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FOREWORD 

 

This book was developed out of a series of papers presented at a colloquium at UIN Mataram, 

Lombok, Indonesia in conjunction of 5-day UiTM Melaka tourism department’s academic visit 

to Lombok on October 2019 and I am grateful to the organizers of the colloquium for the 

opportunity to air my views expressed here.  Many twists and challenges were encountered 

throughout the process of publishing this book. This inaugural book chapter project has 

received a very encouraging response from many contributors. A total of 22 manuscripts were 

received. Thus, a total of 22 selected credible reviewers out of 120 applications were 

appointed to improve and provide suggestions on the content of the articles. However, after 

going through the screening and peer reviewed process, only 13 manuscripts received 

acceptance for publication with minor revisions. Others had to be rejected due to quality 

factors. However, in the final stage, only 8 manuscripts were returned to the editorial board.   

 

Honestly, many aspects of the content in this book can be improved. Although the issues 

brought are not thoroughly novel and cutting edge, at least the subjects raised can provide 

ideas for further investigation. Many aspects of tourism between Malaysia and Indonesia that 

are not explored in the writing of this book such as commodification of tangible and intangible 

heritage management between Malaysia-Indonesia, Islamic tourism issues in Lombok, 

Indonesia-Malaysia, and the development of rural tourism that is actively implemented in 

Indonesia. Not forgetting the topic between nature disasters and tourism that can also be 

explored.  The pandemic Covid-19 topic is not fully worked on in the book. Although, the 

editorial received a total of 10 manuscripts on the topic of Covid-19, however, all of them 

faced major quality drawbacks that made it difficult to publish. 

 

However, some of the topics presented in the writing of this book chapter provide fresh 

inspiration to continue further empirical studies. For example, a community study on the role 

of the Sasak tribe in supporting the tourism industry as well as a study of the potential of 

health tourism between Malaysia and Indonesia. Several ideas on the issues and challenges 

of smart tourism and e-sports are also highlighted which are now gaining popularity among 

generation Z.  Studies on tourist satisfaction in West Nusa Tenggara are also discussed.  In 

addition, a study of the desire to travel and the emotions of tourists during the Covid-19 

pandemic was also explored. Although the writing in this book chapter is not the finest, the 

editorial has tried to publish a quality article after countless editing hours by the committee. 

The editorial welcomes readers to forward any suggestions for the improvement of this book 

chapter. 

 

Mohd Hasrul Yushairi b. Johari 

Chief Editor 
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ABSTRACT 
 
Tourism activities at Sade cultural village has contributed to some negative consequences.  The 
uniqueness of Lombok village began to experience significant quality degradation in social, cultural, 
economic, and environmental aspects due to unplanned and uncontrolled tourism activities.  The 
local community still lives poor because they only rely on tourism despite owning a large amount of 
fields and rice fields that can be profitable if they were managed properly.  It was unpleasant when 
there is also lack of efforts to develop and preserve cultural heritage such as local wisdom in Sade’s 
arrangement, community participation in the development and preservation of cultural heritage in 
Sade village.  Sasak tribe responses towards support to tourism development is essential so that 
their concerns are heard, thus reduce their resentment towards the gradual encroachment of modern 
development into their area.  The study employs Emotional Solidarity Theory and Personality Traits 
Theory to investigate the impact on their perceptions of tourism which explain support for tourism 
development.  The study would utilize structured face-to-face interview aimed at several Sasak 
respondents who actively participate in tourism activities.  Results are expected to reveal the level 
of sympathetic understanding, emotional closeness and welcoming nature that influence their 
attitudes towards tourism development while the effect of males and females with differing emotional 
solidarity dimensions. Findings are also predictable to expose the effect of welcoming nature, 
emotional closeness and their sympathetic understanding on their different personalities of 
agreeableness, extraversion, openness to experience, conscientiousness, and neuroticism in 
handling tourists. 
 
