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ABSTRACT
The purpose of this study was to determine the possibility of Malaysian gastronomic products
specifically Malaysian hawker’s food as the centered motivation to travel to a place. A model
was adapted to assess the Malaysian hawker’s food image, food attributes satisfaction and
behavioral intention of the largest component of international tourists which was Singapore
tourists. The results indicated that Malaysian hawker’s food possessed clear and positive
images on “Food price”, “Delicious”, “Easy access” and “Well presented” but is rather
unclear on the images of “Sufficiency of seats”, “Attractive eating surrounding”, “Variety of
food choice”, “Many ethnic hawkers food” and “Use of herbs and spices”. Tourists were
satisfied relatively higher on the elements of “Cultural experience” and “Price” but were
relatively lower on the element of “Cleanliness and food safety”. In terms of intention, most
of the items achieved an average mean score over 3.00 which indicated that the tourists did
not have much negative perception and were relatively satisfied over Malaysian hawker’s
food. Regression analyses revealed that food image and food attributes satisfaction were
significantly predicted tourists’ behavioral intentions. The findings suggested that Malaysian
hawker’s food can be upheld as unique Malaysian food and strengthens the notion of repeat

visitation to savor Malaysian food. Practical and theoretical contributions are discussed, with

future research suggested.
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CHAPTER 1

INTRODUCTION

1.1 Background of the Study

The World Tourism Organization (UNWTOQO) define tourists as visitors whom travel out of their
home to another place and stay not more than one consecutive year for leisure, meeting,
relaxation or visiting friends and relatives. Tourism has become one of the world’s largest and
fastest growing industries. The tourism industry is global and a rapid growing industry and
contributes to the economic enhancement as well as generating employment opportunities, apart
from contributing to the development, especially in a developing country like Malaysia. Based
on the 10" Malaysia Plan, the tourism industry is expected to contribute RM115 billion on GDP
with two million jobs created in the year 2015 (New straits times, 10 March 2011). The Tourism
sector has been recognized by the government as a major source of revenue and a catalyst for

Malaysian economic (The star, 2 May 2012).

ARRIVALS RECEIPTS (RM)

25.72 Million 65.44 Billion

Million Billion

> Million 8.6 Billion

Figure 1.1

Tourist arrivals and receipts to Malaysia



The contents of
the thesis is for
internal user
only



BIBLIOGRAPHY

AbKarim, M.S., Chua., B.L., & Salleh., H. (2009). Malaysia as a Culinary Tourism
Destination: International Tourists’ Perspective. Journal of Tourism, Hospitality & Culinary
Arts: 63 — 77

AbKarim, M.S., Ling., L.Q., Othman., M., Adzahan., N.M., & Ramachandran, S. (2010).
Relationships Between Malaysia Food Image, Tourist Satisfaction and Behavioural Intention.
World Applied Sciences Journal 10 (Special Issue of Tourism & Hospitality): 164 — 171

AbKarim, M.S., Chua, B.L., Aman, R., Othman, M., & Salleh, H. (2011). Food Image,
Satisfaction and Behavioral Intentions: The case of Malaysia’s Portuguese Cuisine. International
CHRIE Conference-Refereed Track. July 29, 2011, Paper 13.

Alonso, A. D., & Northcote, J. (2010). The Development of Olive Tourism in Western
Australia: A Case Study of an Emerging Tourism Industry. International Journal of Tourism
Research , 696-708.

Ang, K. I., & Foo, S. (2002). An exploratory study of eating patterns of Singapore
children and teenagers. Health Education, Volume 102, Number 5, pp. 239-248.

Ardabili, F., S., Rasouli, E., Daryani, S., M., Molaie, M., & Sharegi, B., (2011). The role
of food and culinary condition in tourism industry. Middle-East Journal of Scientific Research
Vol 9 (6): 826-833

Avieli, N. (2005). Roasted pigs and bao dumplings: Festive food and imagined
transnational identity in Chinese-Vietnamese festivals. Asia Pacific Viewpoint , VVol.46, No.3,
281-293.

