumpur

Ahmad Fitri Amir, Mohd Noor Ismawi Ismail, Mohd Hafiz Mohd Hanafiah & Noradzhar Baba
Universiti Teknologi MARA, Malaysia

ABSTRACT: This paper explores sustainable tourism development practices of Local Authorities (LAs) in
Malaysia.A survey of all LAs in peninsular of Malaysia was undertaken to identify the focus of tourism activities,
the tourism products and services, the formulation of tourism policies, and the stakeholder’s engagement done
in tourism development. The findings reveals that significant consideration about tourism activities has been
made in developing policies at the local level, but that a number of constraints limit the LAs from integrating
tourism in their planning process. There is significant variation in the sustainable tourism development practices
across the LAs. In addition, a more comprehensive stakeholder engagement process is required.

Keywords: Stakeholder engagement, sustainable tourism development, Local Authority, Malaysia

1 INTRODUCTION

Safety and security are crucial aspects for the develop-
ment of all tourism destinations (Barker, M. and Page
S.J., 2002). It is natural to have anxiety typically with
regards to our safety and security due to little knowl-
edge we have on the destination we intend to visit as
relatively compared to knowledge that we have about
our home country. Many people including tourists are
concerned that they might be in the risks of injuring
their physical and health-being by becoming a victim
of cases like crime, terrorism, road accidents etc.

Tourism is a fragile industry, very much depend-
ing on many encouraging or discouraging factors such
as economic condition, political stability, provision of
tourist facilities and services, and most importantly
safety and security assurance (Baloglu, S., 2001).
Image of a destination may be tarnished if it is per-
ceived as dangerous to visit. According to Demos, E
(1992), creating and managing an appropriate desti-
nation image is critical to an effective positioning and
marketing strategy.

Kuala Lumpur is among top urban destinations in
South East Asia. This vibrant city attracts millions of
tourist locally and internationally. As an urban attrac-
tion, Kuala Lumpur offers a wide variety of tourism
products ranging from heritage, urban social life, night
entertainment, theme parks, MICE, shopping and
many more. One of the prominent attractions in Kuala
Lumpur is Bukit Bintang shopping district. It is a lively
attraction for tourists who enjoy shopping and urban
life style activities. Bukit Bintang possesses numerous
mega shopping malls, luxury and budget accommoda-
tions, abundance F&B establishments, entertainment
outlets etc.

As one of the busy areas in Kuala Lumpur with
heavy human traffic flow and vehicle movement,
tourists may face several safety and security issues.
This was supported by Sidhu (2006) who stated that
the total index crime in Malaysia for the years 1980 to
2004 showed an increased. Some factors identified to
the increase in crime in Malaysia including population
growth, macro-economic factors (i.e. unemployment
rates), political instability, demographic variables and
urbanization patterns and so on.

Managing safety and security is not an easy task.
Destination management would need to tactfully han-
dle the misconception and negative perception asso-
ciated with the destination (Pizam, A., Tarlow, P. and
Bloom, J., 1997). Thus, the study seeks to critically
examine on the perceptions of safety and security
by conducting a survey that tapped various aspects
of safety among international tourists visiting Kuala
Lumpur.

2 LITERATURE REVIEW

When a destination thought to be unsafe and lacking
security in ensuring the well-being of their visitors;
probably through information disseminated by news
and reports in mass media, word-of-mouth and past
experience as a victim, potential tourists may alter and
cancelled their vacation plan to the destination. Sev-
eral researchers have warned the tourism industry of
the likely dramatic impact of natural or human-caused
events that pose threats to the need for safety and secu-
rity; natural disasters such as earthquakes and floods,
as well as human-caused disasters such as political
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upheaval, riots, terrorism, insurgency, crime and war,
are believed to have a suspending effect on consumer
behaviour through a lasting and dramatic effect on a
destination’s image, especially when depicted in mass
media (Sonmez and Sirakaya, 2002 and Ferreira, S.
and Harmse, A., 2000).

Barker, Page and Meyer (2002) in their study
revealed that difference in ethnicity, age, accommo-
dation choice, communication skills, and the number
of traveling companions affects tourist perceptions and
concerns regarding crime and safety. Similarly, differ-
ences in domestic/overseas status, age, accommoda-
tion choice, and the number of traveling companion
affect the risk of criminal victimization of visitors.

Chon, K. S. (1990) found that safety appeared to be
the top priority for both Hong Kong and Taiwan trav-
ellers. Fear of crime is still the main disappointment
of a trip to South Africa, mentioned spontaneously by
26% of all foreign visitors over the periods from year
1996 to 1998. Crime continues to remain a threat to
the development of tourism in South Africa (Ferreira
and Harmse, 2000).

While increases in the numbers of tourists might
lead to general increases in crime throughout the
community by contributing to urbanization and other
forms of social change, it is evident that the tourist
industry itself is a factor in increasing crime rates
(Milman, A., & Bach, S., 1999). Generally, most of
the respondents perceived Thailand as a safe travel
destination. In addition, they will not completely stop
travelling if there was perceived risk of terrorism but
rather travel to a less risky destination.

Tourists may perceive themselves as an easy prey
for the criminals due to several reasons that they typ-
ically carry large sums of money; engage in “risky”
behaviours (frequent nightclubs, consume alcohol,
move through strange places, etc.); are ignorant of
local languages, signs, and customs; and lack local
support groups (Pizam, Tarlow and Bloom, 1997).

The demand for safety information was most appar-
ent among visitors who were most at risk and con-
cerned for their safety whereby information search is
related to perceptions of risk (Roehl and Fesenmaier,
1992). This is an important finding because it implies
that any stigma associated with providing safety infor-
mation needs to be addressed, and correctly managed,
and this has previously been shown not to increase
concern for crime among visitors (Barker, 2000).

3 METHOD

The study is exploratory in nature as less is known
regarding the perceptions of international tourists on
their safety and security in Kuala Lumpur. The type
of investigation for the study is correlation. The study
seeks to find the relation between various identified
demographic variables and perceptions of safety and
security. As this study is correlation, it is conducted in
the non-contrived setting that is natural environment

Table 1. Demographic profiles.

Demographic details Frequency Percent

Gender
Male 57 42.9
Female 76 57.1

Age
18–25 years old 25 18.8
26–35 years old 52 39.1
36–45 years old 30 22.6
46–55 years old 11 8.3
56 years old and above 15 11.3

Education level
Primary 2 1.5
Secondary 5 3.8
High School 17 12.8
Certificate 11 8.3
Diploma 13 9.8
Bachelor’s degree 49 36.8
Master’s Degree 25 18.8
PhD 5 3.8
Others: 6 4.5

with minimum interference of the researcher. Ques-
tionnaires were distributed to prospective respondents
around Bukit Bintang, Kuala Lumpur area.

The study adopts convenience sampling technique
and the survey was conducted through self admin-
istered face-to-face method. The data on number of
foreigners who stayed in hotel in Kuala Lumpur in
2008 is considered appropriate for determining the
sample size for the study because it provides a gen-
eral insight on the demand of accommodation among
international tourists visiting Kuala Lumpur. With
consideration of various factors such as time and cost,
the study adopt a sample size of not more than 157
based on Sekaran (2005) stated that a sample size
larger than 30 and less than 500 are appropriate for
most research.

Cronbach’s alpha was used in the reliability anal-
ysis to check on internal consistency of the scale
used for measuring perceptions of safety and security
and evaluation of instruments or measures of safety
and security in Kuala Lumpur. One-way ANOVA was
performed to check the relationship between various
variables in the study with perceptions of safety and
security among the respondents.

4 ANALYSIS

4.1 Demographic profiles

A total of 150 questionnaires or survey forms were
distributed to international tourists in Bukit Bintang
area. However, only 133 forms (87 percent) were com-
pleted and legit to be analyzed. Female respondents
comprises of 76 people or 57.1 percent of total respon-
dents. The remaining are male respondents with 57
people or 42.9 percent of total respondents. In terms of
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Table 2. Perceptions of safety and evaluation of measures/instruments.

General conditions and environment Very Safe Safe Not Sure Unsafe Very Unsafe Mean

Walking in the area during day time 51 70 9 2 1 1.74
Walking in the area during night time 18 64 43 6 2 2.32
Using public transportation in the area 29 63 36 3 2 2.14
Crossing roads in the area 7 51 39 27 9 2.85
Overall feeling on environment in the area 20 82 27 2 2 2.13

Safety and security instruments/measures Very Good Good Average Poor Very Poor Mean

Pedestrian design 13 58 47 13 2 2.50
Provision of closed circuit television (CCTV) 9 31 58 19 16 3.02
Signboard or direction board 17 55 40 18 3 2.51
Amount of lighting 19 71 38 5 0 2.22
Safety information 11 45 62 12 3 2.63
Number of police and security 19 42 49 23 0 2.57

age range, majority of respondents (39.1 percent) falls
within 26–35 years old. It is followed by 22.6 percent
of 36–45 years old. Senior generation only comprises
of 15 respondents or 11.3 percent.

It can be assumed that younger generation is by
majority prefers to travel to an urban destination like
Kuala Lumpur due to fun, social activities and enter-
tainment it offers. Older generation may prefer to travel
to less congested and relaxed environment. By obser-
vation, Kuala Lumpur is mostly visited by younger
people and this trend may also apply to tourists in
younger age group.

More than half of the total respondents were highly
educated. 74 respondents or 55.6 percent had their
tertiary qualification of either Bachelor’s Degree or
Master’s Degree. Demos (1992) claimed that visitors
with higher educational status are more likely to report
concerns about safety than visitors with lower level
of education. The level of intellectual possessed by
majority of respondents might reflect their sophistica-
tion of their needs, wants, attitudes and behaviours as
tourists in foreign destination. For instance, they may
learn or get information about destination they intend
to visit and they certainly have a high expectation of
the destination.

4.2 Assessment of safety and security

Overall, majority of respondents felt safe in Kuala
Lumpur based on indication that all items were mostly
rated ‘Safe’. In addition, mean value for each aspect is
not exceeding above 3.0, which considered within neg-
ative referral opinion. Large number of respondents
which is more than 50 percents felt either ‘very safe’
or ‘safe’ in Kuala Lumpur for all items except ‘cross-
ing roads in the area’ which has the lowest mean score
of 2.85.

There were 27 respondents felt ‘Unsafe’ and 9
respondents felt ‘Very Unsafe’ when crossing roads
in Kuala Lumpur area and 39 others were ‘Not Sure’.

Certain geographical areas may have different safety
perceptions among tourists and roads are among area
that tourists reported as unsafe in study by Milman and
Bach (1999).

Almost all of the respondents or specifically 91 per-
cent stated that they felt it is either safe or very safe
walking in Kuala Lumpur area during day time. In
contrast, there was slightly decrease in perception of
safety of walking in Kuala Lumpur during night time
whereby only 18 respondents felt very safe and 43
respondents were ‘unsure’ whether it is safe or unsafe
walking in the area after dark. Only 6 percent felt very
unsafe or unsafe walking in Kuala Lumpur at night.
Feelings of un-safety may cause tourists to avoid par-
ticular destinations and taking part in certain activities
at a destination (George, 2003).

Based on the safety and security instruments listed
in the survey, provision of CCTV was found to
be the weakest aspect assessed by the respondents
(mean = 3.02). Millman and Bach (1999) in their study
of tourists’ perceptions of safety in Orlando, Florida
found out that the use of security devices like CCTV,
improved lighting and the employing of hotel security
staffs provide visitors with greater sense of security.

53 percent rated ‘Good’ for amount of lighting
despite earlier finding that 51 respondents felt unsure
or unsafe or very unsafe walking in Kuala Lumpur dur-
ing night time. With exception of provision of CCTV,
five other listed instruments were rated within the
‘Good’ and ‘Average’ range with mean from 2.0 to
3.0 for each item.

Most of the respondents in the survey were rela-
tively satisfied with the particular safety and security
instruments or measures. Nevertheless, in terms of
number of police and security, 23 respondents rated
‘poor’ for this aspect. Also, 47 percent stated that
safety information in Kuala Lumpur was average.
Safety information is important to create awareness
among tourists on risk that they might encounter in a
destination and to take precautions.
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5 CONCLUSION

From the survey done, it is evidently supported that
majority of international tourists perceived Kuala
Lumpur as a safe tourist destination. Safety concern is
prominent among female tourists. It is by assumption
that majority of female might feel physically vulner-
able and thus perceive that they could be a prime
target to criminals. Walking in Kuala Lumpur during
day time was highly rated as safe but the perceptions
were decreased slightly at night time. Needless to say
that night time is considered a high risk period when
crime activities are taught to be active. Favourable
results were noted in terms of instrument or mea-
sures for safety and security in Kuala Lumpur. Being
reputed as safe destination is definitely beneficial for
Kuala Lumpur as tourist area. The findings have sup-
ported the fact that with a greater sense of security,
tourists will most likely to return to Kuala Lumpur
and recommend others too.

To enhance tourists’ experience concerning their
perceptions of safety and security in Kuala Lumpur,
improvement should be made in area such as creat-
ing awareness on CCTVs availability, efficiency of
traffic flow including pedestrian design, and policing
strategies. The presence of beggars, homeless people,
illegal traders, illegal immigrant and prostitutes may
need to be addressed as it could affect the image of
the country as a whole. It is recommended for future
study of perception of safety and security to include
investigation of various psychographic characteristics
of tourists such as their personality traits and attitudes.
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ABSTRACT: Fostering the connection between humans and nature makes up a major segment of the world’s
tourism industry. Ecotourism brings together fauna, flora, tourists and local communities and contributes to both
positive and negative effects on each other. Nevertheless, in developing countries such as Iran, natural areas such
as wetlands are facing with environmental degradation due to lack of awareness among local communities and
also limitation in environmental policy and regulations. Wetlands in Iran provide considerable environmental
benefits to the region as well as being unique natural attractions which has also bolster ecotourism. Such
environmental pressures are also threatening the local community economic through wetlands tourism. Thus,
this study presents strategies for the development of sustainable wetland tourism in the Anzali Wetland area of
Iran. SWOT findings were conducted to assess the impacts of various tourism initiatives on the region and its
residents. Careful examination of tourism strategies are critically considered when creating public policy that
benefits the environment and the local community.
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1 INTRODUCTION

Tourism is one of the largest and most popular indus-
tries in the world contributing to the global economy
as well as providing numerous job and socio-cultural
opportunities (Sariisik, Turkay, & Akova, 2011).

With its unique natural resources, Iran is one of
the most important, up and coming, tourist destina-
tions in the developing world. Wetlands resources and
their surrounding regions are increasingly attracting
many domestic and international tourists each year.
The Ramsar Convention of 1971 has been a powerful
tool in the promotion of sustainability and conser-
vation of wetlands. The definition of “wetlands” by
Ramsar Convention is “Areas of marsh, fen, peat land
or water, whether natural or artificial, permanent or
temporary, with water that is static, flowing, fresh,
brackish or salt, including areas of marine water, the
depth of which at low tide does not exceed six meters”
(Silvius, Oneka, & Verhagen, 2000).

As a result, the value, structure and functions of wet-
lands are progressively recognized in local, national
and international land use planning and manage-
ment processes. Wetlands tourism is a relatively new
but growing category of tourism that affords new
opportunities for residents of the areas around the
wetlands. These include environmental and economic
opportunities as well as socio-cultural advantages and
disadvantages. Sustainability has become one of the
core issues in wetlands tourism development. The aim
of this study is to evaluate current strategies for the

development of sustainable wetlands tourism in the
Anzali Wetland area of Iran. An analysis was con-
ducted to assess the impacts of a variety of tourism
initiatives and their strengths, weaknesses, opportuni-
ties offered and potential negative threats, on the region
and its residents.

1.1 Case study

The study was conducted in the Anzali Wetland area
which is located in Guilan province in Iran and is one of
the most popular wetlands in the country. This wetland
covers 193 km2 of the Guilan province of Iran on the
southern coast of Caspian Sea. Its geographical posi-
tion is North N 37◦-23′ to 37◦-33′ and East E 49◦-15′
to 49◦-38′ (Tahershamsi, Bakhtiary, & Mousavi, 2009)
see Figure 1. The Anzali Wetland was recognized by
Ramsar Convention in June 1975.

1.2 Methodology

The methodology of this study is based on descriptive
methods and interpretation of survey responses regard-
ing the environmental impact of wetlands tourism.
In order to identify internal factors (strengths and
weaknesses) and external factors (opportunities and
threats) of wetlands tourism development that impact
the environment, SWOT (acronym for Strengths,
Weaknesses, Opportunities and Threats) analysis was
utilized.
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Figure 1. Location of the Anzali wetland in Iran.

The hypotheses arrived at the resulst are signif-
icant, such as: The Anzali Wetland provides many
opportunities and strengths to help achieve sustain-
ability as well as aiding in the reduction of weaknesses
and threats in the area. SWOT analysis together with
the accompanying hypotheses are critical elements in
the development of a long term planning process for
wetlands tourism and sustainability which integrates
corporate and citizen stakeholders, missions, creation
of objectives and policies and formulating appropriate
strategies. Situational analysis beginning with SWOT
is the basis for making strategic decisions in light of
the current situation. (Wheelen & Hunger, 2004) see
Table 1.

2 SWOT FINDINGS OF ANZALI WETLAND
TOURISM

In order to assess the potential for sustainability of wet-
lands tourism in an area, it is first necessary to review
its current circumstances and explore actual and pos-
sible impacts. Interpretation of this study’s SWOT
findings concerning the environmental impact of wet-
lands tourism development on the Anzali Wetland area
is illustrated below in Tables 2 and 3.

2.1 Result and discussions

According to the SWOT analysis there are four major
strategies which are relevant to the circumstances of

Table 1. SWOT matrix & determination of strategies.

the study area. In accord with our earlier observations
these include:

1. Competitive strategy: strengths and opportunities
should be pointed out by this strategy for the
creation of practical solutions (SO).

2. Diversification strategy proposes the use of inher-
ent strengths to remove threats (ST).

3. Invasive strategy proposes to remove weaknesses
and to use opportunities (WO).

4. Defensive strategy proposes to remove internal
weaknesses and to avoid threats (WT) (Nouri,
Karbassi, & Mirkia, 2008).

The matrix of SWOT methodology concerning
Internal and External factors is presented as follows:

Strengths

S1. Strong investment by the government and NGO’s
to revive the Wetland and eco-tourism in the
region

S2. Located near the Caspian Sea as a free trade–
Industrial zone

S3. Variety of fauna and flora in and around the
Wetland

S4. The Wetland’s unique ecosystem’s ability to
attract tourists

S5. The role of Nelumbo as a tourist attraction
S6. Appeal of the Wetland as a tourist attraction in

a vibrant natural landscape with migratory birds,
unique flowers etc. (CENESTA, 2012).

Weaknesses

W1. Lack of planning and management for tourism
development

W2. Lack of government investment to study the area
W3. Lack of accommodation services for interna-

tional tourists
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Table 2. Internal factors evaluation of Anzali Wetland.

Strengths Weaknesses

1. Government and NGO’s
invest to revive the
ecology of the wetlands
and the surrounding area.

2. Location near Caspian
Sea as a free trade –
Industrial zone.

3. Diversity of fauna and
flora in and around the
Wetland

4. Unique ecosystem
appeals to tourists

5. Nelumbo as a tourist
attraction

6. Appeal of the Wetland
as a tourist attraction in
a vibrant natural
landscape with migratory
birds, unique flowers, etc.
(CENESTA, 2012)

1. Lack of planning and
management for tourism
development

2. Lack of government
investment to study the
area.

3. Lack of accommodation
services for international
tourists.

4. Increase in world diseases
carried by migrant birds
and reduction of hunting
and sport tourism
surrounding the study
area.