© 2021, FPHP KBM, UiTM Melaka, All rights reserved 
 
Keywords: Sasak tribe, personality traits, tourism development, Sade village, Lombok 
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1.0  INTRODUCTION 
 
Lombok is one of the two main islands in Nusa Tenggara Barat (NTB) or 
West Nusa Tenggara Province sandwiched by Bali and Sumbawa Island 
with extraordinary natural and cultural beauty. Geographically, Lombok 
is dominated by Mount Rinjani at the north-central part with height 
reaches 3,726 meters above sea level, makes it the third-highest volcano 
in Indonesia. The native population of Lombok or the Sasak people are 
mostly Moslem who substantially practice Islamic teaching and local 
culture.  In Lombok there are about 3,676 large mosques and 5,184 small 
mosques (Syamsi, 2020) hence makes it popular with the tagline “island 
of a thousand mosques“. The natural beauty of panorama, culture, and 
customs turns Lombok as one of the well-known destinations among 
foreign countries. It has become one of the tourism destinations in 
Indonesia that is mostly admired, equal to Bali (Firdausi et al., 2017). The 
identity of the local people such as the practice of traditions of ancestral 
heritage can be found on the island (Jefry Maulidi, 2019).   
 
Based on the regional character, NTB Province demonstrates several 
economic potentials i.e. agriculture and animal husbandry, mining, and 
tourism. In the case of Lombok tourism industry, the government is 
striving to increase the role of tourism to generate income and regional 
economic growth.  NTB is also one of the five provinces designated as 
leading destinations besides North Sulawesi, South Sulawesi, West 
Sumatra, and East Nusa Tenggara (Yanuar, 2019). Indicators in Leading 
Tourism Destinations are based on attractiveness, facilities (tourism and 
public facilities), accessibility, market potential, community support, the 
strategic position of tourism in regional development, and the Regional 
Tourism Development Master Plan (RIPPDA).   
 
In 2014, based on Minister of Culture and Tourism Regulation, the 
Mandalika region in Central Lombok Regency has been established as 
a Special Economic Zone (KEK) for tourism covering an area of 1,035.67 
Ha (Estriani, 2019), thus designated as a tourism- economic zone that is 
expected to be a world-class tourist destination.  This is certainly a form 
of support from the central government in supporting the beauty and 
cultural richness of Lombok which have a positive impact on local 
community economic growth. Furthermore, in terms of transportation and 
infrastructure, the government has commenced international flight routes 
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by Air Asia airlines that produce positive effect on the development of 
tourism business in Lombok.  Lombok flight routes with three cities 
namely Kuala Lumpur, Singapore and Perth have proven to increase the 
number of tourists. The number of tourist arrivals from Perth in 2019 
increased to 425% compared to 2018. The comparison of the number of 
tourists in 2018 (January-September) was 2,633 people and in 2019 is 
13,814 people (Chafid, 2019). This data shows that the addition of 
international flight routes has a positive impact on tourism in Lombok.  
 
The local government is currently trying to develop the concept of 
integrated tourism to fulfil the tourist’s needs for transportation, 
accommodation, food and drink, attractions/tourist destinations, and 
souvenirs. These needs will certainly thrive other needs as well and 
creating an economic multiplier impact. For example, the demands of 
accommodation or hotels will require food and drinks to be served to 
hotel guests, the hotel staff needs to be competent, furniture to 
complement the interior of the hotel, etc. If all of these needs are met by 
production or business in NTB Province, it will bring up economic 
potential including; Increase regional own-source revenue (PAD); 
Encourage increase demand for agricultural/livestock products; 
Encourage the increase in the output of Small and Medium Industries 
(IKM) and also increasing workforce needs (BI, 2019) 
 
 

2.0 BACKGROUND OF STUDY 
 
Lombok tourism not only limited on natural tourism but also on cultural 
and regional tourism destination (Malihahsetiadi, 2018).  Sade Village is 
a tourist attraction that realizes the benchmark of the cultured village in 
order to implement vision and mission that have been designed by 
parties involved in the making of the tourist attraction (Yenti et el., 2018). 
Sade is a village located in Rembitan Village, Pujut, Central Lombok 
regency. In 2019, the NTB government established Sade as one of the 
tourist villages of 99 villages appointed in the Governor's Decree and 
became the focus of development in the next 5 years. Unfortunately, the 
uniqueness of Lombok village began to experience significant quality 
degradation in social, cultural, economic, and environmental aspects; 
due to unplanned and uncontrolled tourism activities (Karjaya et al., n.d.). 
The local community still lives poor because they only rely on tourism 
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despite owning a large number of fields and rice fields that can be 
profitable if they were managed properly (Sari & Nugroho, 2018).  There 
is also lack of efforts to develop and preserve cultural heritage such as 
local wisdom in Sade’s arrangement, community participation in the 
development and preservation of cultural heritage in Sade village (Muaini 
et al., 2021). 
 