Baloglu, S. (1997). The relationship between destination images and sociodemographic
trip characteristics of international travelers. Journal of Vacation Marketing, 3, 221- 233.

Baloglu, S. & Mangaloglu. M. (2001). Tourism destination images of Turkey, Egypt,
Greece, and Italy as perceived by US-based tour operators and travel agents. Tourism
Management, 22, 1-9.

Bojanic, D.C., Rosen, L.D., (1994). Measuring service quality in restaurants: an
application of the SERVQUAL instrument. Hospitality Research Journal 18 (1), 3-14.

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A Dynamic Process
Model of Service Quality: From Expectations to Behavioral Intentions. Journal of Marketing
Research, 7-27.
Cantarero, L., Espeitx, E., Lacruz, M. G., & Martin, P. (2013). Human food preferences
and cultural identity: The case of Aragon (Spain). International Journal of Psyhology , VVol.48,
No.5, 881-890.

76



Chi, C. G.-Q., & Qu, H. (2008). Examining the structural relationships of destination
image, tourist satisfaction and destination loyalty: An integrated approach. Tourism Management
, 624-636.

Chi, C. G.-Q., Chua, B. L., Othman, M., & Karim, S. A. (2013). Investigation the
Structural Relationships Between Food Image, Food Satisfaction, Culinary Quality, and
Behavioral Intentions: The Case of Malaysia. International Journal of Hospitality & Tourism
Administration, 14:2, pp. 99-120.

Chuang, H.-T. (2009). The Rise of Culinary Tourism and Its Transformation of Food
Cultures: The National Cuisine of Taiwan. The Copenhagen Journal of Asian Studies, 27(2), 84-
108.

Clark, M., Wood, R.C., (1998). Consumer loyalty in the restaurant industry: a
preliminary exploration of the issues. International Journal of Contemporary Hospitality
Management 10 (4), 139-144.

Coban, S. (2012). The effects of the Image of Destination on Tourist Satisfaction and
Loyalty: The Case of Cappadocia. European Journal of Social Sciences, 29(2), 222-232.

Constantin, S. (2012). Gastronomic Traditions and Eating Habits in the Far East. Cactus
Tourism Journal , Vol. 3, Issue 2, 54-60.

Correia, A., Moital, M., Costa, C.F., & Peres, R. (2008). The determinants of
gastronomic tourists’ satisfaction: a second-order factor analysis. Journal of Foodservice. 164 —
176

Daya, S. (2010). Eating, serving, and self-realisation: food and modern identities in
contemporary Indian women’s writing. Social & Cultural Geography, Vol.11, No.5, 475-4809.

D'Sylva, A., & Beagan, B. L. (2011). ‘Food is culture, but it’s also power’: the role of
food in ethnic and gender identity construction among Goan Canadian women. Journal of
Gender Studies, Vol.20, No.3, 279-289.

Echtner, C. & Ritchie, J. (1993). The measurement of destination image: An empirical
assessment. Journal of Travel Research, 31(Spring) 3-13.

Edwards, P. A. (2012). Global Sushi: Eating and Identity. PGDTn , 211-225.

Everett, S. & Aitchison, C. (2008). The role of food tourism in sustaining regional
identity: A case study of Cornwall, South West England. Journal of Sustainable Tourism, 16(2),
150-167. doi: 10.2167/ jost696.0

77



Fields, K. (2002). Demand for the gastronomy tourism product: Motivational factors. In
A. Hjalager and G. Richards (eds.), Tourism and Gastronomy (pp.37-50). London: Routledge.

Gregoire, M.B., Shanklin, C.W., Greathouse, K.R., Tripp, C., (1995). Factors influencing
restaurant selection by travellers who stop at visitor information centres. Journal of Travel and
Tourism Marketing 4 (2), 41-50.

Goodall, B. (1988). How tourist choose their holidays: An analytical framework. In B.
Goodall and G. Ashworth (Eds), A Marketing in the tourism industry: The promotion of
destination regions (pp. 1-17) London: Routledge.