5. Fluctuation of Caspian
Sea conditions and
changing of the water’s
surface (Royan, 2006).

Table 3. External factors evaluation of wetland tourism
development in Anzali wetland.

Opportunities Threats

1. The growth of an
economic role for
wetlands tourism
resources in the area

2. Strong government
motivation for attracting
international tourists

3. Increased attention to
tourism planning and
management

4. The potential for boating,
fishing, hunting activities

5. Increased government
planning for long term
investment in wetland
tourism

6. Accessibility to small
islands surrounding the
wetland

7. DOE planning for
revitalization of the
wetland through dredging

1. Loss of vegetation in the
area

2. Lack of natural
conditions in the Wetland

3. Increase in pollution,
sewage and other toxic
spillage from factories
around the Wetland

4. Threats for fauna and
flora in the Wetland area

5 Increased boating in the
Wetland

6. NGO’s and the public and
private sectors lack
coordination of planning
and management

7. Decrease of the
coordination and balance
between economic and
conservation activities
due to tourism demand

8. Pollution of the Wetland
area and degradation of
the Wetland ecosystem

9. Increase of Azolla
(aquatic fern) invading
the Wetland

W4. Increase in world diseases carried by migrant
birds and reduction of hunting and sport tourism
surrounding the study area

W5. Fluctuation of Caspian Sea conditions and
changing of the water’s surface (Royan, 2006)

Opportunities

O1. The growth of an economic role for wetlands
tourism resources in the area

O2. Strong government motivation for attracting
international tourists

O3. Increased attention to tourism planning and man-
agement

O4. The potential for boating, fishing, hunting activ-
ities

O5. Increased government planning for long term
investment in wetlands tourism

O6. Accessibility to small islands surrounding the
wetland

O7. DOE planning for revitalization of the wetland
through dredging

Threats

T1. Loss of vegetation in the area
T2. Lack of natural conditions in the Wetland
T3. Increase in pollution, sewage and other toxic

spillage from factories around the Wetland
T4. Threats for fauna and flora in the Wetland area
T5. Increased boating in the Wetland
T6. NGO’s and the public and private sectors lack

coordination of planning and management
T7. Decrease of the coordination and balance between

economic and conservation activities due to
tourism demand

T8. Pollution of the Wetland area and degradation of
the Wetland ecosystem

T9. Increase of Azolla (aquatic fern) invading the
Wetland

These findings were obtained through descrip-
tive analysis of SWOT findings factors for wetlands
tourism in the Anzali Wetland area. The strategies
formulated should not only increase national and inter-
national tourism activity for the Anzali Wetland but
can potentially reduce some negative environmental
impacts on the area.

2.2 Conclusion

The focus of this study is primarily on first round
SWOT analysis which is necessary for sustainable
wetland tourism development in the Anzali Wetland
region. In light of the conclusions drawn here, care-
ful examination of tourism development strategies is
critical when determining public policy that bene-
fits both the environment and the local community.
Experts and local residents agreed that the majority
of tourists arrive during the first and second quarter
of the year and that the local community must rely on
other sources of income for the autumn and winter sea-
sons. It can be suggested that a long term development
strategy for implementation of sustainable wetlands
tourism through careful planning and management can
attract tourists to theAnzali Wetland region throughout
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Table 4. SWOT matrix: Derivation of the key strategies in the wetland tourism in the study area.

Competitive strategies on the basis of strength points
and opportunities (SO)

Invasive strategies on the basis of the strength points
and opportunities (WO)

• Enact guidelines for government and NGO investments
regarding wetlands tourism (S1, O3).

• Increase economic relations with neighboring countries
and creation of free trade-industrial zones (S2, O1).

• Provide information to increase local awareness around
long term planning by DOE for wetlands tourism (S7, O2).

• Place more emphasis on dredging of the Anzali Wetland
as a means of recuing local fauna and flora as unique
resources (S3, O7, O5).

• Developers should consider integrating local tourist
destinations (Anzali Wetland, nearby islands and
Nelumbo) to capitalize on Nelumbo’s popularity.
(S4, S5, O6).

• Provide adequate, quality, accommodation services on
small islands surrounding the Wetland (W3, O6).

• Increase the government investment to improve boating,
fishing, and hunting conditions (W2, O4).

• Review ecotourism planning and management guidelines
to attract international tourists to wetlands tourism in the
area (W1, O2, O3)

• Activities should be coordinated with local residents to
allow eco tourists to assist in wetlands habitat and species
conservation efforts (W4, O2).

Diversification strategies on the basis of the strength
points and threats (ST)

Defensive the strategies on the basis of the weak points
and threats (WT)

– Introduction to the unique character and value of the
wetlands ecosystem using accessible information for
local residents (S4, T4).

– Create special promotions for Nelumbo tourism to increase
economic growth and demand for all regional attractions
(S5, T7).

– The exact area affected and impact of Azolla invasion
should be studied by the government to act on reducing
its negative impact in the Wetland area (S1, T9).

– Focus on the development of high quality wetlands tourism
which has the least impact on the fauna and flora of the
region (S3, T4).

– Use laws and guidelines to plan for and manage factory
waste impacting the Wetland area (W1, T3).

– Introduction of a proposal format for wetlands tourism
projects will help avoid unplanned growth of economic
and conservation activities (W1, T7).

– Initiation of an integrated master plan by the government
to control the growth of Azolla (invasive aquatic ferns)
in protected wetlands areas (W1, T9).

– Consistent use of environmentally appropriate
technologies to reduce pollution in the region.

the year. As part of a strategy to reduce the negative
impact of increased tourism, government agencies and
NGO’s could create an infrastructure which establishes
adequate positive impacts to the local environment
and community, therefore developing a system of sus-
tainable wetlands tourism as well as environmental
conservation for the study area.

3 PHOTOGRAPHS OF WETLAND TOURISM IN
ANZALI

Number pictures from Anzali wetland and tourist
attractions. See Figures 2, 3–4.

Figure 2. Landscape of lotuses Anzali Wetland (Captured
by A. Bahri, 2012).

Figure 3. Boating in Anzali Wetland (Captured by author,
2012).

Figure 4. Boating in Anzali Wetland. (Captured by author,
2012).
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ABSTRACT: This is an exploratory attempt to capture the underlying reasons for tourists’ decisions to visit a
destination. The main objective is to examine the influence of tourists’ motivations to visit Malaysia, and their
perceived value on the behavioral intentions to patronize the Malaysian hospitality industry, with satisfaction
as the mediator. The study also assesses the moderating effect of geographic and demographic characteristics
of the tourist in the relationship between satisfaction and behavioral intention. These variables should help
in developing a framework for formulating appropriate marketing strategies to continue attracting tourists to
Malaysia. Random sampling method was adopted to distribute questionnaires to tourists visiting tourist spots
in Kuala Lumpur, Malaysia’s capital city. There is insufficient tourism motivation analysis specific to Malaysia,
thus this study aims to cover this gap, thereby contributing to new knowledge about the country’s tourism sector.
SPSS 18 is used to test the research model.The theoretical and managerial implications of the study are discussed.

Keywords: Travel motivation, perceived value, satisfaction, behavioral intention.

1 INTRODUCTION

1.1 Malaysian tourism industry

A total of 24.7 million tourists arrived in Malaysia
in 2011, an increase of 4% from 2010, who spent
about 3% more than the previous year. Over the last
few years, Malaysia has given more attention to this
increasingly important industry but the recent chain
of dreadful events such as natural disasters in Indone-
sia and Japan, the Arab Spring, the American and
European lackluster economy amid the worst debt
crises in decades, the imminent threat of global ter-
rorism, the new emerging economies, are all bound to
affect the global tourism industry in certain ways, thus,
intensifying the country’s need for appropriate tourism
strategies.As the country’s export is slowing down due
to unfavorable conditions faced by major importers,
the manufacturing sector has been hit badly with news
of downsizing aplenty. Malaysia’s effort to inject funds
into its economy now turns to the service sector, with
tourism being a key player, hence the critical role it
plays in stabilizing the country’s economy.

There are, however, other issues to take into account
that are pivotal to ensure continuous patronage to
Malaysia as a tourist destination, such as heightened
safety concerns following isolated incidents of attacks
and violence involving terrorist groups and pirates,
in addition to natural calamity and political instabil-
ity surrounding the region. While Malaysia has been

spared from most of these occurrences thus far, it is
fair to assume that these issues can act as sentiments
that highly influence potential tourists’ perceptions of
Malaysian as an attractive and safe destination.

1.2 Problem statement

Given these points for concern, Malaysia needs to
ensure that its tourism industry can continue to con-
tribute to the nation’s economy vis-à-vis the uncer-
tainties, threats and challenges abound. As the tourism
industry has proven to have a positive economic impact
towards the country, notwithstanding the increase in
employment opportunities in the tourism sectors and
foreign exchange earnings, research work in areas that
will lead to sustainable tourism in Malaysia should
be encouraged. This exposes a dire need for research
to study the tourists thoroughly and try to effectively
understand the tourist’ behavioral intention, travel
motivation and their satisfaction towards Malaysian
hospitality industry.

Another positive issue that has destined Malaysia
as a global tourism spot is that it has been ranked by
Global Piece Index (GPI) as the most peaceful country
in South EastAsia, and the fourth safest inAsia Pacific
behind New Zealand, Japan and Australia, and ranked
as the 19th safest and peaceful country out of 153 coun-
tries in the world. Perceived value, as found in many
researches in marketing, can help induce customer’s
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positive behavioral intention, in terms of willingness
to revisit and recommend to others. As such, the study
would like to further refine the travel satisfaction the-
ory by adding this new dimension as an antecedent to
travel satisfaction.

2 THEORETICAL FOUNDATION

Consumer behavior study is much more complex for
services than for goods, due to their intrinsic character-
istics, such as intangibility, inseparability, heterogene-
ity and perishability (Zeithaml, Parasuraman & Berry,
1985).According to Seabra,Abrantes & Lages (2007),
tourist behavior is particularly complex because the
final decision of buying tourist services and destina-
tion presents distinctive aspects. First, the acquisition
process has a strong emotional component for con-
sumers. Second, purchasing is often the culmination
of a long process of planning, choice, evaluation and
assessment of alternatives by a large number of peo-
ple. More importantly, this intangibility of tourist
services creates uncertainty and perceived risk in the
consumer’s mind (Zeithaml, 1981). So, before com-
mitting to a tour destination, consumers acquire a large
quantity of information and anticipate the outcome of
consumption, creating images and expectations.

2.1 Tourists’ behavioral intention

A review of the literature depicts that researchers in
the field of tourism have often interpreted behav-
ioral intentions as the intention to revisit/repurchase
and willingness to recommend the tourism prod-
uct to others. Cronin & Taylor (1992), Homburg &
Giering (2001) measured the construct “future behav-
ioral intention” by using two indicators: the intention
to repurchase and the intention to provide positive
recommendations.

Swan (1981) defined behavioral intention as indi-
vidual’s anticipated or planned future behavior. It rep-
resents an individual’s expectancies about a particular
behavior in a given setting and can be operational-
ized as the likelihood to act (Fishbein & Ajzen,1975).
Boulding, Kalra, Staelin & Zeithaml (1993) stated
that an indicator of favorable post-purchase behavioral
intentions is positive word of mouth of the product
to others. Reicheld & Sasser (1990) also regarded
recommendation of the product to others as a spe-
cific indicator of future behavioral intent. Williams &
Soutar (2009) argued that this is important in tourism
since it relies on positive word-of-mouth. Tourists who
had a satisfactory experience are more likely to rec-
ommend the destinations they have visited to friends
and relatives (Beeho & Prentice, 1997). Hutchinson,
Lai, & Wang (2009) argued that tourists who have
revisit intentions are more likely to recommend the
destination to others. In this study, behavioral inten-
tion is defined as a potential International tourists’
anticipation of future trip(s) to patronize Malaysian
hospitality industry. Behavioral intention seems to be

an important concept in understanding tourists’choice
of tourism products and future motives and behav-
ior. From this perspective, any attempt to understand
behavioral intention will bring further contribution to
the tourism knowledge base.

2.2 Travel motivation

Motivation is the impetus behind travel (Ramkissoon &
Uysal, 2011). Tourists are subject of investigation in
terms of their preferences to visit certain destinations
as knowledge of their travel motivations and its asso-
ciation with destination selection plays a critical role
in predicting future travel pattern. Tourist motivation
is very dynamic and covers a multitude of dimen-
sions. People can choose one destination with a motive
of relaxation in a pleasant safe place combined with
visiting a local heritage. Another person may change
his preferences and motives for choosing a destina-
tion as he moves through the family life cycle from a
single-career person to a more family-oriented person.

Baloglu (1999) concluded that motivation is an
antecedent of revisit intentions. Qu & Wong (1999)
in their study of Hong Kong cruise travelers equally
find that their motivation is an important determinant
of their intentions to repeat cruise travel again. These
results conformed to the study by Rittichainuwat, Qu &
Leong (2003), which concluded that travel motiva-
tion is an important factor influencing travelers to
revisit destinations. Hence, the following hypothesis
was formulated:

H1: Travel motivation influences tourists’ behav-
ioral intention to patronize Malaysian hospitality
industry.

2.3 Perceived value

Perceived value is defined by Zeithaml (1988) as
the consumer’s overall assessment of the utility of
a product based on perceptions of what is received
and what is given. Perceived value model, as pro-
posed by Zeithaml (1988) suggests that perceived
value positively affects consumers’ purchase inten-
tions. Subsequent researchers also provide empirical
evidence to support the link between perceived value
and behavioral intentions (Cronin, Brady & Hult 2000;
Jen & Hu, 2003). Hence, we propose:

H2: Perceived value influences the tourists’ behav-
ioral intention to patronize Malaysian hospitality
industry.

2.4 Tourists’ satisfaction

In a study done by Spreng, Harrel & Mackoy (1995),
they instigate that it is important for service providers
to produce satisfied customers as it will affect cus-
tomers’ repurchase intention and positive word of
mouth. This relationship between customer satisfac-
tion and future intentions concurs with earlier studies
(Oliver, 1980). However, there is uncertainty on the
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basic notion that customer satisfaction is a necessary
but a sufficient condition for future intention.

Beerli & Martin (2004) proposed that ‘motivation is
the need that drives an individual to act in a certain way
to achieve the desired satisfaction’ (Beerli & Martin,
2004: p626). Motivations can be intrinsic (push) or
extrinsic (pull) according to Crompton (1979). Pull
motivations represent the attributes of the destination
to be visited that appeal to tourists, while push motiva-
tions depict personal urges or desires to be fulfilled by
visiting a particular destination. Yoon & Uysal (2005)
concluded that travel motivation affects feelings of sat-
isfaction, which in turn, influences future purchase
behavior, rendering tourist satisfaction as a mediat-
ing variable between motivations (pull and push) and
destination loyalty.

Rust & Oliver (1994) noted that value, is an
encounter-specific input to satisfaction, which impli-
cates the positive link between perceived value and
satisfaction. Lapierre, Filiatrault & Chebat (1999) also
found empirical support for the positive effect of per-
ceived value on customer satisfaction. On a study
by Jen, Tu & Lu (2010), they found that perceived
value plays an important role in predicting satisfaction
and behavioral intentions. Based upon these research
results, we propose that:

H3: The relationship between the tourists’ motivation
and perceived value with the behavioral inten-
tions to patronize Malaysian hospitality industry
is mediated by tourists’ satisfaction.

2.5 Proposed framework for the study

Figure 1. Proposed framework for the study.

3 METHODOLOGY

A questionnaire was developed to measure the travel
motivation, perceived value, satisfaction and behav-
ioral intention of international tourists to Malaysia.
The questionnaire is adopted from various sources;
travel motivation (Kau & Lim, 2005; Yoon & Uysal,
2005), perceived value (Hutchinson, Lai & Wang,
2009; Jen, Tu & Lu, 2011), satisfaction and behavioral
intentions (Yoon & Uysal, 2005).

Data were collected in Kuala Lumpur with a random
sampling method. A total of 104 usable question-
naires were collected during the self-administered
survey. Data were analyzed using SPSS 18. First, the

items were factor analyzed using principal component
method with Varimax rotation, and factor loadings of
0.55 and above, were run to determine the underlying
structures, then, the reliability of each factors were
calculated. In addition, Pearson correlation and hier-
archical regression were used to study the relationship
between the constructs.

4 RESULTS

4.1 Profile of the respondents

Descriptive statistics was used to analyze the demo-
graphic profile of the whole sample of respondents
(N = 104). The sample profiled composed of 56.7%
male and 43.3% females with most respondents
(52.9%) age between 20–29. Others were in the
categories under 20 (4.8%), 30–39 (23.1%), 40–49
(11.5%), 50 and above (7.7%). Most tourists were
from Europe (58.7%), with England as the dominant
market (14.4%), followed by Germany (11%) and Hol-
land (9%). Almost half (42%) of the tourists were
single, 34% were married or in relationship without
children, 19% were married with children, and 5%
were divorced. 43% are Christians, while 37% who
are Atheist. Islam consists of 14% and Buddhist is 5%
of the total respondents.

The social profiles of the respondents’ revealed
that they were white collar workers having diplomas
(27%) or degrees (51%). Most of the respondents were
on holiday (91%), anniversary/honeymoon (6%), and
3% visiting family and friends. 85% traveled together
with families or friends, and 15% travel alone. More
than half (66%) stayed more than 7 days, 28% stayed
between 3-6 days, and 6% stayed between 1 to 2 days.

In terms of sources of information, 94% responded
they referred to Internet for information about
Malaysia, half of the respondent (52%) referred to their
family or friends, 48% did refer to books on Malaysia.
The rest of sources of information, such as travel agen-
cies, advertisement by mass media, and trade shows
were referred to by less than 2% of the respondents.

4.2 Factor analysis of the constructs

The result of the correlation analysis among each
factor in each construct indicates the significant rela-
tionships between each other, except between TM 5
and TM7. Therefore, they were deleted from further
analysis.

5 FINDINGS

Results show a significant relationship between travel
motivation and behavioral intention to patronize
Malaysian hospitality industry. The findings offer
strong empirical support for the intuitive notion that
travel motivation can influence favorable behavioral
intention.
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Table 1. Factor analysis using varimax rotation, means and
total variance explained.

Total
variance alpha

Construct Cronbach Means explained

TM1 (7 items) .879 3.611 67.369
TM2 (6 items) .731 2.558
TM3 (3 items) .802 3.026
TM4 (3 items) .770 2.715
TM5 (3 items) .813 2.125
TM6 (2 items) .796 3.188
TM7 (3 items) .754 3.282
TM8 (1 item)
KMO .742, with significant Bartlett’s test of sphericity.
PV 1 (5 items) .760 2.888 58.387
PV 2 (4 items) .792 3.072
KMO .831, with significant Bartlett’s test of sphericity.
SAT (4 items) .756 3.262 57.78
KMO .721, with significant Bartlett’s test of sphericity.
BI (3 items) .716 3.179 64.02
KMO .614, with significant Bartlett’s test of sphericity.

Table 2. Results of hypotheses testing.

Not
Hypothesis Results Supported/supported

H1 (TM-BI) β = 0.307, t = 3.263; Supported p < 0.00
H2 (PV-BI) β = 0.521, t = 6.170; Supported p < 0.05
H3a (TM–SAT-BI) Supported

Model 1 βTM = 0.307, t = 3.263, p = 0.02
R2 = .095, Adjusted R2 = .086, F = 10.645

Model 2 βTM = 0.124, t = 1.703, p = 0.92
βSAT = 0. 665 t = 9.121, p = 0.00
R2 = .503, Adjusted R2 = .494, F = 83.187

H3b (PV-SAT-BI) Partial

Model 1 βPV = 0.521, t = 6.170 p = 0.00
R2 = .272, Adjusted R2 = .265, F = 38.063
Model 2 βPV = 0.260, t = 3.453 p = 0.01

βSAT = 0.583, t = 7.746 p = 0.00
R2 = .543, Adjusted R2 = .534, F = 59.995

The second hypothesis is also supported with
perceived value influencing the tourists’ behavioral
intention to patronize Malaysian hospitality industry.

The third hypothesis received mix results. Satisfac-
tion is found to be a full mediator for the relationship
between travel motivation and behavioral intention.
As shown in Model 2 of (TM-SAT-BI), all predictors
contributed 49% percent of the variance in behavioral
intentions. However, satisfaction only serves as a par-
tial mediator in the relationship between perceived
value and behavioral intention. Model 2 of (PV-SAT-
BI) showed that all predictors contributed 53.4 % of
the variance in behavioral intentions.

6 DISCUSSION OF FINDINGS AND
IMPLICATIONS

The findings of this study confirm the antecedents
to the concept of behavioral intention in travel and
tourism. Travel motivation influences tourist behav-
ioral intentions to patronize Malaysian hospitality
industry. Findings of this study are consistent with
Yoon & Uysal (2005) and Ramkissoon & Uysal (2011).
This emphasizes the importance of travel motivation
as the function of behavioral intention.

The findings also confirm the influence of per-
ceived value on behavioral intentions to patronize
Malaysian hospitality industry. This is consistent with
the findings by Jen et al (2011). From a managerial
viewpoint, Malaysian hospitality providers who want
to get favorable behavioral intentions should ensure
that they can improve international tourists’ perceived
value of their services.

Additionally, the result of the hierarchical regres-
sion analysis supports hypothesis H3a showing the
moderating effects of travel satisfaction on the respec-
tive relationship between travel motivation and behav-
ioral intentions to patronize Malaysian hospitality
industry. Therefore, Malaysian hospitality providers
who want to get favorable behavioral intentions by pro-
viding better services should ensure that their services
can enhance international tourists’ satisfaction.

However, hierarchical regression analysis on
hypothesis H3b concludes that satisfaction only serves
as a partial mediator on the relationship between per-
ceived value and behavioral intentions. Thus, it should
be noted that there are other factors that mediate
or possibly moderate the relationship between per-
ceived value and behavioral intentions. To date, to
the author’s knowledge no research has explored the
moderating effect of satisfaction on the relationship
between perceived value and behavioral intentions.
Therefore, this study is a fruitful attempt to investigate
and contribute to the existing reservoir of knowledge
on perceived value and behavioral intention and rein-
forces the importance of the concept in Malaysian
tourism study.

Malaysian government should also improve the
information available on the Internet and showcase
the beautiful scenery and various activities available as
much as possible Malaysia as most of them referred to
Internet in their quest for information about Malaysia.

7 CONCLUSION AND LIMITATIONS

This study developed and tested a model integrat-
ing constructs of travel motivation, perceived value,
satisfaction and behavioral intention to patronize
Malaysian hospitality industry. The proposed model
provided insights on the respective relationships
between these constructs. The model provided a
comprehensive understanding of travel motivation,
perceived value and travel satisfaction as salient fac-
tors influencing behavioral intentions to patronize
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Malaysian hospitality industry and further offered rea-
sonable explanations on the effect of geo-demographic
characteristics on the relationship between travel sat-
isfaction and behavioral intentions.

The model and related findings led to some impor-
tant theoretical and managerial implications.Although
the contributions of the study are evident, it is unde-
niable that it still has some limitations. To begin with,
the model only incorporates three determinants of
behavior. Future studies should consider integrating
other potential determinants of behavioral intentions.
For instance, the influence of information searches
behavior on behavioral intention to patronize a desti-
nation may be examined. The context-specific nature
of the study can also limit generalization of the study
findings. Researchers should aim at further testing
of the model in other destinations apart from Kuala
Lumpur. Future researchers should also test the model
using tourists consuming specific products or services,
such as tourist consuming cultural products or desti-
nations, tourists consuming medical tourism, tourist
in the hunt for specific events, such as F1and Batu
Caves experience during Deepavali, or tourist con-
suming eco-tourism. Such approach in future studies
could help to confirm the findings of the study. The
study can also test the model using domestic tourists as
well. It is also possible that with a different sample of
tourists, the magnitude and direction of the proposed
relationships can be changed. These aspects will fur-
ther enlighten researchers on tourists’behavior as well
as provide clearer relationships between the different
constructs in the model.
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ABSTRACT: Priorities for the economic upgrading of rural tourism has been given attention in the Ninth
Malaysia Plan (2006–2010) to reduce poverty among rural communities and further identified as a major
contributor in promoting eco-tourism in a sustainable manner for commercial value under the Tenth Malaysia
Plan (2011–2015). One approach to community-based tourism to the rural community in Malaysia is practiced
through the homestay program. The homestay sector began informally since 1970s with some minor involvement
of local communities providing accommodation in their own homes to tourists with a very minimal charge. The
Malaysian government also focused and encouraged local communities to develop and be directly involved in
the tourism industry through the homestay program. The homestay program is said to have given returns in
terms of household income and promote better awareness for the continued conservation of cultural heritage.
The purpose of this paper is to explore the roles of Malaysian government pertaining to the development of
homestay program. The roles have been tremendously important in sustaining this cultural rural tourism sector
in order to capture more tourists and their expenditure, whilst at the same time engaging local communities in
tourism industry.

Keywords: Community Based Tourism (CBT), homestay program, government role, rural tourism, community
participation.

1 INTRODUCTION

1.1 Tourism in Malaysia

Tourism plays an important role in the economic
growth for many countries. According to the United
Nation World Tourism Organization (UNWTO)
tourism sector is constantly growing since 1950s and
has experienced diversified products to be one of the
fastest growing economic sectors in the world con-
tributing a revenues of USD919 billion in year 2010,
along with the increasing presence of new tourist desti-
nations, especially in developing countries (UNWTO,
2011). Tourism contributes to the creation of job
opportunities and plays important roles in efforts to
reduce poverty gap and raise awareness for the man-
agement of environment in more sustainable manner
(Airey, 1983; Dieke, 1993; Godfrey, 1998; Jenkins &
Henry, 1982; Kunst, 2011; MacDonald & Jolliffe,
2003; Puppim de Oliveira, 2003; Wang & Xu, 2011;
Ying & Zhou, 2007).

In the context of the Malaysian economy, tourism is
the second largest contributor to the national income
of the country totaling RM56.5 billion with 24.6 mil-
lion foreign tourist arrivals in 2010 (Tourism Malaysia,
2011). This amount represents an increase of 31% of
national income than in 2009. The latest data by the
World Travel & Tourism Council (WTTC) stated that
Malaysian tourism industry has contributed 14.8% to
Gross National Product (GDP) with total of RM125.4

billion and provided 1.6 million employment opportu-
nities which contributed 12.9% from total workforce in
Malaysia (WTTC, 2012).An increasing number of for-
eign tourist arrivals since 1998 have proved successful
in boosting tourism industry as shown inTable 1 below:

The Malaysian government has sped up the efforts
and actively promoted domestic and international
tourism since 2006 with its promotional tag line
“Malaysia, Truly Asia” to showcase Malaysian multi-
cultural diversity of the country (Mintel, 2011). These

Table 1. Total arrivals of foreign tourists and tourism
receipts.

Year Tourist arrivals Receipts (%)

2010 24.6 56.5
2009 23.6 53.4
2008 22.0 49.6
2007 20.9 46.1
2006 17.4 36.3
2005 16.4 32.0
2004 15.7 29.7
2003 10.5 21.3
2002 13.2 25.8
2001 12.7 24.2
2000 10.2 17.3
1999 7.9 12.3
1998 5.5 8.6

Source: Tourism Malaysia (2011).
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include developing and promoting niche tourism prod-
ucts such as medical and health tourism, educational
tourism, rural tourism and homestay program.Tourism
in Malaysia has been officially established back in
1959 when Tourism Department was launched to over-
see tourism activities (Yau & Yee, 2007). Only two
decades later has the tourism industry be well received
and recognized by the government as income contrib-
utor when the old Tourism Department was upgraded
to becomeTourism Development Corporation in 1972,
and the first ever national airlines i.e. Malaysia Air-
lines was introduced in the same year (The Financial
Express, 2007). These moves marked the new begin-
ning of tourism era which has seen more tourist arrivals
to the country.

1.2 Government’s role in tourism industry

The government is expected to play an enormous
role in developing and managing tourism since they
are holding the power for resource management and
budget of the country. But the crucial question here
is what kind of role the government has to play
in order to successfully manage the tourism indus-
try (Richter & Richter, 1985). The initial aspect
to consider by the government is the responsibility
of practicing good tourism planning which would
eventually help tourism industry to grow sustainably
(Godfrey, 1998).According to Jenkins & Henry (1982)
government intervention is essential especially for
developing countries where private sector involvement
is still low, thus requiring the government to under-
take initial entrepreneurial role in order to establish
new initiatives or projects. Nowadays, government
is also involved actively in investing and dedicat-
ing their resources to upgrade environmental protec-
tion since environmental degradation will cayse the
tourism industry to consequently suffer (Puppim de
Oliveira, 2003). Government may take two kinds of
involvement namely passive involvement and active
involvement (Jenkins & Henry 1982). Passive involve-
ment occurs when government introduce or undertake
actions which may not be directly intended to influ-
ence tourism but may have implications for it such
as legislative provision, investment incentives, and
bilateral air services agreement. Meanwhile, active
involvement such as managerial establishment and
developmental operations under its agencies were the
deliberate direct actions by government to favor the
tourism sector.

1.3 Malaysian government tourism
initiatives and policy

The government is optimistic about the growth of the
tourism sector in Malaysia. In one article on economic
development in Malaysia written by former Prime
Minister of Malaysia, Tun Abdul Razak Hussein in
1973, he expressed the desire and strong determination
of the government at that time to ensure the success of
the tourism sector, although there was an anticipation

that tourism industry cannot compete with neighbor-
ing countries and not much profit to be gained (Abdul
Razak, 1973). But the expectation was utterly wrong
for the tourism industry in Malaysia which is growing
stronger until today. The government has focused and
redoubled the efforts through an increase in budget
allocation for tourism development each year which
can be witnessed in Budget 2011 and 2012 (Office
of the Prime Minister, 2011a; Office of the Prime
Minister, 2011b).

The government also emphasizes the local com-
munities especially in rural areas to participate in the
tourism industry in order to enjoy this lucrative eco-
nomic returns thus increase their household income.
Priority to the upgrading of the rural tourism econ-
omy has been addressed in the 9th Malaysia Plan
for year 2006 to 2010, to reduce poverty among the
rural and urban areas (Yahaya & Abdul Rasid, 2010).
National Tourism Policy was issued by the Ministry
of Tourism Malaysia (2011), which is to make the
tourism industry as one of the primary sector, sus-
tainable, viable and quality in contributing to national
development policies and one of the objectives is to
“empower rural communities through rural tourism
activities”. Focus on the development of rural tourism
as a major contributor in promoting eco-tourism is a
trend today in an effort to preserve the sustainabil-
ity of tourism which become the main focus of the
government under the 10th Malaysia Plan for the year
2011 to 2015 (Economic Planning Unit, 2010).Aware-
ness of the importance of developing rural tourism is
based on natural tourism product offerings in rural
areas such as eco-tourism, agro-tourism, historical
sites, cultural and heritage, plus an unpolluted environ-
ment (MacDonald & Jolliffe, 2003; Yahaya & Mohd
Sayuti, 2011). According to Nanthakumar and Yahaya
(2010) there were 15% of foreign tourists who came to
Malaysia and chose to live in rural areas. This means
that there is relatively high demand from tourists to
enjoy the natural and cultural heritage in the country-
side, and this opportunity should be seized by the tour
operator and local community to focus their tourism
activities in the area. Rural tourism involving local
community participation in the planning and devel-
oping tourism projects and activities is known as
community-based tourism.

1.4 Community based tourism in Malaysia

Community-based tourism in Malaysia is not a new
concept. Many local communities have long been
working on tourism products such as accommodation,
crafts, food and beverages, transportation services
and the like (Yahaya, 2008). One of the community
based tourism products as practiced in Malaysia is the
homestay program.According toAmran (2008) home-
stay program is a form of holiday program involving
tourists coming and staying with the families who
rent their homes. It involves the interaction between
tourists and hosts in a real environment and tourists get
to be involved in the daily life of local communities

608



(Ismar Liza Mahani, Rosyidah & Nurulhuda, 2007).
Such programs are vital in ensuring community par-
ticipation in the tourism industry to generate income
for their households. To ensure a sustainable tourism
industry to be successful, community involvement has
become one of the factors in achieving sustainable
tourism practices.

The homestay program was officially launched in
1995 by the Ministry ofTourism Malaysia as one of the
community based tourism program. Kalsom (2011)
categorized the homestay program as one of the rural
cultural tourism products. The government has given
emphasis to the development of rural tourism as a
tourism development strategy in the country. The word
‘homestay’ originally refers to the method of accom-
modation provided to students who engaged in student
exchange program to foreign countries to live with the
locals. The purpose of homestay accommodation is to
increase the student experience in dealing with other
cultures up close and at the same time to improve their
communication skills. Such accommodation has been
extended to all tourists as a concept living together
with their hosts, especially foreign tourists to experi-
ence the true taste of other cultures and lifestyle in
other part of the world.

This paper is concerned with the management of
homestay program with the involvement of the gov-
ernment as major initiator. Since the program has been
launched more than two decades ago, it is high time to
explore to what extent this program has given impact
to the homestay operators. The paper also aims to
recognize the government’s roles in managing and pro-
moting homestay programs. Several roles have been
highlighted which directly influence homestay pro-
gram management such as government assistantship,
infrastructure development, marketing and promotion,
advisory services, training and suitable courses, policy
implementation, and finally enforcement.

1.5 Methodology

This paper has adopted stratified random sampling
technique when assessing sampling method. The
questionnaire implemented using self-administered
assisted by enumerators using face-to-face technique.
The questionnaire has been distributed to five zones of
the whole Malaysia consisting Northern, West, East,
South, Sabah and Sarawak zones. 3 homestays were
selected from each state. The total population is 3211
operators throughout Malaysia as of December 2011.
According to Krejcie and Morgan (1970), the suitable
number of sample to be taken out of 3211 was 354
and this research managed to secure 346 respondents.
For this paper, there were 340 respondents taken for
analyses after going through normality test.

1.6 Respondent demographic profiles

The findings showed that respondents among homes-
tay operators throughout Malaysia who were randomly
selected consisted of 117 males and 223 females.

Table 2. Demographic profile of Malaysian homestay
operators.

Category Frequency Percentage (%)

Gender:
Male 117 34.4
Female 223 65.6

Age:
34 and below 17 5
35–44 49 14.4
45–54 120 35.3
55 and above 154 45.3

Race:
Malay 297 87.4
Bidayuh 22 6.5
Kadazan Dusun 21 6.2

Marital Status:
Single 17 5
Married 272 80
Divorcee 51 15

Education Level:
No Formal Education 8 2.4
Primary School 100 29.4
SRP/PMR 62 18.2
SPM 135 39.7
STPM/Diploma 27 7.9
Bachelor & Above 8 2.4

Income (RM/Month):
1000 and below 100 29.4
1001–3000 174 51.2
3001–5000 49 14.4
5001 and above 17 5

Involvement (Years):
5 and below 206 60.6
6–10 92 27.1
11–15 38 11.2
16 and above 4 1.2

The total numbers of respondents are 340.

Majority of female homestay operators interested in
this program since it was just a side income job in
which most women do not work therefore they are
taking advantage to involve in such program. 45% of
operators have been aged 55 years and above. This
is because most operators are those who have pen-
sion from their former jobs and want to venture into
tourism to fill in the available free time while increas-
ing their income.There were also young operators aged
about 34 years and below who were either helping their
parents or they do have interest in managing the home-
stay by themselves. Majority of homestay operators are
Malays in Peninsular Malaysia while Kadazan Dusun
initiated this effort in Sabah and Bidayuh in Sarawak.
Most homestay operators are those who have been mar-
ried which totaling 80% of them, only a small number
of them are still single or divorcee.

The majority of homestay operators have at least
secondary school education and primary education
consists of 57.9% and 29.4% respectively. This is
because most of them are origin inhabitants of their
villages, located in rural areas and only received edu-
cation at the primary and secondary school level.
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Table 3. Results of Pearson Correlation between homestay
operators satisfaction and government roles.

Variables Satisfaction

Govt. Roles Pearson correlation Sig. (2-tailed)
r = 0.380** 0.000

**Correlation is significant at the 0.01 level (2-tailed).

However, there were also homestay operators who have
a diploma and bachelor degree. More than half of the
operators i.e. 80.6% of them enjoyed total monthly
income of RM3000 and below which includes a variety
of sources including income from doing homestays.
Although the homestay program has been introduced
since 1995 the majority of them were new players
whom only familiarized with the activity within 5 years
and below.

Basically, the purpose of this paper was to measure
the significant relationship of the governmen’s roles
towards homestay operator’s satisfaction. In doing
so, Pearson Correlation as an instrument to test the
significant relationship between variables of govern-
ment roles and satisfaction has been adopted. Table 3
showed that there was a statistically significant associ-
ation between government roles and satisfaction with
r = 0.380 and p = 0.000. The output for each variable
from government roles were moderately correlated
with operators’ satisfaction.

1.7 Discussion and management
implications

The homestay operators were basically comfortable
with their life as far as homestay operation is concern.
Overall they were quite satisfied with government’s
roles in upstaging homestay initial development and
assistance. The homestay operators were mostly wel-
comed the infrastructure provided by government such
as roads, community hall, mosque, clinic, schools,
market, street light, and bus stop. Even though the
infrastructure were not intended mainly for tourism
purposes, the government has given priority for vil-
lages that support tourism activities by providing better
accessibility and necessary services. Homestay oper-
ators also were grateful for the seed money granted by
government for room and toilet renovation. The assis-
tantship has allowed them to provide a special room
with attached bathroom for the tourists. Nonetheless,
other government roles such as marketing and pro-
motion, advisory services, training, policy making,
and enforcement have also benefited the homestay
operators.

The Malaysian government has done good efforts
in managing and promoting homestay program. The
roles are appreciated by homestay operators in order
to initiate the program and help promote the pro-
gram.The moderately significant relationship between

government roles and homestay operators’ satisfac-
tion showed that there are rooms for improvement.
The Malaysian Ministry of Tourism should double up
the efforts in assisting the operators since most of
them are lacking in providing capital and know-how
knowledge in managing homestay operation. The gov-
ernment should also encourage younger generation to
participate in homestay program since majority of the
operators were 55 years of age and above. The home-
stay operation may cease or discontinued when the
operator died. Another important aspect is monitor-
ing the homestay after the establishment since quite a
number of homestays could not sustain on their own.
Homestay program has benefited majority of rural
communities who willingly participate in the program.
The intention of the Malaysian government to get local
community getting involved in tourism has met its
objective. Government has given priority to rural com-
munity to get involve in tourism activities. It’s now
entirely depends on the homestay operators to suc-
cessfully operate their homestay. The Government still
continuously supports the homestay program espe-
cially through their marketing efforts. Other agencies
from private organizations and homestay operation
management teams should also co-operate with strong
back-up from government in ensuring more tourists
flocking in to their homestay.
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ABSTRACT: Currently, the access of information regarding data of general interest for Romania, through
specialized tourism information and promotion centers (tourist attractions, cultural and business events, archae-
ological sites, accommodation structures, restaurants, facilities for leisure or any other facilities accompanying a
tourist journey or of tourist interest or leisure facilities in short), is almost impossible due to the lack or sporadic
existence of such centers. Tourist areas do not have a suitable network of multi-function centers specialized in
tourism, allowing tourists access to information and information services as well as special events. In fact, the
level of promotion and development of tourist information centers is now extremely reduced therefore, creat-
ing a National Network of Tourism Information and Promotion Centers (NCTIP) is extremely important for
promoting the Romanian tourism.