Guthrie, J. & Gale, P. (1991). Positioning ski areas. In New Horizons Conference
Proceedings, pp. 551- 569. Calgary: University of Calgary.

Hall, M. & Mitchell, R. (2000). “We are what we eat”. Food, Tourism and Globalization.
Tourism, Culture and Communication, 2(1), 29-37.

Horng, J.-S., & Tsai, C.-T. (2012). Culinary Tourism Strategic Development: an Asia-
Pacific Perspective. International Journal of Tourism Research, 14, 40-55.

Horng, J.-S., Liu, C.-H., & Tsai, C.-Y. (2012). The role of international tourist
perceptions of brand equity and travel intention in culinary tourism. The Service Industries
Journal, Vol. 32, No. 16, 2607-2621.

Ignatov E, Smith S. (2006). Segmenting Canadian culinary tourists. Current Issues in
Tourism 9(3):235-255

Jaiswal, G. S., Sapra, N., Patil, J. A., & Lama, N. (2013). A Study on the Precursors for
Gastronomic Satisfaction of Tourists in Malaysia. Journal of Social and Development Sciences ,
Vol 4, No. 1,pp. 6-15.

Jalis, M.H., Zahari, M.S.M., lzzat, M., & Othman, Z. (2009). Western Tourists
Perception of Malaysian Gastronomic Products. Asian Social Science. 5(1): 25 — 36

Jalis, M.H., Usman, S.B., Zahari, M.S.M., Zulkifly, M.l., & Othman, Z. (2010).
Malaysian Gastronomic Products: Analysis on Western Tourists Level of Consumption and
Experiences Based on Gender and Age. International Conference on Science and Social
Research. December 5-7, 2010, pg 1346 — 1349.

Jamaludin, M., Johari, S., Aziz, A., Kayat, K., & Yusof, A. R. (2012). Examining
Structure Relationship between Destination Image, Tourist Satisfaction and Destination Loyalty.
International Journal of Independent Research and Studies, Vol.1, No.3, pp 89-96.

78



Jang, S., Ha, A., & Silkes, C. A. (2009). Perceived attributes of Asian foods: From the
perspective of the American customers. International Journal of Hospitality Management , 29,
63-70.

Jenkins, O., (1999). Understanding and measuring tourist destination images. The
International Journal of Tourism Research, 1(1), 1-15.

Joan C. Henderson, Yun, O.S., Poon, P., Biwei, X. (2012). Hawker centres as tourist
attractions: The case of Singapore. International Journal of Hospitality Management , 849-855.

Johns, N., & Pine, R. (2002). Consumer behaviour in the food service industry: a review.
Hospitality Management, 119-134.

Johns, N., Tyas, P., (1996). Use of service quality gap theory to differentiate between
foodservice outlets. Service Industries Journal 16 (3), 321-346.

Johns, N., Tyas, P., Ingold, A., Hopkinson, S., (1995). Investigation of the perceived
components of the meal experience using perceptual gap methodology. Progress in Hospitality
and Tourism Research 2(1), 15-26.

Kara, A., Kaynak, E., Kucukemiroglu, O., (1995). Marketing strategies for fast food
restaurants: a customer view. International Journal of Contemporary Hospitality Management 7
(4), 16-22.

Kim, Y. H., Kim, M., & K.Goh, B. (2011). An examination of food tourist's behavior:
Using the modified theory of reasoned action. Tourism Management Vol 32, Issue 5, 1159-1165.

Kim, Y. G., Eves, A., & Scarles, C. (n.d.). Motivations regarding local food and
beverages in tourism.

Kim, H., (1996). Perceptual mapping of attributes and preferences: an empirical
examination of hotel food and beverage products in Korea. International Journal of Hospitality
Management 15 (4), 373-391.

Kotler, P., Bowens, J. & Makens, J. (2002). Marketing for hospitality and tourism (3rd
ed). New Jersey: Prentice Hall.
Kotler, P., Haider, D. & Rein, I. (1993). Marketing Places. New York: Free Press.