Keywords: tourism, tourist attractions, promotion, development, opportunities

1 INTRODUCTION

Romania is a country with many tourist areas, cultural
traditions and natural resources. Tourism provides an
important contribution to the GDP and to employment.
Tourism promotion offers new opportunities and alter-
natives for development of many regions in Romania.
Currently, the access of information regarding data
of general interest for Romania, through specialized
tourism information and promotion centers is almost
impossible due to the lack of existence of such centers.
Tourist areas arenot equipped with a suitable net-
work of multi-function centers specialized in tourism.
Therefore, having a national network of tourism infor-
mation and promotion centers (NCTIP) is extremely
important for promoting Romania’s tourism. It is
equally true for foreign tour operators in order to cre-
ate their own travel programs for Romania as they
need this information available on the web. After
analyzing these data the following weaknesses have
been identified: low promotion and development of
tourism information centers and related services in this
area of activity; tourist regions lack an adequate net-
work of multi-function centers specialized in tourism,
allowing tourists access to information, information
services and specific events. Thus, the possibility to
develop the Romanian tourism sector has been iden-
tified. The solution for accelerating this process is
to create a national network of tourism information
and promotion centers; such network could provide

useful services and promotional material in all tourist
areas. Creating this network will provide the neces-
sary logistics to facilitate the exchange of information
in the tourism industry between institutions and infor-
mation centers in the tourist areas. The introduction
of modern information services and the development
of a unified tourism information system will cre-
ate better conditions for storing information and will
enable sharing tourism activity data for local and for-
eign tourists. Such a system can be expanded and
interconnected with other information systems such
as for example on-line booking system, programs
of conferences/international cultural events, etc. Spe-
cific objective: Promotion of the Romanian tourism
potential by improving the country image in order to
promote Romania abroad and to increase its attrac-
tiveness, and also by establishing an integrated system
of the Romanian tourism offer. Contribution to NSRF
[National Strategic Reference Framework] priorities: –
Increase of the long-term national/Romanian compet-
itiveness – Development and improvement of human
capital in Romania.

Despite having many tourist areas such as the
Danube Delta, the monasteries in northern Moldavia,
Vidraru Dam, Maramures, Bran Castle, the Prahova
Valley and the Black Sea (although in the case of the
latter, foreign tourists would hardly find a place on
the weekends), they are poorly promoted abroad thus,
resulted in few visitations by foreign tourists. As an
example, a family from Germany has the courage and
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decides to visit Romania; they look for information
on the Internet retrieving few pages, two or three, or
not more, summarizing comments posted in forums by
those who have visited Romania before. As a result,
any travelers who wish to visit Romania with lim-
ited information will encounter problems as in the
following scenario:

“With a heart full of wishes, but with the mind
empty of information, our family gets in the car
and quickly, quickly, in just a few hours, reaches
the Hungarian border with Romania”.

Here starts the difficult part, but as in the story
of Hansel and Gretel, the family in our example is
resourceful. As in the story of Hansel and Gretel, they
sprinkled crumbs along the path in order to trace their
way back. The family under discussion remembers the
trip of last year in Denmark, for example, in the island
of Bornholm.

The family reflected on their past experience of
the island which has all the information and physi-
cal facilities. This island is excellent for tourists who
come to admire the wild birds or landscape. It is ideal
not only for tourism but also for trade and business,
being a real connection point between four countries.
The establishment of a modern and high-performing
information center was funded there from the Regional
Development Fund (ERDF) since the early ’90s. It
was able to provide quality information to all those
who arrived on the island, whether tourists or busi-
nessmen. In addition, this center had to ensure and
promote the island in the Baltic region. The new Infor-
mation Centre was to replace the existing one, which
had been established for a small number of tourists
and could no longer cope with them. The building of
a new one (Velkomstcenter) was between 1991 and
winter of 1992, and this center started its activity in
the capital Ronne in June 1992. Now, the center is
a real Danish tourism office, the employees speak
three languages fluently and provide information not
only on the island of Bornholm, but Denmark as a
whole. Most requests addressed to the center were con-
cerned with general information about the island, the
sights to be visited and road access that are related to
Denmark. Moreover, the center also provides assis-
tance to tourists arriving on the island without prior
reservations. The Information Center of Bornholm is
managed by the local Chamber of Commerce and is
funded by the municipality of Ronne and by the local
council of Bornholm, being also sponsored by local
firms. This center offers free brochures in which the
local firms and travel agencies make their work known
and it is also a sale center for the local handmade
products.

2 CONTENT

In Romania, accessing information through special-
ized tourism information and promotion centers is
almost impossible. Why is this happening? This is due

to the fact that we have very few of such centers, and
the existing one provide limited information. Thus, a
formal existence and functioning tourism information
centers/points are crucial than having them presence
and not contributing to the tourism community.

In Romania, tourist areas do not have a suitable net-
work of multi-function centers specialized in tourism,
allowing tourists access to information, information
services and special events. In fact, promotion and
the development of tourist information centers today
are extremely minimal. Therefore, creating a national
network of tourism information and promotion cen-
ters (NCTIP) is crucially important to promoting
Romanian tourism.

The Ministry of Regional Development and
Tourism (MRDT) launched on May 26, 2011. The sec-
ond call for proposals to establish national centers for
tourism promotion and information and their equip-
ment, with the indicative value of financial allocation
is worth EUR 17 million. The total value of projects to
be funded through the Regional Operational Program
managed by the institution may vary between at least
170,000.00 lei and up to 630,000.00 lei.

In the new call for proposals with rolling submis-
sion, the eligible applicants were territorial adminis-
trative units or tourist resorts of local and national
interest. The projects that were funded had to include
at least one of the following operations: construction/
rehabilitation of buildings in which the tourism pro-
motion and information centers will operate, software
and equipment purchase, creation of data bases with
tourist information and development of websites to
promote tourism products.

Nonetheless, the greatest regret was that this fund
had been spent unwisely. On the contrary, such money
could have been spent diligently to create centers
catering to national and international interests.

Romania has the resources and we would like to
be known to the rest of the world. IMF and the World
Bank have allocated funds but what have we achieved?
In order to get a clear picture, let’s take an example of
county of Gorj where tourist information centers have
been created in areas without tourism. A Romanian
proverb that says “the only thing a bald man needs is
a diamond cap”, is appropriate for information cen-
ters that have been established precisely in villages
where no tourist have stepped foot in a lifetime. This
unfortunate scenario was inspired by a real case. The
two villages are Alimpesti and Calnic where the only
‘tourists’ who come to visit once in a blue moon are
local authorities or grandchildren of inhabitants. Both
villages were assigned 7.4, respectively 8.1 billion
ROL for two investments that can only be considered
as unnecessary, inappropriate and very expensive.

These two places in Gorj have established tourist
information centers, given that nobody has ever heard
of such activities in that region. However, both vil-
lages found it proper to spend huge amount of money
to build buildings in non-existent tourist areas. Both
projects were financed by the European Union, and
the municipal administration of the above places who
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thought it was a better idea to build a worthless tourist
information center instead of useful roadwork or sew-
erage network. For example, up to 200,000.00 Euros
are spent to build one of these centers in Calnic. The
mayor of the village said he submitted a project and, as
the center was deemed appropriate, he received fund-
ing.The mayor also has an explanation for building this
center: it is not addressed only to tourism in the area,
but to the county tourism! “We made the project and
sent it to Bucharest. If they believed it was appropriate
to build it in Calnic, they gave us the funding. It is not
just a local center, as it will address all tourists looking
for sights in the county”, said the mayor. Now that Cal-
nic is hardly visited, is something else. And besides, if
the money comes from the EU, it no longer matters how
useful this center is. According to the documentation
submitted to SEAP [Society for Excellence in Public
Administration], the center value is 8.1 billion ROL.

Therefore, officially, there is no tourism in Calnic.
Surprisingly, the fact that there is no tourism in the vil-
lage of Calnic is confirmed precisely by the county’s
institution, namely the County Council of Gorj.A brief
overview of Calnic village, from one of the pages
of information on the county of Gorj, makes it clear
that there is no tourism activity or attraction in this
place. The only “tourist attraction” could possibly be
the grove where the Miner’s Day is organized.

However, the first place that had this initiative is
Alimpesti – Gorj. While the mayor of this village had
no specific explanation as to the usefulness of this
center, he merely said that “it enriches the munici-
pal heritage of the village”. Moreover, the mayor of
this village said that there is some utility of this cen-
ter because it is close to Polovragi, which has “several
tourist attractions”. Obviously, it matters very little that
a potential visitor will not come in Alimpesti to take
leaflets. The acme of irony is however that on the web-
site of Alimpesti Mayoralty, where there is a section
dedicated exclusively to tourism in the village. Who-
ever serves this website; to the said section, will be
surprised to discover a vastness of white? Not even an
old church or anything else likely to attract any tourists
wandering in Gorj can be found. Basically, this page
confirms what we know quite well: there is no tourism
and no chance to practice it very soon.

As we can see in the explanations of both may-
ors, the buildings were made only because the mayors
wanted to grab some money from the EU, whether or
not they did something useful with it.

There is another place where such a tourist infor-
mation center will be established, but here, there is a
justification, because it has a very important tourist
attraction; Constantin Brancusi’s native town. It is
about the village of Pestisani, where amounts sim-
ilar the above-mentioned will be spend to build an
information point.

In Gorj region, we take as an example, works of
sculptor Constantin Brancusi. Constantin Brancusi
was a Romanian sculptor with overwhelming contri-
butions to the renewal of vision and language arts
in contemporary sculpture. Constantin Brancusi was

elected Member of the Romanian Academy posthu-
mously. Brancusi’s vision of life was influenced both
by Plato and the concepts of Eastern philosophy. Con-
stantin Brancusi sculpture granted mainly mechanical
imitation of nature, refused figurative representation
of reality, expressing expected essence of things, the
dynamic form, united with spiritual sensitive.

In his work, Brancusi’s way of thinking reflected
the world of the peasants. With its peasant origin, his
work has deep roots in the traditions, myths and magic
function of Romanian folk art. Brancusi is, undoubt-
edly, with such an awareness of modern art, which
focuses evolutionary meaning of an entire era of the
creative spirit. Representative of modern artistic move-
ment, Constantin Brancusi is considered by many to
be the important sculptor of the twentieth century. His
sculptures are distinguished by elegance of form and
sensitive use of materials, combining Romanian folk
simplicity with Parisian avant-garde sophistication.

Brancusi gave our world consciousness pure form,
provided the transition from figurative representa-
tion of reality, the essence of things and express-
ing renewed revolutionary plastic language, adding a
spiritual dimension. Verticality, horizontality, weight,
density and importance given to light and space are
characteristic features of Brancusi’s creation. Studies
on the work of Brancusi share, without exception, a
conclusion made in unequivocal terms: art brancusiana
is a source of essential ideas which builds visual civi-
lization of the twentieth century. Brancusi highlighted
the western world the sacred dimension of reality.
From 1963 to today, all over the world have appeared
in over 50 books and monographs and thousands of
articles and studies on Constantin Brancusi, causing a
decisive place of the brilliant artist and even as “one
of the greatest composers of all time” (Jean Cassou).

However, the needs and opportunities are explained.
The purpose of this activity center is to provide tourist
information about the work, image and all related
services composing the tourism product “Brancusi”,
both to tourists and to economic entities and individu-
als who provide tourism services. It will also provide
support and technical assistance to those who intend
to start business in cultural tourism. The center will
be also in charge for the publication of promotional
materials and their distribution, intense promotion
activities (application of an aggressive marketing)
and strategic planning of marketing policies cover-
ing the tourism product “Brancusi”. Based on market
surveys, its argumentation and identification of tar-
get markets, it is aimed at inducing the design of
new cultural tourism products with Brancusi themes
satisfying these markets. The web page of the cen-
ter (www.e-probrâncusi.ro) is an online travel guide
that is mentioned in the most complex web portal
in Romania – www.infotravelromania.ro. The tourism
information and promotion Center “Pro Brancusi”
offers promotion and information materials, tourist
services and program packages, information about
accommodation and food services and information
about natural, cultural and historical sites.
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The center provides tourists with a computerized
database where they can find any information about
the tourist area of Gorj, information by Internet and
e-mail for holiday planning and bookings for travel
services, tourist information about Romania. In addi-
tion, we should note that the tourism information
and promotion Center “Pro Brancusi” offers tourism
related services such as information, training, consul-
tation and promotion. This is intended to determine
the cooperation of the tourist information points and
accommodation centers created in some tourist areas
of the county of Gorj such as: Tg. Jiu, Motru, Novaci,
Targu Carbunesti.

3 CONCLUSIONS

For conclusion, any tourist who intends to make a trip
to Gorj may obtain information and make reservations
using the services of this center, located in Tg-Jiu and
offices in the major tourist destinations of Gorj. The
cooperation with other tourist information centers on
cultural issues in Romania is beneficial for promoting
the development of circuits linking neighboring tourist
areas (e.g., a circuit in northern Oltenia, including
Valcea, Gorj and Mehedinti in the itinerary).

It should and will provide visitors with informa-
tion and promotional materials in particular cultural
(guides, brochures, leaflets, booklets, maps, video
tapes, CDs) on the tourist attractions (natural, cul-
tural sights etc.), possible circuits and possibilities
for accommodation, meals, transportation, recreation,
therapy in the county of Gorj and the neighboring ones.
These promotional materials must be diversified, with
a special graphic, artistic and information quality and
they must be provided free of charge.

The creation of such a center aims to promote
tourism in the area through activities assisting and
informing tourists about the places where Brancusi
was born, lived and worked. Hence all travelers must
be provided with useful information.

With a high influx of tourists, an ideal place should
be visible and accessible. Regardless of the location,
the center should include tourist guides, promoted by
all tourism operators, and equipped with proper sig-
nage from the city entry gates, railway station, bus
stations respectively for long distance and county trips.

Similarly, the information on the existence of this
center, maps of Gorj and the data are to be published
in international guides or in pages that have already
published chapters about Romania. This center also
needs the establishment of an electronic street tourist
information point based on a tourism promotion soft-
ware application. The pilot information point must be
located in a place with maximum transit (Brancusi
axis – the place where the influx of tourists is at the
most). The point will provide information necessary
for any tourist planning to visit the county of Gorj, in
an original and simple presentation with a maximum
impact concentrating all the necessary information to
tourists.

The tourist information point could possibly be inte-
grated to the planned center. It should be provided with
a large monitor in a protected window and connected
to a powerful computer. This monitor will run non-
stop a presentation software application, which will
group: the presentation of the main sights, roads and
means of access, the possibilities for accommodation,
food, complementary services, the tourist informa-
tion points already existing in the rural area, train and
plane schedule, information on exchange rates, useful
addresses (hospital, police, travel agencies, currency
exchange offices, etc.). This system will be placed in
a clearly visible area and work round the clock.

The application must be spectacular (it will attract
tourists), bilingual (Romanian and English) and will
present the most important data (access roads, accom-
modation offers, food, etc.), in a simple manner, easy
to remember. It will be designed in a modern man-
ner (animation, special effects, sound), lasting about
15–20 minutes so as not to let tourists get bored.

This application will also run on the Internet and
CD-ROM. The multimedia presentation will include
sites that will provide detailed information on the
major tourist attractions. The tourist information will
be structured based on a geographical classification;
the user may opt for a selection “by objective”. The
CD-ROM promoting tourism in Gorj may contain this
multimedia application and the other sites of tourism
presentation of the county of Gorj, providing full
information about any point of tourist interest.

Another proposal on promoting tourism in Gorj
consists in placing tourist information points (info-
desks indicated by a sign with the already known
international “I”) in the accommodation units. Here
tourists can find information on the area attractions,
the calendar of cultural events (festivals, craft fairs,
folk customs, destinations, accommodation, meals,
recreation, therapy, museums, cultural centers, etc.
Specific products, local or regional, will be also dis-
played here, such as folk art products, pottery, folk
masks, wooden spoons and other handicrafts, that
are marketable as well. The role is instructional, for
education and cultural and aesthetic training.

In order to facilitate Gorj visitors’ information on
the locations of tourist attractions we believe it is
essential to create a network of tourism signaling. In
this respect there must be defined:

– the information to be provided (maps, view of sight
locations and accommodation structures, addresses
for direct contact with them, etc.) and the languages
in which they will be provided;

– the levels of information (entrance in the territory,
proximity to the areas mentioned);

– exact locations of the tourist information points;
– aesthetic of signs, graphic standards and materials

used;
– organization of the implementation and mainte-

nance of these signs.

We believe that one of the most effective ways of
promotion is to invite representatives of tour operators
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and travel agencies to come to Gorj and find them-
selves the features of this tourism product and eventu-
ally decide whether to accept it or not. Although this
type of action is relatively expensive, experience has
proven that foreign travel agents’ documenting in the
resorts and accommodation units is the best way to
promote their services.

Performing cultural info-tours in Gorj with tourism
journalists is a promotional action that could be under-
taken by theAssociation forTourism “Brancusi” which
will be very successful, considering the articles pub-
lished after the information visits, in the German and
U.S media.

Given the fierce competition on the international
tourism market, we believe it is necessary to partic-
ipate with one’s own stand in as many international
fairs and exhibitions, both in the national pavilions
and shops specializing in tourism issues, where the
tourism product “Brancusi” must have an aggressive
promotion.

REFERENCES

A. Collins-Kreiner N., Kliot N. Piligrimage tourism in the
Holy Land: The Behavioural Characteristics of Christian
Pilgrims, Kluwer Academic Publishers, 2005, vol 50, No.
1, pp. 55–67, http://titania.ingentaselect. Com

Niculecu, G. Al. Doru, ed. I. Vescu, Roads to monasteries
Gorj, Ed Ager, Targu Jiu, 1997;

Mary Lee Nolan, Nolan S. Religious sites as tourism attrac-
tions in Europe, Oregon State University, USA, 2002,
www.sciencedirect.com

Savin A., Tourism marketing strategies, House, Bucharest,
2000;

Stancioiu A, Tourism Marketing Strategies, Economic Pub-
lishing House, Bucharest, 2000;

Westwood J., Marketing Plan Step by Step, Rentrop & Straton
Publishing House, Bucharest, 1999;

Forms of religious tourism Rinschede G., Universitat Regens-
burg, Germany, www.sciencedirect.com, 2002

www.infovacanþa.ro\
Development strategy has a socioeconomic County Gorj

www.cjgorj.ro/. . ./Strategia%20socio-economica
www.prefecturagorj.ro
www.brancusi.ro
http://www.structural-consulting.ro/media

617



This page intentionally left blankThis page intentionally left blank



Current Issues in Hospitality and Tourism Research and Innovations – Zainal et al (eds)
© 2012 Taylor & Francis Group, London, ISBN 978-0-415-62133-5

Goal programming model for self-drive tourism route selection:
A case study in Langkawi

Zakiah Hashim
Quantitative Sciences Department, College of Art and Sciences, Universiti Utara Malaysia

Wan Rosmanira Ismail
Mathematical Sciences Department, Faculty of Science and Technology, Universiti Kebangsaan Malaysia

ABSTRACT: This paper discusses about finding the best possible route for self-drive tourism which focuses
on road network using the goal programming method. The problem is formulated based on the model of a
Travelling Salesman Problem (TSP). The model is constructed so as to connect all 19 tourism destinations in
Langkawi by minimizing the travel times and travel costs. The study considers three model structures; each of
them consists of three goal constraints which are subjected to four hard constraints. The results obtained from
each model structure will be compared in order to get the most optimum route for the self-drive tourism. The
results showed that the model structure that has the first priority of minimizing the total travel times, second
priority of minimizing the travel cost and the third priority of minimizing the accommodation cost was the most
suitable to used because this model structure gave the best result compared to other two model structures.
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1 INTRODUCTION

According to World Tourism Organization (WTO)
(Wikipedia), the terms of tourism refers to, “Activities
of an individual travelling to a place outside their orig-
inal environment and living there for not more than one
consecutive year for leisure, business and other pur-
poses.” The main purpose of travel is to visit tourist
attractions around the location.

In addition, the facility transport network and good
relations have been shown to develop more attrac-
tive tourism destination in Malaysia. In line with
these advances, self-drive tourism is gaining attention
for the tourist expecting convenience and satisfaction
when exploring the destinations of interest. Self-drive
tourism has been defined by Olsen (2002) as travel-
ling from home at least one night for the purpose of
holiday or visiting friends or relatives by driving their
own or rented vehicle as the primary mode of trans-
port. Since there are many natural destinations, some
tourists who drive their own vehicles can plan their own
itinerary without being tied to a travel itinerary from a
travel agency. This is one of the important features of
self-drive tourism (Hsin, 2006).

Self-drive tourism is usually a free travel in accor-
dance with the tourists, without depending on any
party. Tourists can determine or choose their own pre-
ferred route from a destination to the next destination
in accordance with the provisions on travel costs and
time required. Normally, tourists will choose the best

route that connects a destination to the next as if look-
ing for the route that has the shortest distance. A study
by Wen (2004) interpreted the shortest path as the
minimum total distance to be travelled from one node
to another node. Best route selection is important for
self-drive tourists because it will affect the amount of
travel costs, time to travel and also the number of places
can be visited. If the self-drive tourists make the mis-
takes in choosing a route to the destination, they will
face the problem of rising costs and lack of time travel.

There are a variety of tourist destinations to visit in
Malaysia. Langkawi Island is a popular tourist desti-
nation not only among international tourists but also
locals. Self-drive tourism is already beginning to be
a choice for travelers who want to explore all dif-
ferent facets at the legendary island. The Langkawi
archipelago is a cluster of 99 islands just off the coast
of Kedah, close to Perlis and just south of Thailand.
Thus Langkawi is a world famous holiday destination,
noted for its legends and beautiful views and a duty-
free port, boasting fine beaches, abundant marine life,
luxury resorts and unique natural attraction.

Langkawi is expected to become one of the world’s
ten best islands like Bali and Maldives and the local
population will also benefit from an economic stand-
point. Tourism and tourism-related Gross National
Income (GNI) in Langkawi is expected to surge two
fold, from RM0.8 billion in 2010 to RM1.9 billion
by 2015 (The Borneo Post Online). By 2020, the
tourism industry is expected to be accounted for
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RM103.6 billion GNI, with tourists’ arrivals increas-
ing from 24 million in 2009 to 36 million in 2020.

Self-driving is an alternative way to facilitate the
visitors to Langkawi. If they want to have a conve-
nient trip and do not want to be bound by the travelling
schedule, they can drive the car without the tourist
guide or driver and as self-drive tourists can develop
their own personal itineraries (Hsin, 2006). Self-drive
tourism has advantages to tourist in terms of: greater
control over itinerary; often greater comfort and lower
cost (Carson, 2002).

As this type of tourist is considered an indepen-
dent traveler, there is the possibility to influence
their travel behavior towards less energy-intensive
itineraries. According to Taplin (2000), for most holi-
day makers travelling by car, the pursuit of satisfaction
and enjoyment is limited by the length of time available
and by travel distance. One of four reasons for people
engaging in multi destination trips that was identified
by Lue et.al (1996) was that the multi destination trip
is time effective.

The aim of this paper is to determine the best route
of a self-drive tour in Langkawi Island, Kedah using a
goal programming model. The tourists can visit inter-
esting places around Langkawi with minimum amount
of total travel time and total cost of travel, as well as the
accommodation cost. Section 2 of this paper discusses
about the transport perspective on self-drive tourism.
Section 3 then discussed about the travel route data and
goal programming model for self-drive tourism route
selection. Section 4 shows the results and discussion
with section 5 giving the conclusions.

2 TRANSPORT PERSPECTIVE
ON SELF-DRIVE TOURISM

History has shown that the transport system was capa-
ble of causing a very deep impact in the development
of the tourism industry since the ancient times (Kaul,
1985). For the tourism industry, transport is the key
factor in enabling tourists to travel from their place
of residence to the place where they wish to go. For
the purpose of this paper, transport is the key that
will enable tourists to travel from origin to interest-
ing places by self-drive. According to Page (1994),
the study of transport networks usually entails con-
sideration of linkages and flows, location and places
connected by linkages, and a system of catchments and
relationships between places within a transport net-
work.Transport provides the essential link between the
tourism origin and destination areas and facilitates the
movement of holiday makers, business travelers, peo-
ple visiting friends and relatives and those undertaking
educational and health tourism. In many tourism stud-
ies, the relationship between transport and tourism
is defined in terms of accessibility; that is transport
is seen as a link between tourist generating regions
and tourism destination regions. Transport is seen as
an enabler of tourism (Faulkner, 1989); a necessary
precursor to tourism activity (Leiper, 1995); and as

Figure 1. Map of Langkawi Island.

serving as part of the attractions mix in some scenarios
(Hall, 1998). The four main modes of transport are
identified by Prideaux (2000) as: road, air rail and sea.
For travelling to and within destinations, the choice of
which mode of transport are used may depend on the
travelers’evaluation of speed; carrying capacity; com-
fort; cost; and safety. Because this study is involved
only with land and road links, the selection mode of
vehicles used by tourists are only ground vehicles such
as cars, vans and others.

3 TRAVEL ROUTE DATA AND GOAL
PROGRAMMING MODEL

3.1 Travel route data

This paper involves only the actual 19 most attractive
tourist destinations around Langkawi although there
are more than 30 tourist destinations (refer Figure 1).
The destinations were selected based on recommenda-
tions derived from the Ministry of Tourism Malaysia
website. In addition, due to the scope of our study
focused on self-drive tour, it involved only the tourist
attractions that can be reached by ground vehicles.
Table 1 shows the selected tourist attractions that were
involved in this study.

In developing the goal programming model for this
study, the total time allocated for travel was at least 10
hours per day. The reason for this allocation of only 10
hours a day was because the operation hours started
from 8.00 am until 6.00 pm in many of the tourist
attractions in Langkawi. Estimated travel time to visit
interesting places that exist between origin and desti-
nation is obtained from the estimated time given by the
Google Maps application for each selected path. The
distance from one destination to another are also found
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Table 1. Interesting places and estimated trip times
(minutes).

Destination Estimated times

Eagle Bay (DL) 30
Taman Lagenda (TL) 90
Langkawi Crystal (KL) 60
Mahsuri Mausoleum (MM) 90
Kampung Buku Malaysia, 90

Langkawi (KBL)
Underwater World (UW) 120
Pantai Chenang (PC) 120
Paddy Rice Museum (LP) 90
Field of Burnt Rice (BT) 30
Oriental Village (OV) 150
Seven Walls Waterfalls (TT) 150
Crocodile Farm (TB) 120
Temurun Waterfall (ATT) 150
Langkawi Craft Complex (KKL) 90
Air Hangat Village (TAH) 120
Tanjung Rhu (TR) 90
Galeria Perdana (GP) 90
Mount Raya (GR) 90
Langkawi Wildlife Park (ZM) 120

using the Google Maps application. Table 1 shows the
interesting places and estimated trip time in minutes
that have been selected as the tour destination in this
study.

3.2 Goal programming model

The earliest goal programming formulation was intro-
duced by Charnes et al. (1955) in the context of
executive compensation. Zografos (2004) have used
multi-criteria analysis using goal programming to
evaluate appropriate solutions to the problems of
tourism. The study examined the issues related to
strategic planning and management of tourism based
on ecological using weighted goal programming.

In this section, there is a method which finds
the best route for self-drive tour. The method is the
goal programming model that is constructed based
on the traveling salesman problem (TSP). The trav-
elling salesman problem (TSP) is perhaps the most
well known combinatorial optimization problem. The
TSP finds the shortest route of a travelling salesperson
that starts at his/her home city, visits a prescribed set
of other cities and returns to the starting city in such
a way that the total distance traveled is minimum and
each city is visited exactly once (Gutin, 2004). The
major transportation mode often used by tourists to
Langkawi is the ferry, thus Kuah Jetty (JK), Langkawi
was chosen as the depot in developing the TSP model.
This means for every visitor who arrives in Langkawi,
the first and final destination of their visit is the Kuah
Jetty.

RON95 petrol type was selected in this study
because it is are expensive at RM1.90 per liter com-
pared to RON97 which is RM2.90 per liter. The

average estimate distance for one liter of petrol is 10
kilometers. This means that the fuel cost per kilome-
ter is RM0.19. The cost of using petrol is calculated
by multiplying the price of RON 95 petrol at RM0.19
per kilometer of distance data between tourist sites
involved. Estimated cost of vehicle rental for a day
(24 hours) is RM134.00.

3.3 Model development

3.3.1 Notation
i = index for the origin destination

j = index for the next destination
dij = travel distance (km) from tourist destination i

to tourist destination j
tij = travel time (minutes) between tourist destina-

tion i to tourist destination j
hij = accommodation cost (RM) between tourist

destination i to tourist destination j
cij = travel costs (RM) from tourist destination i to

tourist destination j
mij = total travel between tourist destination i to

tourist destination j and trip time (minutes)for each
destination j

3.3.2 Decision variables

3.3.3 Constant
Jmax = maximum travel distance (km) in 5 days (250
km)
Tmax = maximum total travel time (minutes) in 5 days
(300 minutes)
Cmax = maximum travel cost (RM) in 5 days (RM100)
Hmax = maximum accommodation cost (RM) in 5 days
(RM500)

3.3.4 Model formulation
The model used is goal programming (GP) model that
based on travelling salesman problem (TSP) method.
The GP model is selected because it has three goals that
are subject to four constraints. The three goals are:

1. Minimize the total travel times to visit all 19 tourist
destinations in Langkawi.

2. Minimize the travel cost to visit all 19 tourist
destinations in Langkawi.

3. Minimize the accommodation cost in Langkawi.

The constraints involved are:

1. Tourists arriving in each tourist destination only
once.

2. Tourists leaving out of every tourist destination only
once.

3. The number of days for the whole trip does not
exceed the maximum number of days set for the
whole journey.

4. Constraints to prevent the sub-tour. Sub-tour is a
round tour that returns back to the starting destina-
tion but does not visit all the tourist destinations.
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We can now formulate an linear programming (LP)
that minimizes the cost incurred in deviating from the
three goals, i.e. minimizing the function of the devi-
ation variables. In this study, since we are not able to
determine precisely the relative importance of each
goal, pre-emptive goal programming is used instead.
We must denote the most important goal as P1, the
secondary goal as P2, and the least important goal as
P3. We then develop an objective function where we
put P1 first being the priority level 1, P2 priority level
2 and P3 priority level 3. Since we cannot also deter-
mine the rank of each goal, we will use the different
order of importance of each goal.

Hence, there are three model structures involved
in this study. This means that for the model structure
1, the travel time constraint goals have to be at the
level of priority 1 and for structural model 2, the travel
cost constraint goal is to be at priority level 1. Next,
the structural model 3, the accommodation constraints
goal was set as the first priority.

Here is the goal programming model for structure 1:

Subject to:

Constraint (2) shows that travel time for 5 days does
not exceed 300 minutes. Constraint (3) means that
travel cost for 5 days does not exceed RM100 and
constraint (4) shows that accommodation cost for 5
days does not exceed RM500. Meanwhile constraint
(5) shows that total travel and trip time for visiting
all interesting places does not exceed 3000 minutes.
Constraint (6) shows that tourists can arrive in each

Table 2. Travel route of structure model 1, 2 and 3.

Structure Route

1 JK→TL→KL→UW→PC→LP→BT→MM→
KBL→TR→KKL→TB→ATT→OV→TT→
TAH→GP→ZM→GR→DL→JK

2 JK→TL→KL→UW→PC→LP→BT→MM→
KBL→TR→KKL→TB→ATT→OV→TT→
TAH→GP→ZM→GR→DL→ZM

3 JK→TL→KL→DL→TAH→GR→TB→ATT
→ OV→TT→LP→UW→PC→BT→KBL→
TR→MM→KKL→GP→ZM→JK

Table 3. Summary of solutions for model structure 1, 2
and 3.

Travel Travel Accommodation
time cost cost

Structure (minutes) (RM) (RM)

1 237 37 330
2 237 37 947
3 237 37 430

tourist destination only once and constraint (7) shows
that tourists can go out at each tourist destination only
once. Meanwhile constraint (8) is to avoid sub-tours.
Constraints for structures 2 and 3 remain same with the
structure 1, except for changing the objective function.

Objective function for structure 2:

Objective function for structure 3:

4 RESULTS AND DISCUSSION

To obtain results for the goal programming model,
LINGO software version 12.0 was used. LINGO is
a comprehensive computer software and effective way
to solve the problem of modeling linear and non-linear
with the faster, easier and effectively (Schrage, 2006).
In addition, LINGO is also a mathematical modeling
language that allows us to express the optimization
problem in a similar form to standard mathematical
notation.

Based on Table 2, Kuah Jetty (JK) is the starting
and ending point for the trip of all the three structures.
The total number of days to visit all the 19 selected
tourist destinations in this study was 4 days. Since
the time allocated per day for this trip is 10 hours, so
tourists will stay overnight at the final destination that
has reached 10 hours journey by staying at a nearby
hotel with the lowest price. The accommodation was
selected based on location that are closed to tourist
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areas in a radius less than 5 km and spent less than
8 minutes to the tourist attractions. Accommodation
varies for each day trip depending on time constraints
provided 10 hours a day to travel. So, tourists do not
stayed at the same hotel for the whole 4 days trip.

Based on the results obtained from the three model
structures in Table 3, it shows that all the three model
structures give the same result for the travel time and
travel costs. However, for the accommodation cost,
model structure 1 give the minimum cost compared
to the other two models. Since the accommodation
cost for model structure 2 exceeds the maximum
allocation of accommodation cost, thus this proves
that this priority level is not reached.

5 CONCLUSION

In this paper, the solution given by the three model
structures shows that only one of the most appropriate
model to use. The model is a model structure 1. This
is because this model has proved to be minimum the
total travel time, travel cost and accommodation cost
for a selected 19 tourist destinations in Langkawi. Even
though given the same amount of travel time and travel
cost for all three model structures, the model structure
one was then chosen as the best model because the
roads used were not repeated and it was a round-trip.
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ABSTRACT: Tourism is considered as one of the largest industries reference to volume of the business and
employment generation globally.Yet, the eras of post World War II led the world to seek tourism as a strategic tool
for development. Sustainable development recognizes tourism as a driving force and proclaims sustainability
as a basic requirement of tourism planning and development. The needs of sustainable tourism development
are well documented. However, the rural development process is still unable to incorporate sustainable tourism
successfully. The major objective of the study is to identify the gap in existing literatures and the obstruction for
rural community to understand sustainable tourism development comprehensively. A large number of published
and unpublished documents either in the form of printed or electronic versions were solicited as sources for this
study and they were critically reviewed. This enabled the researcher to encounter the problem and hypothesized
it as: ‘there is no sufficient accessible literature or informative guidance for rural communities to incorporate
appropriate sustainable tourism development process.’

Keywords: Rural resources, rural development, sustainable tourism, alternative tourism.

1 INTRODUCTION

Tourism has been recognized as one of the largest
industries or major socio-economic activities in the
world. United Nations World Tourism Organization-
UNWTO (2011) noted tourism as a key driver for
socio-economic progress as world tourism reached
940 million of total arrivals and US$ 919 million
of total receipt in 2010. Further, it employs one in
nine workers and contributes 6% of global gross
national profit (McMinn, 1997). Its expansion is the
most remarkable socio-economic phenomena of the
post-World War II eras (Weaver, 2006) in eliminating
contemporary socio-economic, environmental crisis.
Yet, Hall (1995) and Bandara (2001) argue that the
potential contribution of tourism to economic devel-
opment allows tourism to appear as a development
strategy in developing countries. In parallel, Sharpley,
(2003) indicates that tourism has been used as a vehicle
for development. Today it’s one of the major sources
of foreign exchange earnings and employment gener-
ation directly and indirectly in the world (UNWTO,
2011). Long and Lane (2000) disclosed that tourism
cannot be ignored by rural or urban community due
to wealth transfer and employment, along with its
multidisciplinary nature, complex sectoral integration,
and income redistribution and multiplication effect.
Further, UNWTO (2002a) has accounted that the pri-
mary source of foreign exchange earnings in 49 Least

Developing Countries’ (LDC) is tourism and it is a
principal export in 83% of developing countries.

However, over visitation, unlimited resource uti-
lization and negative impacts of tourism have led the
destinations to rethink about tourism development.
In depicting the diversion of unplanned and unman-
ageable tourism towards an unexpected detrimental
edge Kelly (1998) argues that the negative impacts of
tourism overwhelm the positive economic impacts as
similar to greediness in destroying the goose that lays
the golden eggs. Thus, with the growth of tourism,
it has brought together socio-cultural and environ-
mental adverse effects. Apparently conventional mass
tourism as hard tourism generates much greater neg-
ative impacts on the economies, socio-culture and
environment of the destination (Stabler, 1997), even
though headcount and large volume of mass tourists
are recognized as a significant development indicator
globally.

2 SUSTAINABLE TOURISM DEVELOPMENT

In consequence, contemporary world had to search
for a fundamental shift from exploitative to a sus-
tainable approach in tourism development (Prosser,
1994).Whereas, Gezici, et al (2004) and Gössling, et al
(2008) argued that the adverse affects generated from
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mass tourism on socio-culture and environment, along
with the pressure on economic return has required
researches towards seeking solutions with the concept
of sustainable tourism against all unfavorable devel-
opment. Eventually, ensuring the sustainability of the
economy, socio-culture and environment has become
a burning need of tourism planning and development.

Subsequently, the need for sustainable tourism was
well documented by many authors such as Inskeep
(1991), Stabler (1997), Hall and Lew (1998),Tribe et al
(2000), McCool and Moisey (2008) along with many
conference proceedings and reports (eg: World Com-
mission on Environment and Development-WCED-
1987 Bruntdland Report; Commission on Sustainable
Development, 1999; Tourism and Local Agenda-21,
2003). Choi and Sirakaya (2004) recognized that “Sus-
tainable development” has become an internationally
known term and the subject of thousands of books and
papers. Besides, McMinn (1997) observes that sus-
tainable tourism and ecotourism have become ‘buzz
words’ of travel agencies, tour operating companies
and governments due to its philosophical base and
public acceptance.