Law, R., Cheung, C., & Lo, A. (2004). The releveance of profiling activities for
improving destination marketing strategies. International Journal of Contemporary Hospitality
Management. 16 (6): 355 — 362

Lee, Y.L., Hing, N. (1995). Measuring quality in restaurant operations: an application of
the SERVQUAL instrument. International Journal of Hospitality Management 14 (3), 293-310.

79



Sarunya Lertputtarak, S. (2012). The Relationship between Destination Image, Food
Image and Revisiting Pattaya, Thailand. International Journal of Business and Management.
7(5): 111-122.

Ling, S. N., & Liew-Tsonis, J. (2012). The Effect of Perceived Food Image and Overall
Satisafaction Among Tourists in Sabah. BIMP-EAGA Conference, (pp. 1-23)

Lucy, M. L. (2004). Culinary Tourism (Lexington: University of Kentucky Press, 2004).
ISBN 0-8131-2292-9. 306 pp.

Malaysia, F. T. (2011). Food Tour Malaysia. Retrieved November 14, 2013, from
www.foodtourmalaysia.com

Malaysiafood.net. (2013). What Is Malaysian Food? Retrieved Jan 22, 2014, from
http://www.malaysianfood.net/

Mclntosh, E. (1995). American food habits in historical perspective, Westport, CT:
Praeger.

Mendes, J. d., Valle, p. O., Guerreiro, M. M., & Silva, J. A. (2010). The tourist
experience: Exploring the relationship between tourist satisfaction and destination loyalty.
Original Scientific Paper, VVol.58, pp 111-126.

Mohamed, B. (1994). Image of Malaysia as a Tourist Destination as Perceived by
Japanese Travel Agents. Unpublished Master Thesis. Japan: Rikkyo University.

Narayan, U. (1997). Dislocating cultures: Identities, traditions and Thrid-World
feminism. New York and London, Routledge.

Munan., H. (2010) New York: Benchmark Books, pp. 28

Nunnally, J. C. and Bernstein, 1. H. (1994). Psychometri Theory. New York: McGraw-
Hill.

Oers, P. V. (n.d.). From 'mass & fast' to 'small & slow' - the development of
ecogastronomic tourism. International Journal of Management Cases , 134-140.

Oh, H., Jeong, M. (1996). Improving marketers’ predictive power of customer
satisfaction on expectationbased target market levels. Hospitality Research Journal 19 (4), 65—
85.

Omar, S. R, karim, S. A., & Omar, N. (2014). Exploring International Tourists' Attitudes

and Perceptions: in Characterizing Malaysian Heritage Food (MHF) as a Tourism Attraction in
Malaysia. International Journal of Social Science and Humanity , VVol. 5, No. 3, 321-329.

80



Oum, Y. R. (2005). Authenticity and representation: cuisines and identities in Korean-
American diaspora. Postcolonial studies , VVol.8, No.1, 109-125.

Pang, F., & Toh, P. S. (2008). Hawker food industry: food safety/public health strategies
in Malaysia. Nutrition & Food Science, Volume 38, Number 1, pp. 41-51.

Parasuraman, A., Zeithaml, V.A., Berry, L.L. (1986). SERVQUAL.: a multiple-item scale
for measuring customer perceptions of service quality. Marketing Science Institute, Working
Paper Report No 86- 108, Cambridge, MA.

Pettijohn, L.S., Pettijohn, C.E., Luke, R. (1997). An evaluation of fast food restaurant
satisfaction: determinants, competitive comparisons and impact on future patronage. Journal of
Restaurant and Foodservice Marketing 2 (3), 3—20.

Rob, L., Catherine, C., & Ada, L. (2004). The releveance of profiling activities for
improving destination marketing strategies. International Journal of Contemporary Hospitality
Management , 355-362.

Roozbeh, B., Ng, S., & Boo, H. (2013). Effect of food experience on overall satisfaction:
comparison between first-time and repeat visitors to Malaysia. International Food Research
Journal , 20(1): 141-146.

Ryu, K., & Jang, S. C. (2006). Intention to experience local cuisine in a travel
destination: The modified theory of reasoned action. Journal of Hospitality and Tourism
Research, 30(4), 507-516.