When incorporating sustainable development into
tourism, Butler (1999) argues that sustainable develop-
ment is the single factor that has the potential to change
the nature of tourism. Whilst, shifting paradigms for
sustainable development encounters tourism as one of
the major drivers and Sharpley, (2000) has reported
that sustainable tourism has been widely accepted
and inserted into development policy and practice.
Constantly, World Travel and Tourism Organization –
WTTO and International Hotel and Restaurant
Association – IHRA (1999) registered tourism as
the first ever industry to incorporate Agenda-21 to
envisage sustainable development. Certainly, sustain-
able tourism development caters to the need of the
present generation, who may be host or guest born any-
where in the world, while preserving and conserving
environmental and other resources of the local commu-
nity for the future generation (WCED, 1987; Sharma,
2000; Koeman, 2003). Hence, integrating sustainabil-
ity into tourism development will testify inter and intra
generational equity and survival.

However, D’Hautserre (2005) argues that conven-
tional tourism does not resolve the challenges on
sustainability and ‘alternative’ or ‘soft’ tourism is a
path to sustainability.Whereas, some forms of tourism,
which were much older than mass tourism, were redis-
covered as alternative forms of tourism, with different
labels in order to rectify and replace conventional mass
tourism parallel to ensuring sustainability (Weaver,
2006). Since alternative tourism intends to use the
resources only by the visitors who have higher interest
and intention to pay higher economic value, (Roberts
and Hall, 2001). This tends to protect and add more
value for uniqueness and differences of countryside,
in addition to providing a boost to the local econ-
omy (Long et al, 1990; Fagence, 1991; Page and Getz,
1997; Bandara, 2003; Briedenhann and Wicken, 2004;
Aslam, 2005). In contrast to enclave conventional

tourism, alternative tourism has emerged within past
two decades to rejuvenate destinations, while pushing
tourism towards rural areas.

3 TOURISM IN RURAL AREA

Diverse and fragmented natural and human geography
in rural areas envisage great potentials for alterna-
tive tourisms, nevertheless fragility and susceptibility
nature of rural fabric is hesitant to accommodate
large volume mass tourism. Yet, alternative form, spe-
cial interest and active holiday have turned the rural
areas into an important segment of tourism and recre-
ation (Tribe, et al, 2000). Further, Lacher and Nepal
(2010) commented that alternative forms of tourism
promotes many visitors to rural areas in develop-
ing countries and motivate the industry to expand
into more remote areas. While, decline in traditional
farming agriculture and rapid degradation of natural
resources have claimed a shift in rural economy and led
the rural communities to seek nontraditional service
oriented economic avenues to sustain rural livelihoods
(Fleicher and Pizam, 1997; Tribe et al, 2000; Sharpley,
2002, 2003; Timothy, 2005). Subsequently, tourism, a
non-traditional avenue has been frequently taken as: a
complementary tool for economic and social regen-
erations in rural areas (Briedenhann and Wickens,
2004; MacDonald and Jolliffe, 2003; Fleischer and
Felsenstein, 2000); an effective catalyst of rural socio-
economic development and regeneration (Sharpley,
2002); the lynchpin of many rural communities
(Garrod et al, 2006). Further, Pearce (1989) has stated
that tourism has long been recognized as a significant
avenue to reach development objectives of rural areas,
and de la Torre and Gutierrez (2008) observe rural
tourism as a tool to enhance regional development,
especially in the socio-economic unbalance areas to
ensure the prosperous development. Eventually, Stoian
and Stoicea (2011) argue that rural tourism is the most
viable form of tourism to bring sustainability to rural
areas.

Subsequently, an ever increasing private individual
owned number of smaller often commercial recreation
areas now dot the rural landscape, where 10–20 %
of tourism activities are taken place approximately
(Roberts and Hall, 2001), over 70% of all Americans
participate in rural recreation (OECD, 1994) and 23%
of European holidaymakers choose country side as
their destination annually (EuroBarometer, 1998).Yet,
Slee et al (1997) recognize that in Britain the well-
being of rural residents depended more on tourism
than farming and agriculture. Hence, capitalizing of
countryside primary natural, built and socio-cultural
resources (Garrod et al, 2006) in conjunction with
increasing rural tourism demand engenders a variety
of tourism concepts in rural areas under different terms
such as agri-tourism/agro- tourism, farm tourism, rural
tourism, soft tourism, alternative tourism, ecotourism,
and several others, which provide different meanings
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from one country to another or one user to another
(Roberts and Hall, 2001). Whereas, Long and Lane
(2000: 299–300) describes that ‘Tourism claims to be
a fashion-driven industry: rural tourism has become
part of a global shift in fashionable leisure patterns’.
Allocentric perceptions (Plog, 1974) and attitudinal
changes of tourists in the world heighten the demand
for rural tourism (Davies and Gilbert, 1992). Yet,
Cánoves, et al (2004) argue that rural tourism is an
image or a set of images constructed by the tourists and
sellers throughout the history, geography and culture
of the territory.

However, many authors such as United Nations
Commission for Sustainable Development Non Gov-
ernmental Organization – UNCSDNGO Steering
Committee (1999), Slee et al (1997), de la Torre and
Gutierrez (2008), and Tribe et al (2000), critically
analyse various negative impacts of tourism such as
increasing competition and utilization of vulnerable
resources, rural restructuring, raising cost of living,
decrease in agriculture, invasion of urban popula-
tion towards rural and areas. Controversially, Weaver
and Oppermann (2000) illuminate mass tourism is
unnatural and externally controlled, whereas alter-
native tourism is authentic and locally controlled.
Yet, inventing and relabeling the side-shoots of mass
tourism (Liu, 2003) as alternative tourism is demising
up the authenticity further and ruining sustainability
in the rural areas. Whereas, tourism establishments
arbitrate and perpetrate demand and supply (Cohen,
1988). Subsequently, the outside entrepreneur, mar-
keting agents, tour operators, travel guides mediate in
order to cross tourists’ expectation rather than show-
ing the real scenario (Hughes, 1995; Liu, 2003). As
tourists and communities have fallen into a passive
role, active local community participation is ruined
and socio-culture and environments are manipulated
by tour operators and other organizations.

4 DISCUSSION

In reviewing the desired goal of tourism in rural areas
Swarbrooke, (1999) and McAreavy and McDonagh
(2011) argues that tourism needs to be viable, but it
should not harm the resources such as physical envi-
ronment and social fabric of host community in order
to ensure sustainable rural development.While, Mason
(2003) reveals, as natural environment and tourism are
inescapably linked, ensuring the preservation and con-
servation, avoiding pollution and overexploitation as
result of tourism will be the inevitable tasks of tourism
planners and managers, who need to manage rural
resources for tourism and its implications for rural sus-
tainability (McClinchery and Carmichael, 2010). This
compels tourism entrepreneurs to integrate the envi-
ronmental and social objectives more responsibly and
distinguish from other entrepreneurs (Lordkipanidze
et al 2004). Yet, for the preservation of agricultural
based traditional livelihood Lee (2005) claims that

the development objective is to fasten agricultural and
tourism in rural areas in order to utilize agricultural
resources as a traditional economic base to promote
and sustain rural development, in addition to contribut-
ing towards the tourism industry. Since both traditional
and non-traditional avenues play an important role in
rural development, a holistic approach to sustainability
would be required to continue social, cultural and eco-
nomic well-being of human communities as an integral
part of environmental well-being (Roberts and Hall,
2001), rather than piece meal type development.

In reviewing the holistic process of sustainable
tourism in rural areas, understanding and awareness
of stakeholders including community is the primary
requirement. Hence, Bramwell and Lane (2005) argue,
there is much to do to understand and improve the
awareness on the broad scope and importance of sus-
tainable tourism, even though researches have been
done widely on some related areas. Further, The Nat-
ural Step – TNS (2009) include awareness as the
first step of sustainability and argues that the present
system is not sustainable due to lack of common under-
standing and awareness on ‘what is sustainability’.
Yet, UNCSD NGO Steering Committee (1999) states
that the lack of common understanding on what sus-
tainable tourism and ecotourism means have led to
conflict between tourism development, local resources
and community interests.

However, understanding and exploiting tourism is
a difficult process for most of the rural communities
(Long and Lane, 2000). Thus, inadequate capacity and
understanding of tourism culture is a common problem
in rural areas (Liu, 2006). In consequence, Mitchell
and Hall (2005:4) have cited some major issues, such
as lack of understanding and knowledge on demand
factors, incapability of product presentation, and con-
straints in marketing, cooperation and networking
in rural tourism development (Jenkins and Parrot,
1997). Moreover, one of the major debating aspects
on tourism development is the contribution of tourism
to improve rural livelihood, community-based conser-
vation and capacity of local community to manage
and engage with tourism in rural areas (Department
for International Development – DFID, 1997).

However, the derived solutions from the study of
UNCSD NGO Steering Committee (1999) includes
principles and guidelines on natural resources utiliza-
tion, pollution, cultural resource integration, capacity
building, environmental protection, etc. generally for
investors, but rural communities are not given any
guidelines or direction on how to develop sustain-
able tourism. Yet, studies done on sustainable tourism
extensively (Hunter-Jones et al, 1997) and in the last
twenty years individuals, organizations and govern-
ments have made concentrated efforts to materialize
sustainable tourism ideals and attempted to evalu-
ate them in practice. But an ideological separation in
productions, consumption and conservation is in the
heart of these problems and has prevented a holistic
approach, which is required by the strong sustainabil-
ity (D’Hautserre, 2005). Gill and William’s (2008)
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recommendations on Resort Municipality of Whistler
(RMOW)’s Comprehensive Sustainability Plan (CSP),
include the holistic approach, stakeholders integration,
and community participation, long term strategic etc as
strategic tools.Yet, certain inadequacies and irrelevan-
cies in RMOW for rural spaces, led it to be unrealistic
for rural areas.

In addition, The Natural Step –TNS (2009) devel-
oped premier guide book for sustainability, which is
too inadequate to fulfill the needs of a sustainable
tourism development process in rural areas. Moreover
the principle document for sustainable development,
the Brundtland commission report (WCED, 1987) has
also not considered or included specifically rural areas,
where the majority of the population and resources
are found in the world. In addition, Tribe et al (2000)
presented ‘tourism and countryside symbiotic rela-
tionship model’; fails to show clear planning and
development process; the management action is con-
sidered only after the negative or positive impacts
generated; the participation and role of stakeholders;
missing other major components of process.

Thus, contemplating Liu (2003:461) criticism on
existing literatures of general sustainable tourism,
rural sustainable tourism can be linked with many
of his critiques such as; inadequacy information on
demand and diverse utility of complex and dynamic
concept of resources; insufficient empowerment for
host community in development process; poor reflec-
tion on socio-cultural changes; less attention on abso-
lute carrying capacity management; misconception
and ill implementation of alternative tourism as a
means and instrument to reach sustainable develop-
ment goals. Further, Ruhanan’s (2004), reasoning for
the gap between sustainability doctrine and real world
application recognizes that the sustainable tourism
concept remains only among the academics but doesn’t
reach the destination planners, managers and industry
operators who make day to day decisions and imple-
ment practically. However, her study also perceives
only a part of sustainable tourism development.

5 CONCLUSION

In view of the above discussion, as tourism is the
largest rapidly growing industry and a significant
tool for sustainable development, sustainable tourism
development in rural areas is an inevitable require-
ment to rebuild the socio-economy, while preserving
and conserving socio-culture, environments and econ-
omy for future. Nevertheless many authors argue
that sustainable tourism is unrealistic and isolated
from the practical development process. None of the
forum or literature has contemplated or discussed
the complete process of rural sustainable tourism
development as one rather different solution address
different issue at different time. Consequently, there
is no single document which includes all the neces-
sary aspects and dimensions of the rural sustainable

tourism development process to direct and guide the
rural mass comprehensively and sophisticatedly.

Generally it has been theoretically and concep-
tually well designed and technically verified as a
vehicle to reach sustainable development. Further,
researches and literatures are mystified and mounted
up for further researches and academic references.
Yet, people, who intend to practice sustainable tourism
in the rural areas, are unable to access and interpret
the knowledge and information. Often the majority
of the literatures are in the English language and
available only in the subscribed journals, expensive
books and libraries and rural people are with poor
economy and education, and speaking different native
languages. In consequence, sustainable tourism devel-
opment process is infringed due to: lack of know how;
resources inventory and product development; poor
community participation; inability to attract and inte-
grate government and other stakeholders; shortcoming
in policy-strategy setting; anticipating the financial
needs; and marketing, networking and accreditation.

The above issues replicates exactly a situation, ‘in
which a machine is well designed, parts are identified
for assembling and operators are also selected, but the
operators are not skilled enough and not given a proper
toolkit to assemble and operate it.’ Similarly there is
no problem or issues in definition and concept of rural
sustainable tourism, but which are not accessible and
interpreted for real rural practitioners.
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ABSTRACT: The influence of neighbouring countries to Malaysia’s tourism demand has yet to be tested.
Thus, this paper aims to examine a significant determinant for Malaysia’s tourism sector development that is
the relationship between neighbouring countries tourist arrivals implication on Malaysia’s tourism export. This
paper verifies whether the neighbouring countries as substitutes or complementary destinations to Malaysia
tourist arrivals. This study is restricted to foreign tourists and employed the quarterly data for the period ranging
from 1999 to 2009. Econometric models are constructed and estimated on selected South-East Asia countries
namely Singapore, Thailand, Philippines and Indonesia. The panel least square with pooled effect is employed
and the empirical results show that Singapore is a complementary tourism destination to Malaysia for models,
whereas Thailand is a competing tourism destination to Malaysia.

Keywords: complementary; substitute; tourism

1 INTRODUCTION

Tourism industry could encourage and stimulate
Malaysia’s economic development through foreign
exchange earnings and diversifying the national
income base. Malaysia made the top 10 countries
with the highest international tourist arrivals for 2009
(World Tourism Organization). In the Asian market,
Malaysia is ranked second after China in terms of total
tourist arrivals.

The World Tourism Organization statistics show
that most of the tourists’ arrival to Malaysia comes
from the neighbouring countries namely Singapore
(12.7 million), Indonesia (2.4 million), Thailand (1.4
million) and Brunei (1 million) (Tourism Malaysia).
Does tourist arrival in neighbouring countries have
any implication on Malaysia tourist arrivals?Thus, this
paper attempts to identify the relationship of tourist
arrivals to Malaysia with the selected South East Asia
countries namely, Indonesia, Singapore, Thailand and
Philippines (referred as SEA 4).

The objective of the study is to analyze whether the
neighbouring countries are complementary or substi-
tute to the total tourist arrivals to Malaysia. Further-
more, it seeks to examine and explain the relationship
between the total tourist arrivals in Malaysia with the
total tourist arrivals in Thailand and Singapore as an
alternative tourist destination.

The significance of the study is to provide vital
information to Malaysia’s tourism sector regarding the
factors that affect the tourism demand from South
East Asian countries, which can be used in forecast-
ing future demand from these countries. It is also

very useful to the authorities for planning, policies
and strategies implementation as well as the tourism
marketing activities. Besides, this study provides the
information to the government about the influences
of the neighboring countries on tourist arrivals in
Malaysia.

2 LITERATURE REVIEW

The empirical models of tourism demand borrow heav-
ily from the consumer theory, in which the level
of consumption depends on the consumer’s income,
price of the goods, prices of related goods (substitutes
and complements) and other determinants. Income
and prices are the major factors influencing tourism
demand (Kareem, 2005; Tingzhou et al 2007). The
economic theory ensures that price must be included
in any demand theory and the variable of relative prices
is measured by ratio of consumer price index between
Thailand and the country of origin (Maeta, 2001). For
another price element, there has been less attention on
transportation costs in the literature due to the reason
of lack of adequate measure of effective transportation
costs (Kareem, 2005).

Income is another significant variable in explain-
ing tourism demand (Hafiz, 1992; Ting Zhou et al,
2007; Norlida et al, 2008). Ting Zhou et al (2007)
has stated that typical income measures include gross
domestic product, gross national product and national
disposable income measured in real, nominal, aggre-
gate or per capita form, depending on data availability.
According to Song et al (2004) as cited by Leah (2005)
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concluded that consumers are more aware of exchange
rates than destination costs of living for tourists and
hence are driven to use the exchange rate as a proxy
variable.

About the competition among neighbouring coun-
tries, this study employs the alternative destination
as a variable, which is based on tourist arrivals.
Most of the studies used tourism price at alternative
destinations.According to Norlida et al (2008), the sig-
nificant variable is tourism price at alternative tourism
destinations. Ting Zhou et al (2007) concluded that
the competition among different overseas destinations
may call for the inclusion of variable that represents
the cost of substitute destinations, which is substitute
price.

Despite the fact that in the literature, annual data
is often used, there has been increasing use of quar-
terly data in recent literature, which is in line with the
increasing interest in the seasonality of global tourism
flows (Li et al. 2005, cited in Kareem, 2005). The
use of panel data technique will give us the avenue
to address traditional econometric problems in cross-
country regression such as unobserved country effects,
outliers, dynamics and model uncertainty (Kareem,
2005). In terms of the estimation techniques, the log-
linear regressions are the most frequently employed
functional forms (Raymond, 2001; Kareem, 2005 and
Leah, 2005). Based on the studies by Crouch (1994)
and Witt and Witt (1995), 73 out of 97 studies on
demand for tourism are based on the OLS regression
(cited in Norlida et al., 2008).The study of Leah (2005)
also used the OLS single-equation approach.

3 RESEARCH METHODOLOGY

The modified Gravity Model is used to estimate tourist
movement to Malaysia and its determinants. Based
on the model, there are two types of factors. Firstly,
the factors that attract the movement of international
tourism, for instance, the types and quality of services
offered by the tourism destination plus the level of
marketing efforts done in promoting and attracting the
tourists. This could be considered as the tourism sup-
ply. Secondly, the factors generate the movement of
international tourism. For instance, the relative tourism
price, substitute price, exchange rate and income. This
could be considered as the tourism demand.

Furthermore, this paper aims to study the factors
influencing the total tourist arrivals to Malaysia. Thus,
theoretically, the gravity forces are the pulling factor,
which pulls the objects toward it, similarly, in the con-
text of tourism, the determinants that affect the total
tourist arrivals are the gravity forces that pull and
attract tourists to visit the desired tourism destination.

The quarterly data for the period of 1999-2009 are
used in the study. The data of total tourist arrivals in
Malaysia are obtained from the Ministry of Tourism
Malaysia. Other than that, the data regarding the
tourism price, income and exchange Rate of Malaysia
and SEA4 were gathered from IMF, excluding the

income data for Singapore, which was obtained from
the Statistics Department of Singapore. Furthermore,
the data on alternative destinations for Singapore
and Thailand were collected from the Singapore
Tourism Board (STB) and Tourism Authority of Thai-
land (TAT).

3.1 Research design

In this study, the neighboring countries will be proven
to have an effect on the total tourist arrival which is
either substitute or complementary effect. The unit of
analysis in this study is the total tourist arrivals in
Malaysia, which are based on the 4 selected South East
Asian countries of origin (SEA4). Econometric mod-
els are constructed and estimated on these 4 significant
countries of origin because these countries are the top
5 tourists generating markets in South East Asia for
the total tourist arrivals in Malaysia.

Furthermore, Singapore and Thailand were chosen
to be the alternative destinations because of the dis-
tance, which both are located nearer to Malaysia than
other countries plus they are the top 3 tourism destina-
tions in South East Asia. Thus, this factor could affect
the decision of whether these neighboring countries
are competing or complementary to Malaysia’s tourist
arrivals. The competing and complementary factors
will be measured based on the trend of tourist arrivals
between Malaysia and the neighboring countries. The
competing factor will be determined when the trend of
neighboring countries’ tourist arrivals are negatively
related to Malaysia’s tourist arrivals, while the com-
plementary factor will be determined when the trend
of neighboring countries’ tourist arrivals are positively
related to Malaysia’s tourist arrivals, based on the same
time period.

3.2 Model specification

Most econometric analyses of tourism demand have
used single-equation models. Take into consideration
the differences between countries specific character-
istics. Therefore, the explanatory variables are in the
form of ratio between the visited country and country
of origin.

The total tourist arrivals represent the volume of
demand. It is a very important creator of revenue to a
country because as the total tourist arrivals increase,
the international tourist receipts will increase as well.
This will increase the revenue from the tourism sector
and strengthen the exchange rate of that country. The
total tourist arrivals is measured based on the number
of tourists that arrived in Malaysia per quarter from
1999–2009. The calculation of tourism price is based
on the consumer price index (CPI) of the visited coun-
try divided by the CPI of the country of origin and the
base year is 2005:
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Norlida et al (2008) stated that tourism price proxies
by the ratio of the cost of living in Malaysia relative to
the individual country of theAsian7. It is expected that
tourism price and arrivals will have a negative relation-
ship.The income for Malaysia and SEA4 are expressed
in Gross Domestic Product (GDP) per national cur-
rency. The calculation of income is based on the GDP
of the visited country divided by the GDP of the
country of origin and it is quarterly from 1999–2009:

The exchange rate is the ratio of currency between
the receiving country and the country of origin
(Norlida et al, 2008). The exchange rate for Malaysia
and SEA4 countries’ currency per US dollar is taken
quarterly in average from 1999–2009.

Alternative destinations refer to the neighbouring
countries that are Singapore andThailand, which could
be either the competitor or complementary destina-
tions to Malaysia.The selected alternative destinations
are measured based on the quarterly tourist arrivals to
each alternative country.

This study used the total tourist arrivals in Malaysia
as a dependent variable. With regards to South East
Asia’s demand on tourism Malaysia, there are 4 groups
of tourists to be examined, namely Indonesian, Fil-
ipino, Singaporean, and Thais. This reflect the 4
selected countries of origins from South East Asia
region. The purpose of examining the 4 groups is to
determine the competitor and complementary alterna-
tive destinations to Malaysia based on these countries
of origins. In addition, there are four independent vari-
ables, which measured based on the relative or ratio
between Malaysia and the countries of origin except
for the alternative destinations.

The alternative destinations contain two countries,
which are total tourist arrivals in Thailand (DT) and
total tourist arrivals in Singapore (DS). Three groups
of tourists will be taken each from DS and DT to repre-
sent the countries of origins. For DS, the three groups
are total Indonesian tourist arrivals in Singapore (DSi),
total Filipino tourist arrivals in Singapore (DSp), total
Thailand tourist arrivals in Singapore (DSt) while for
DT, they are total Indonesian tourist arrivals in Thai-
land (DTi), total Filipino tourist arrivals in Thailand
(DTp), total Singaporean tourist arrivals in Thailand
(DTs).

The total tourist in Malaysia will be measured
against the alternative destinations’ tourist arrivals
based on each of the selected country of origin. For
example, with regards to the alternative destination
of Singapore, only DSi, DSp, and DSt will be consid-
ered, while for alternative destination ofThailand, only
DTi, DTp and DTs will be included, meaning that for
every alternative destination, only 3 groups of tourist

to be measured because it is not relevant to put DSs
(total Singaporean tourist arrivals in Singapore) in the
model.

3.3 Model construction

The basic linear model:

4 FINDINGS

4.1 Econometric estimation

The models are estimated by using either panel least
square with pooled effect, fixed effect model or ran-
dom effect model. As shown in Table 1 below, the
probability of dependent variable exceeds 0.05, which
indicates that, the fixed effect model is insignifi-
cant. Therefore, null hypothesis is not rejected and the
pooled effect model is chosen to be the best model.
Since, the fixed effect model is insignificant, the
Hausman test is deemed unnecessary to be performed.

Table 1. Redundant fixed effect test.

Redundant fixed effect test

Model variable F-Statistic d.f. Prob.

TM 0.813645 (4,205) 0.5177
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Table 2. The estimation of TM Model.

Panel least squares with
none effect model

TM

Model variable Coefficient Prob

C 1086721. 0.6510
d(CPII) −3909957. 0.0355
d(CPIP) −8697543. 0.0157
d(CPIS) −13070626 0.0036
d(CPIT) −15143.13 0.0185
d(II) 3.20E+06 0.0889
d(IP) 1350194. 0.0457
d(IS) 2028387. 0.0315
d(IT) 33372176 0.0673
d(EXI) −6.95E+06 0.0596
d(EXP) 1484075 0.0135
d(EXS) 2014816. 0.0416
d(EXT) 2569230 0.0399
d(DSi) 0.244099 0.0066
d(DSp) 0.628613 0.0034
d(DSt) 1.511133 0.027
d(DTi) −1.100187 0.0442
d(DTp) −0.391705 0.2468
d(DTs) 2.633487 0.0451
R2 0.880919
Adjust-R2 0.821378
SEE 505645.1
F-stat 14.79529
Prob F-stat 0.000000
Sum squared 7.55E+12
D.W stat 1.713181
No of obs 42

The regression begins with panel least squares with
pooled effect model and the results are as listed in
Table 2 below;

4.2 Tourism demand model

From the above TM model equation, all independent
variables are found to be significant at 5% significance
level except for D(II), D(IT),D(EXI). Overall, most of
the independent variables are significant towards the
dependent variable.

According to Table 2, it is found that D(CPII),
D(CPIP), D(CPIS),D(CPIT) have a negative relation-
ship with D(TM) which is in line with the eco-
nomic theory. The relationship can be explained by
the following situations; when 1% increase occurs
in D(CPII), the D(TM) will decrease by 3.91 mil-
lion tourists. Secondly, 1% increase in D(CPIP) will
decrease the D(TM) by 8.70 million tourists. Thirdly,
1% increase in ratio of D(CPIS) will decrease the
D(TM) by 13.07 million tourists. Lastly, 1% increase
in ratio of D(CPIT), the D(TM) will decline by 15143
tourists.

With regards to income, all independent variables
are positively related with D(TM) which follows the

economic theory. However, only D(IS) and D(IP) show
the significance relationship with D(TM), while D(IT)
and D(II) are not significant in explaining D(TM). The
relationship can be explained as the D(IS) increases, it
causes the D(TM) to increase by 2.03 million tourists
and as the D(IP) increases, it leads to an increase in
D(TM) by 1.35 million tourists.

The exchange rates should also have a positive rela-
tionship with the number of tourist arrivals (Norlida
et al, 2008). All of the exchange rate variables show a
correct positive sign of coefficient except for D(EXI)
which is also not significant in explaining D(TM). The
incorrect sign of coefficient for D(EXI) is because
Indonesia is a low income country as compared to
Malaysia, thus as the D(EXI) increases, the ratio of
exchange rate is high and this leads to decrease of
demand from Indonesian tourists. The relationship
between the significant independent variables with
D(TM) is explained by the following situations, when
the D(EXP) increases, the D(TM) will increase by 1.48
million tourists. Secondly, as the D(EXS) increases,
the D(TM) will increase by 2.02 million tourists.
Lastly, when the D(EXT) increases, it will cause the
increase of 2.57 million tourists in Malaysia.

The relationship between D(TM) with D(DT) and
D(DS) will be analyzed by observing the sign of coeffi-
cient and comparison will be made on the total tourist
from Indonesia that arrived in Thailand and Singa-
pore. Based on Table 2, D(DSi) is significant at 5%
significance level and it shows a positive sign which
indicates that Singapore is a complementary tourism
destination to Malaysia in terms of Indonesian tourist
where 1 Indonesian tourist increases in D(DSi), 0.24
Indonesian tourist in D(TM) will also increase. In other
words, when D(DSi) increases by 100 tourist, D(TM)
will increase by 24 Indonesian tourists.

Furthermore, D(DTi) has the negative relationship
with D(TM) which shows that Thailand is a substitute
to Malaysia in terms of Indonesian tourists. The rela-
tionship can be explained as such that when there is
an increase of 1 Indonesian tourist in D(DTi), thus the
D(TM) will decrease by 1.10 tourists. In other words,
when D(DTi) increases by 100 tourist, D(TM) will
decrease by approximately 110 tourists.

The relationship between D(TM) with D(DT) and
D(DS) will be analyzed by observing the sign of
coefficient and comparison will be made against the
total tourist from Philippines that arrived in Thailand
and Singapore. From the Table 2 above, D(DSp) is
significant at 5% significance level and it shows a
positive sign which indicates that Singapore is a com-
plementary tourism destination to Malaysia where an
increase of 1 Filipino tourist in D(DSp), will increase
0.63 tourist in D(TM). In other words, when D(DSp)
increases by 100 tourists, D(TM) will increase by 63
Filipino tourists. In addition, D(DTp) has the negative
relationship with D(TM) which shows that Thailand is
a substitute to Malaysia, however, at 5% significance
level, it is not significant in explaining D(TM).

The relationship between D(TM) with D(DT) will
be analyzed by observing the sign of coefficient and
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comparison will be made against the total tourist from
Singapore that arrived in Thailand. Based on Table 2,
D(DTs) is significant at 5% significance level and it
shows a positive sign which proves that Thailand is a
complementary tourism destination to Malaysia where
an increase of 1 Singaporean tourist in D(DTs), will
increase 2.63 tourist in D(TM). In other words, when
D(DTs) increases by 100 tourists, D(TM) will increase
by 263 Singaporean tourists.

The relationship between D(TM) with D(DS) will
be analyzed by observing the sign of coefficient and
comparison will be made against the total tourists from
Thailand that arrived in Singapore.

Based on Table 2, D(DSt) is significant at 5% sig-
nificance level with a positive sign which shows that
Singapore is a complementary tourism destination to
Malaysia, where an increase of 1 Thailander tourist in
D(DSt), it will increase 1.51 tourist in D(TM). In other
words, when D(DSt) increases by 100 tourists, D(TM)
will increase by 151 Thailand tourists. With regards to
autocorrelation and multicollinearity, the results show
that there is no autocorrelation and multicollinearity
problem.

5 CONCLUSION

Overall, most of the variables are significant in the
tourism demand for Malaysia except for Indonesia,
where income and exchange rate are not the factors
that influenced the demand of Indonesian tourists on
tourism Malaysia, whereas for Thailand, income is the
only factor that does not influence the demand of Thai
tourists on total tourism Malaysia plus the empirical
results are consistent with the economic theory even
though one of the findings (ratio of Ringgit to Rupiah)
contradict the theory. Furthermore, it is proven that
Tourism price is very significant in explaining Total
Tourist Arrivals in Malaysia because all of the relative

CPI of Malaysia to SEA4 is significant at 5% signifi-
cance level. In addition, Singapore is a complementary
tourism destination to Malaysia whereas Thailand is a
substitute tourism destination to Malaysia. Thus, the
results from this study can be used as a guide in order
to formulate relevant tourism policy for Malaysia
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ABSTRACT: The enormous growth of the tourism industry in Malaysia has made it a major revenue earner and
the government aggressively promotes the industry. Research has helped the growth of the industry, providing
relevant data input that can be used for effective decision making in terms of knowledge, wealth and human
capital. A study was conceptualized to investigate the use and role of foreign languages which are particularly
important in tourism-related workplaces. A discussion of the responses principally centre on foreign language
ability, contact with foreign languages and visitors, cultural attributes of foreign language learning, pragmatic
use of foreign languages, perception about training and readiness to work in tourism-related workplaces. The
vibrant nature of the tourism trade necessitates keeping pace with rapid changes in the needs and wants of the
industry. Synchronic data fits into the dynamics of change to better understand the state of the tourism industry.

Keywords: Tourism, foreign languages, training, synchronic data, dynamics

1 INTRODUCTION

According to the World Trade and Tourism Council
(WTTC), tourism is the world’s largest industry and
is expected to increase and set new records (Glad-
stone, 1998). New enterprises such as budget airlines
are helping the growth of tourism with slogans like
Everyone Can Fly (AirAsia).This phenomenal growth
in tourism has great impact on national economies and
thus studies into this area warrants significance.

Malaysia charted 24.7 million tourists in 2011 and
contributed to the national income to a tune of RM58.3
billion in 2011. Double digit growth arrivals were reg-
istered from countries such as Iran (20.1%), South
Africa (19.1%), France (15.1%), Myanmar (12.6%),
Taiwan (10.7%), China (10.6%), and Brunei (10.2%),
(Ministry of Tourism Malaysia, 2012). As a result of
the thriving tourism trade in Malaysia, there is a need
for the broadening of the use of foreign languages to
meet cross-cultural needs. Otherwise, the hospitality,
travel and tourism industries can suffer from cultural
tunnel vision (Shames and Glover, 1989). The tourism
ecology appears to propose more dynamic moves in
the use of foreign languages, including that of English,
and also to suggest ways and means to further promote
the growth of the industry.

Any planning enterprise requires baseline data for
decision making. To obtain the data, one approach is to
engage personnel from the industry to give their views
or perceptions about the use of foreign languages and

English in the industry. Thus, the purpose of this study
is to examine perceptions of tourism related person-
nel on the importance and use of foreign languages,
including the English language

2 METHODOLOGY

This quantitative study was performed by means of a
survey questionnaire. The study population comprised
100 executives and non-executive respondents from
a variety of tourism related sectors. The respondents
were selected from travel and tourism-related organi-
zations by means of random and referred sampling.
The researchers elicited information on the perceived
language needs of tourism-related workers. Responses
to the questionnaire would give some information
that could direct content necessary for training with
utilitarian orientations.

3 DISCUSSION OF FINDINGS

The data points to the importance and use of for-
eign languages for professional success in the tourism
industry. This finding is supported by a considerable
amount of similar opinions.Among them, “. . . it is dif-
ficult to learn, to understand what they want, what their
needs are without the language”. Another respondent

637



Table 1. Work experience and tourism sectors.

Years of work experience Percentage (%)

Less than 5 years 41
5 to 10 years 38
11 to 15 years 10
16 to 20 years 8
More than 21 years 3

Table 2. Tourism sectors.

Sectors Percentage (%)

Recreation, leisure and sports sector 45
Education tourism sector 20
Hospitality and service sectors 10
History and culture 8
Retail and entertainment 8
Airlines and transportation sector 5
Health and wellness 2
Agro based sectors 2

said that when she thinks of professional training, she
thinks of language. An added opinion shows that peo-
ple and language are knitted. To get closer to people,
it would be much facilitated by language.

The findings are based on 100 respondents. Their
background is varied and the respondents sampled
reveal a varying range of experiences in the tourism
industry (refer to table 1 below). The respondents in
this study comprised 43 males and 57 females. Thirty-
five percent were between the ages of 26 to 30 years
and 26 % between 20 to 25 years. Ethnically, the data
reveals a composition of 86 % Malay, 6% Chinese and
8% Indians, who are all Malaysians. The data revealed
that 55% of the respondents received the highest level
of education at the high school level or its equiva-
lent. The rest of the respondents are 30% first degree
holders, 11% diploma holders and 4% postgraduate
degree holders. Eighty-eight percent of the respon-
dents stated that their mother tongue is Malay and this
is not surprising as the majority of the respondents are
Malays. This is followed by 7% whose mother tongue
isTamil and 4% whose mother tongue is one of the Chi-
nese dialects. Only one respondent maintained that his
mother tongue is English.

A majority of the respondents (41%) had less than 5
years of working experience in tourism related sectors
with 38% having between 5–10 years of experience,
10% had between 11–15 years experience in the field,
8% had between 16 to 20 years and only 3% of the
sampled respondents had more than 21 years of experi-
ence in the industry.The respondents in this study came
from various tourism or tourism related sectors namely
45% from the recreation, leisure and sports sector, 10%

from the hospitality and service sectors 8% from his-
tory and culture, 20% from education tourism sector,
8% retail and entertainment, 5% from the airlines and
transportation sector and 2% from health and wellness
and 2% from Agro based sectors.

With reference to foreign language learning, the
respondents reported that they learnt foreign lan-
guages both through formal and informal settings.
About 48% of the respondents maintained that they
learnt a foreign language through a formal setting, 8%
through informal settings. Forty-four percent said that
they had learnt a foreign language in both formal and
informal settings.

3.1 Language use and preferences

In understanding how the respondents situate them-
selves in terms of their affinity to acquire or use
a foreign language, several questions ranging from
interaction, preference, likes and dislikes were asked.

Many of the participants (74%) reported that they
interacted quite frequently with foreign visitors and
26% reported that it was only done sometimes during
the course of their work. This obviously shows that a
foreign language or languages would have to be used
to communicate with people from different cultures
and language backgrounds.

In Malaysia, English is a widely used foreign lan-
guage. As such, the survey investigated the ability
of use with regard to this language. Findings showed
that 46% of the respondents reported that they could
speak English well (ranging from excellent to good)
and 38% maintained that they only had average abil-
ity to speak in English. Only 11% reported that their
spoken English is poor. With regard to their writing
ability, it follows a similar trend. 46% reported that
they could write well. 39% reported that they had an
average ability while 11% claimed that they had poor
writing ability. When it comes to listening ability, 64%
claimed that they had good to excellent listening skills
in English and 29% reported that they were in the
average domain. Only 7% of them claimed that their
listening skills were poor.

Compared to English, the respondents reported a
higher proficiency in the use of the Malay language
(98% – excellent in speaking; 91% – excellent in writ-
ing skills; 86% – listening skills). These figures are
aligned to the ethnic background of the respondents.
It follows that 16% of the respondents had fair to excel-
lent spoken skills in Mandarin, 9% reported that their
writing ability in Mandarin ranged from fair to excel-
lent. With regard to reading in Mandarin, 11% reported
that they had a fair to excellent command of the lan-
guage. A fair to excellent listening ability was also
reported by 13% of the sample. In Malaysia, it would
appear that the dominant languages used in the tourism
industry are the home languages aside from the use
of English which is a global language. Other foreign
languages such as Arabic, Japanese, Korean, German,
Spanish and French, are low or negligible in terms of
ability of their use.
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Ability of foreign language use could be linked to
likes and dislikes towards the languages. In this study,
99% of the respondents appear to like the English
language the most, followed by the Malay language
(98%), Mandarin (69%), Tamil (51%). Among the
foreign languages, 71% of the respondents said that
they liked the Japanese language. This is followed by
Arabic (70%), Spanish (56%), German (55%), Thai
(55%) and Vietnamese (49%). In the context of the
‘likes’, it could be said that the languages that are well-
liked are probably languages that would be attractive to
learn by the workforce in the tourism industry. Respon-
dents were also of the opinion that foreign languages
should be part of the school curriculum in Malaysia.

Respondents were asked about their interaction
with foreign visitors. Almost all of them (96%)
reported that they liked to interact with foreign vis-
itors. However, many of them (70%) said that they do
behave differently when interacting with foreign visi-
tors.A large number of the respondents (66%) said that
they were confident when dealing and interacting with
foreign visitors. They were most confident when they
speak using their mother tongue and this confidence
translates to a preference to speak to others who can
converse with them in their mother tongue. This rev-
elation however, highlights a bias towards interaction
defined by a particular language use. It would mean
that the tourism workforce needs to have a larger lin-
guistic repertoire of language ability and use so that
they can interact more confidently with tourists from
countries that do not speak the same language. This
is affirmed by the respondents (98%) who stated that
they wished they could speak a foreign language flu-
ently. This is further supported by a question about
anxiety in interacting with foreigners. A good number
(37%) felt that they were anxious or ill at ease in this
situation.