Ryu, K., Lee, H.R., & Kim, W.G. (2012) The influence of the quality of physical
environment, food, and service on restaurant image, customer perceived value, customer
satisfaction, and behavioral intentions. International Journal of Contemporary Hospitality
Management. 24(2): 200 — 223

Shariff, N. M., & Abidin, A. Z. (2013). Community Attitude Toward Tourism Impacts:
Developing a Standard Instrument in the Malaysian Context. Journal of Social Science Research,
386-397.

Sims, R. (2009). Food, place and authenticity: local food and the sustainable tourism
experience. Journal of Sustainable Tourism, 17(3), 321-336. doi: 10.1080/09669580802359293

Sirgy, M. & Su, C. (2000). Destination image, self congruity, and travel behaviour:
Toward an integrative model. Journal of Travel Research, 38(4), 340-352.

Stevens, P., Knutson, B., Patton, M., (1995). DINESERVE: a tool for measuring service
quality in restaurants. Cornell Hotel & Restaurant Administration Quarterly 36 (2), 56-60.

Taylor, M., & Muir, C. (2012). Towards Defining Culinary Tourism Tourism in the
Caribbean. Journal of Eastern Caribbean Studies, Vol.37, Nos. 3 and 4, pp 133-140.

81



Tefft, M. (1995). The healthy menu. Foodservice and Hospitality 27 (12), 18-109.

Tsai, C.-T. L. (2013). Culinary Tourism and night markets in Taiwan. International
Journal of Business and Information, VVolume 8, Number 2, 257-268.

Tsai, C.-T., & Horng, J.-S. (2012). Exploring marketing strategy of culinary tourism
development in Hong Kong and Singapore: A resource-based theory. Asia pacific Journal of
Tourism Research, Vol. 17, Issue 3, pp 277-300.

Uma Sekaran. (2003). Research Methods for Business: A Skill Building Approach , 4th
Edition. New York, USA: John Wiley & Son, Inc.

Wan, Y. K., & Chan, S. H. (2013). Factors that Affect the Levels of Tourists' Satisfaction
and Loyalty towards Food Festivals: a Case Study of Macau. International Journal of Tourism
Research , 15, 226-240.

Wang, H.-Y. (2011). Exploring the factors of gastronomy blogs influencing readers'
intention to taste. International Journal of Hospitality Management, 503-514.

Yahya, S. (2000). Foreign Consumer Perception of Tourism Services. Pertanika J.Soc,
Sci, & Hum. 8(1): 7 - 17

Y.H. Kim et al. (2011) An examination of food tourist’s behaviour: Using the modified
theory of reasoned action. Tourism Management. 32: 1159 — 1165

Yun, D., M.Hennessey, S., & MacDonald, R. (2011). Understanding Culinary Tourists:
Segmentations based on past culinary experiences and attitudes toward food-related behavior.
International CHRIE Conference (pp. 1-13). Amherst: ScholarWorks@UMass Amherst.

Zahari, M.S.M., Jalis, M.H.Zulfifly, I.M.,Radzi, M.S., & Othman, Z.(2009).
Gastronomy: An opportunity for Malaysian Culinary Educators. International Education Studies.
Volume 2, No.2. May 2009

Zahari, M. S., Kamaruddin, M. S., Kutut, M. Z., & Langgat, J. (2011). The Level of
Alteration of Ethics Native Food: (A Case of Sarawak, Malaysia). International Journal of
Humanities and Social Sciences , VVol.1, No. 6, 137-144.

Zainal, A., Zali, A.N., & Kassim, M.N. (2010). Malaysian Gastronomy Routes as a
Tourist Destination. Journal of Tourism, Hospitality & Culinary Arts. Chapter 2: 15 — 24

Ziauddeen, H., Subramaniam, N., Gaillard, R., Burke, L., Farooqi, I., & Fletcher, P.
(2012). Food images engage subliminal motivation to seek food. International Journal of
Obesity , 1245-1247.

82