3.2 Employer support and importance of
foreign languages to the Malaysian
tourism industry

The employers are also seen to play a supportive and
motivational role as to whether the employees in the
tourism and tourism related sectors would learn for-
eign languages. With a background that shows healthy
support from employers, employees appear to enjoy
their tourism related work, with 93% of them reporting
that they had opportunities to use foreign languages
at work. When asked on the kind of knowledge they
needed to be well-versed in order to function well in
the industry. The list was as follows: local food (93%),
local attractions (92%), well trained in foreign culture
(86%), and international politics (77%). This hierar-
chy denotes an order of foreign languages needs and
use. In more concrete terms, the languages that were
deemed important to the Malaysian tourist industry
were listed as: English (88%), Malay (78%), Mandarin
(66%), Arabic (63%), Japanese (53%), Tamil (49%),
French (49%), Spanish (46%), German (44%), Thai
(41%) and Vietnamese (38%). Other languages were

considered to be not as important. These responses
show that the English language is the main language of
communication in the tourism industry and the Malay
language is also quite widely used likely due to the
large number of tourists that come from neighbouring
countries who share the same language. The figures
show the degree of intercultural contact that is very
much connected to global and specific languages.

4 CONCLUSION

Tourism, like no other industry, contributes to the
integration of different countries and people in the
world community should be in the hands of cul-
turally and communication- sensitive, educated and
linguistically competent professionals.To achieve suc-
cess in communication, often there is the need to
know different languages in order to minimise mis-
understanding regarding differences in values, atti-
tudes and behaviours. However, more can be said
about the efficacies of learning a foreign language.
In addition to being sensitive to cultural norms and
behaviours, learning a foreign language would also
benefit personal and economic growth and educational
development.

In a globalized world characterized by international
links and intercultural connections resulting from
tourism, linguistic skills are crucial for employment.
There is perhaps no other industry in the world which
is more exposed to cross cultural contacts than tourism
(Gladstone, 1998). Organizations in the tourism indus-
try have to take a serious view of cross cultural training.
Industry standards are subject to corporate cultures. It
has been claimed that companies with low levels of
ethno-centrism are likely to be more open to cross-
cultural training.A lower level of ethnocentrism would
allow the filter to be lowered. This would indicate
greater cultural awareness and personnel flexibility
especially in linguistic diversity. The knowledge of
foreign languages also increases job opportunities in
many careers where knowing another language is a
real asset.

In deriving a model for cross-cultural training,
advocates of the self-awareness or human relations
model of training (Gudykunst, 1977, Althen, 1981).
In this model the assumption is that “the individual
who understands himself better, will understand his
own culture better and through this will have a basis
for understanding another culture and consequently
will be more effective” (Gladstone, 1998). The crit-
ical element in the expansion learning is not in the
fullness with which one knows each culture but the
degree to which the process of cross-cultural learning,
communication and human relations can be mastered.

Baseline data could give rise to initiatives that could
be taken to improve the state of foreign language
use vis-à-vis local languages in the tourism industry.
Aside from more practical aspects of language train-
ing, further directions could also be taken in terms of
research to provide further enhancing of knowledge.

639



For example, more sociolinguistic studies of ver-
bal encounters in pluralistic situations could provide
opportunities to examine communication between dif-
ferent linguistic groups. Issues of linguistic accommo-
dation, flexibility and enculturation is of prior impor-
tance to shape the tourism sector workforce so that it is
adequately prepared and informed of new cultural set-
tings to facilitate the fulfilment of wants and needs
of the tourism industry. Communication acts situ-
ated in language proficiency function as instrumental,
interpretative and expressive (Gladstone, 1998).These
features augur well for the dynamic growth of the
Malaysian tourism industry and bringing it to new
heights in its achievements and potential.
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ABSTRACT: The growth of the tourism industry has called for a tourism destination to be more creative and
innovative in offering niche tourism or more importantly, “Tourist Friendly Destination Concept” as a customer-
oriented branding. However, studies that of such initiatives are quite limited and sector based, thus leaving gap
of knowledge concerning the formation of tourist friendly destination concept. Therefore, the aim of this study
is to develop a tourist friendly destination concept through macro level perspectives. The main objectives are
i) to identify the factors influencing the formation of tourist friendly destination concept, ii) to develop a tourist
friendly destination concept through macro level perspectives. Through this study, it found that five factors in
macro level influencing the formation of tourist friendly destination concept. While in develop the of tourist
friendly destination concept, tourism system approached is particularly useful with the relation of three aspects:
product, activity and space. The implication of this study, it is an attempt to provide a general overview in
macro level perspectives pertaining tourist friendly destination concept that can be used by tourism providers as
stakeholders in managing of tourism destination.
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1 INTRODUCTION

Tourism destination has been seen as a unique and
a complex combination in the tourism system that
includes services, resources (environment, nature,
man-made: consists of sun, sea, landscape, culture
and amenity), infrastructure, facilities and experience.
Principally, the word of destination is taken from the
Latin word destinatio, onis means a place or the end
of the journey (Vukonic, 1997). Although in Malaysia,
have many tourism destinations that offering a high
quality of activity, space and product, but still have
some tourism destination that failed to give a satisfac-
tory outcome to the tourists. Therefore, a tourism des-
tination must be more creative and unique in offering
niche tourism or more importantly a customer-oriented
branding. As such, a “Tourist Friendly Destination”
positioning is therefore, vital. Even though there are
many studies focusing on tourism destination, study
on a tourist friendly destination concept which related
with tourism destination is quite limited and leaving a
gap of knowledge. Since there are no specific theories,
concepts, frameworks or indicators in tourist friendly
destination usage, thus create confusion what consti-
tutes a tourist friendly destination concept.The tourism
providers will therefore offer what they assumed to be
friendly while on the other hand, the tourists feel it
may be not. Therefore, this study is a concept paper

with the aim to develop a tourist friendly destina-
tion concept through a macro level perspective. The
main objectives of this study are i) to identify the
factors influencing the formation of tourist friendly
destination concept, ii) to develop a tourist friendly
destination concept through macro level perspectives.

2 FACTORS INFLUENCING FORMATION OF
TOURIST FRIENDLY DESTINATION
CONCEPT

2.1 Shifting of tourism trends

Tourism development has seen since in late of 90th
and early twentieth century when the previous tourism
only involved with the elites’ classes, has shifted to
the concept of mass tourism and alternative tourism.
Through previous studies has shown that the devel-
opments of tourism are resulted from changes in the
“mass tourism” concept whereby the rigid travel pack-
age which later moved to the “alternative tourism”
concept which has led to more interest and strong eco-
nomic opportunities (Sleight, 1993; Weinstein, 1994;
Buhalis, 2000). To cover the weaknesses as well as
the negative image of mass tourism concept, the alter-
native tourism concept has been introduced in the
1980’s through the Alternative Tourism Conference
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(Nash & Butler, 1990). In addition, Hamzah & Ismail
(2003) stated that the alternative tourism concept
promotes interaction between tourists and the local
communities, and respect the environment. Therefore,
through the principle of alternative tourism concept
has been seen as one of reason how a tourist friendly
destination concept will be formed, as part of a
customer-oriented branding.

2.2 Changes of tourist tastes

The changes of tourists’ tastes are a factor due to the
changes of tourist’s character, attitude and lifestyle in a
tourism destination. This condition has changed due to
the influence of the aspects: activity, product and space
in tourism destination, which considered as an archaic,
created a feeling bored and then give a negative per-
ception. According to Lipman (2007) tourists will be
boring if there are similarities in the product, space and
activity at the tourism destination. For instance, due to
changes in tourists’tastes, tour operators who are offer-
ing the 3S’s concept (sun, sea and sand) has changed
a marketing strategy by offering a new package which
is more cheaper (Lipman, 2007), increased activities
package and even change the whole concept totally
in fulfilling the tourists’ tastes (Jawardena, 2002).
According to Lipman (2007), tourist will be increased
if it derived from willingness to learn, exploring new
experience and adding significance to their life.There-
fore, these factors will influencing a formation of
tourist friendly destination concept, which this concept
enable tourists enjoy, and obtaining new knowledge,
skill and experience.

2.3 Increasing of travel capabilities

According to Lipman (2007), this factor is influenced
by an increasing of tourist’s personal income, an intro-
duction of low-cost carrier, convenient transportation
network to tourism destination and supported by the
information technology network, which is cheaper and
valuable.The increase of the personal income was seen
as a catalyst for the increased tourist ability to travel.
Supported by the low cost carrier and use of infor-
mation technology across borders, allows the middle
and low class tourists to travel in tourism destination
which formerly monopolized by the elite classes. In
addition, the expansion of low cost carrier such as
Air Asia in Malaysia and Indonesia, Jetstar Asia Air-
ways in Singapore, has enhanced the tourist’s ability
to travel. From the expansion of low cost carrier has
given a positive impact on the sub sectors in the tourism
industry such as accommodation, entertainment and
shopping, transportation, tourist attraction and others.
The more products offered by the low cost carrier, the
most significant changes in terms of product, activ-
ity and space that will be offered by the sub sectors.
Moreover, the increase in the information technology
usage has also shown an increase of tourists’ ability to
travel. Lipman (2007) also highlighted the concept of a
Do-It-Yourself (DIY), has assisted the tourists’ ability

to travel starting from ticketing, selection of accommo-
dation until the choice of activity, product and space at
the tourism destination. Therefore, this factor has seen
as a factor in the formation of tourist friendly desti-
nation concept wherein tourists are more propensities
toward the price sensitivity and value for money when
selecting the tourism destination including the usage
of the product, space and activity.

2.4 Existence of Public-Private Partnership (PPP)

Partnership agreements between public and private
sectors are necessities in formation of tourist friendly
destination concept. Lipman (2007) stated the PPP is
required to increase the awareness through market-
driven, researched basis and industry-led. As an exam-
ple, the public sector contributes to the development
of transportation such as transportation types of air,
land and sea, to identify places of attractions such
as a public park, building with cultural and historical
characterization and finally to provide an infrastruc-
ture. Meanwhile, the private sectors invest in a tourism
destination through the provision of accommodation,
shopping locations and entertainment places such as
shopping malls, sport complex, Meeting, Incentives,
Conference and Exhibition (MICE) and theme parks.
In fact, it was agreed by the World Tourism Organi-
zation (WTO) (2011), stated that PPP is needed as
both sectors play their respective roles, for instance
the public sector allocates the budget for infrastruc-
ture, facilities and services while the private sector
promotes and prepare the human resource’s skill in
the tourism industry. Due to that, the role of the PPP
has boosted the development of tourist friendly desti-
nation concept wherein the aspects of activity, product
and space required fulfilling the tourist’s supply and
demand through a strategic partnership.

2.5 Selection of destination and tourist motivation

In selecting a tourism destination, it is too com-
plex to elaborate because it involves the process of
travel decision making. According to Dellart et al.
(1998), the process of choosing a tourism destina-
tion involves the psychological and non-psychological
factors, while Um & Crompton (1990) stated that the
process of choosing a tourism destination involves per-
sonnel (push factor), destination characteristics (pull
factor) and limitation factor. Therefore, in the for-
mation of tourist friendly destination concept, the
stakeholder must consider the elements in the selec-
tion of a tourism destination because each of these
elements will probably meet the supply and demand as
well as the tourist’s motivation. In fact, Beerli & Mar-
tin (2004) stated that motivation is needed to bring
tourists to their preferred destination, which meet a
satisfactory. Nevertheless, Pizam et al. (1979) stated
motivation can be defined as a set of desires that causes
people to travel. In previous studies, to measuring
the tourist motivation, a typology which often used
is the push factor and pull factor (Crampton, 1979).
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In fact, there are also other typologies in measuring the
tourist’s motivation such as internal and external factor
(Uysal & Jurowski, 1994), intrinsic and extrinsic fac-
tors (Goodall, 1991). Therefore, in the development
of a tourist friendly destination concept, the tourist
motivation is needed through continuous research.The
aspects of activity, product and space will be developed
in tourist friendly destination concept and would meet
the tourists’ desires.

3 DEVELOPMENT OF TOURIST FRIENDLY
DESTINATION CONCEPT

3.1 Using tourism system approach

Tourism can be regarded as an industry, but there are
some researchers who agree and disagree with this
perspective (Christie Mill & Morrison, 1985). It is
because there is no universal definition regarding the
terminology of tourism, and the tourism scholars have
various perception or perspectives towards the under-
standing of tourism. However, tourism can be regarded
as a system where it can be defined, analyzed, planned
and organized integrative (Inskeep, 1991). Accord-
ing to Bertalanffy (1968) and Chadwick (1978), the
system can be termed as an element, which is cor-
related to each other. Based on the system theory
in a global overview, organization is a system where
each of components interacted with each other, includ-
ing humans and processes (Scott, 1961; Thompson,
1967; Katz & Kahn, 1978) and the purpose of the
interaction is to achieve a specific objective (Kast &
Rosenzweig, 1972). In previous studies, tourism can
be classified as a system in which the elements closely
related to each other. Gunn (1994) and Leiper (1989)
stated that the system in tourism consisted of supply
and demand aspects of tourist, transportation, tourist
attraction, facilities, services, information and travel-
ing promotion offered. On the other hand, Christie
Mill & Morrison (1985) described the system in
tourism has four parts, which are marketed, travel, des-
tination and marketing, and to them, the system can be
regarded as a spider’s web which all parts will vibrate
if only a part of it is touched. In addition, the previ-
ous studies showed that the tourism systems consist of
three elements are essential and interconnected with
each other: aspect of activity (Jenkins, 1980; Christie
Mill & Morrison, 1985), the aspect of space (Urry,
2002; Clarke, 2005) and aspect of the product (Clarke,
2005). Walsh-Heron & Stevens (1990) stated that to
produce a quality tourism destination, the combina-
tion aspects of places, activity and product are needed.
Leiper (1990) stated that, the tourism system will pro-
vide a significant impact on tourism destination and
Inskeep (1991) described that a tourism destination
has to be planned in detail via the tourism system
technique. According to Murphly (1985), the use of
a tourism system is flexible, and it can be used at
any stage of study, types and perspectives (Tosun &
Jenkins, 1998) and understanding of clear issues
(Kapsar & Laesser, 1994).

3.2 The role of space

In clarifying the relationship between the roles of space
in a tourist friendly destination concept, obviously the
aspect of space will be influenced by the formation
of tourism destination mainly in tourist friendly des-
tination. Most of the tourism scholars have agreed on
defining the tourism destination as a part of space seg-
ment or known as a tourist destination zone or tourist
destination area (Vukonic, 1997). According to Hitrec
(1995), destination as a place of attraction which is
facilitated by space that meets the requirements of
tourists, whereas Kaiser & Helber (1978) stated that
the element of space should fulfill the primary moti-
vation of tourists who makes them feel satisfied and
will spend more time in that tourism destination. Even
Vukonic (1997) stated that the more space is used; it
will increase a satisfaction and attendance of tourist
to the tourism destination. In addition, Hudson (1998)
stated that a space, which is equipped with required
facilities and infrastructures are needed in a tourism
destination, especially in tourist friendly destination
concept, which is customer-oriented branding. In fact,
Hudson (1998) pointed out that facilities and ser-
vices, which satisfy the tourists’ needs and want like
food and accommodation, are vital in extending a stay
of the tourist in tourism destination. It shows that a
space, which is equipped with infrastructure, facilities,
accommodation, attraction and others, is essential to
ensure a tourist friendly destination concept fulfills the
supply and demand of tourist. In the development of
tourist friendly destination concept, every space has its
belongings whether on the government or private and
even to the local community. The tourists expected
in tourist friendly destination concept may include
components of friendly public space and a maximum
usage of space that can be utilized by tourists and local
community.

3.3 The role of activity

The role of activity is vital in the development of
tourist friendly destination concept. Even Gunn (1994)
also stated element of activity in his tourism termi-
nology. Mathieson & Wall (1982) also noted the role
of activity in the development of tourism destina-
tion. Hence, the role of activity is significant in the
development of tourist friendly destination concept.
Therefore, Ritchie & Crouch (1999) described that the
role of activity is not only influence by physiographic
and culture, but it requires the creativity and initia-
tive at all levels, especially among the stakeholders.
It is because an element of activity will be influenced
to the effectiveness of tourism attraction, especially a
tourist friendly destination concept. Ritchie & Crouch
(1999) stated that for developing activity, stakeholders
need to play their role in grabbing on the strength of the
resources, which offered at a destination. Similarly, the
same situation must be appropriate in tourist friendly
destination concept. Proposed activities for a tourist
should take into accounts the aspects and features of
tourist friendly destination concept.
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3.4 The role of product

Previous studies have seen the destination as a product
(McIntosh & Goeldner, 1990; Kozak, 2002; Yoon &
Uysal, 2005) which forms a tourism destination.
For example, Van Raaij (1986) state products in the
tourism destination comprise of nature and man-made
creations.The scenery, beaches, mountains, places and
historical buildings can illustrate as a nature. Mean-
while, man-made creations can illustrate as an accom-
modation, transportation, infrastructure and others.
Furthermore, Swarbrooke (1995) stated that products
in a tourism destination can be categorized into four
parts, namely (i) nature, (ii) man-made building struc-
ture (a base designed to attract tourists like the theme
park, safari park, entertainment complex and others)
(iii) man-made building structure (a location which
is not designed as tourist attractions like the mosque,
archeological historical buildings) and lastly (iv) major
events like sports and festivals. Product can be defined
as one that can be offered in the market that meets the
supply and demand. It includes physical objects, ser-
vices, places, organizations and so on (Kotler, 1994).
In fact, according to Swarbrooke (1995) product is
a combination of tangible goods and intangible ser-
vices. On the other hand, Renaghan (1981) stated that
the product is a combination of products and facili-
ties as well as services while Kim (1998) explained
that products in tourism include services and oth-
ers like accommodation, food, transportation, local
goods and entertainment. In addition, the product is
an influence by the life cycle theory. Bakar (2003)
and Butler (1980) stated that the life cycle is a con-
cept that affects levels of supplies from the starting
point to the declining point. It moves through four lev-
els: introduction, development, maturity and decline
(Butler, 1980; Bakar, 2003; Kurtz, 2010). In tourism,
a product consists of several elements like activities,
services, accommodations, food, transportation, local
goods and entertainment. Instead, tourist friendly des-
tination concept is a combination of tourism resources
added with facilities and efficient services, which are,
not burden the tourists. The strength of a product
depends on the uniqueness, and a variety of prod-
uct features offered in a tourist destination. Thus,
by the uniqueness and creativity of a product in a
tourist friendly destination concept, it will change the
destination from a low yield to the high yield.

4 CONCLUSION

The tourist friendly destination is a concept, which
satisfies the tourists through utilization and the rela-
tionship between aspects of activity, space and product
without any interruption and difficulties starting from
the resident until the selected tourism destination.
Even though a concept of tourist friendly destination
is quite limited, as no specific research has been done
specifically in literature, theory, framework and indi-
cators in the utilization of a tourist friendly destination

concept thus, leaving a gap of knowledge and confu-
sion to the users. Through this study although it is a
preliminary study and have not been tested empirically,
the factors discussed in this paper are contributing the
formation of tourist friendly destination concept with
the relationship between the three aspects: activity,
space and product in the tourism system approached.
Therefore, the discussion in this study will open up
more study related to tourist friendly destination con-
cept as well as enable the stakeholders to manage a
tourism destination according to the tourist friendly
destination mechanism (three aspects in a tourism
system) based on the demands and needs of tourists
as a customer (customer oriented branding).
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