Tourist attractions in Sade village were first established by the 3rd 
Indonesian president, BJ Habibi in 1990. Soon after that, tourism in the 
settlement began to flourish since local people and even people from 
other regions started promoting their weaving crafts, capuk (batik 
headband), and Sasak’s traditional clothing (Yenti et al, 2018). Sade 
community in Mandalika area also receives special attention by the NTB 
Government when their village was declared as a cultural village under 
Regional Regulation of the Province of NTB No.7 of 2013 (Database, 
2016).  The development of the Sade Village as a tourist destination was 
assumed to provide a direct impact on improving the local economy and 
the surrounding area (Irfan & Suryani, 2017). Sade became a West Nusa 
Tenggara icon because it has a unique way to maintain its authenticity 
and keep up to its custom. The uniqueness of the locals can be seen 
from four aspects namely, cultural, religious, social and economic 
aspects.  This cannot be denied, because tourism offers very 
economically beneficial for the people of Sade village. 
 
Currently, Sade is inhabited by 150 families with a population of 
approximately 700 people and most of the residents has a blood 
relationship between cousins. In general, Sasak tribe works as farmers, 
craftsmen, weaving sellers, as well as local guides (Mardatillah, 2015). 
Another interesting daily activity is the habit of the community of mopping 
the floor of the house every evening using cow dung/buffalo which is still 
wet without using a hand cover. This tradition is believed to be able to 
reject disaster.  
 
 

3.0 RESIDENT-TOURIST RELATIONSHIP 
 
In 1975, Doxey had proposed an Irritation Index or known as the Doxey 
Irridex model to examine the growing possibility of negative impacts in 
tourism destinations (Mazni Aznan & Siti Suriawati, 2015). This model 
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was used to measure the evolution of the relationship between tourists 
and the locals and it suggests that at a certain period, the number of 
tourists will eventually stop growing and may decrease because the 
locals become more intimidated by tourists (Mazni Aznan & Siti 
Suriawati, 2015). Within that, there were several recent studies that used 
Doxey Irredex model to measure residents’ attitude (Vargas-Sánchez et 
al., 2014) and host perceptions (Diedrich & Garcia-Buades, 2009; 
Sharpley, 2014). 
 
In addition, there were several theories have been published in which it 
can be used to determine the relationship between community residents 
and destination tourists (Moghavvemi, Woosnam, et al., 2017). 
According to Ward and Berno (2011), social exchange theory is arguably 
to be the most utilized framework. It includes other theories such as an 
integrative theory of cross-cultural adaptation (Lee & Woosnam, 2010), 
social representations theory (Moscardo, 2011), and the contact-
hypothesis theory (Tomljenovic, 2010). However, the resident-tourist 
relationship's theory is the most recent theory that was used as it initially 
developed by Woosnam and Norman (2009) and tested by Woosnam 
(2011). In the presence of Durkheim’s theory, it postulates that 
possessing similar beliefs, engaging in similar behaviours, and 
interacting are all necessary to experience emotional solidarity with 
others and he claimed a feeling of solidarity occurs when individuals 
possess similar beliefs, engage in similar activities, and interact with 
each other (Moghavvemi et al., 2017). By applying Durkheim’s theory in 
the context of tourism, it can be said that as residents share beliefs and 
behaviors and interact with tourists, emotional solidarity will be forged 
with such tourists Woosnam and Norman (2009). Even though the 
emotional solidarity has been considered a precursor to residents' 
attitudes of both positive and negative forms of tourism impacts 
(Woosnam, 2012) as well as residents' attitudes about tourism 
development (Hasani et al., 2016), the construct has not been 
considered an antecedent of residents' level of support for tourism 
development. 
 
3.1  Conceptual Framework 
 
The theoretical underpinning that the researchers will utilize is Emotional 
Solidarity Theory and Personality Traits Theory. 
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3.1.1 Emotional Solidarity Theory 
 
According to Woosnam (2011), Emile Durkheim was the first one who 
proposed the Emotional Solidarity Theory and was conducted among 
Aboriginals in Australia in 19th century. It was his idea to find the most 
fundamental religious attributes by observing and keeping detailed 
accounts of life among the most primitive form of religion of which he was 
aware. He also claimed that every religion has followers in which they 
shared same beliefs with one another and engaged in similar practices 
which served to strengthen the solidarity of its followers. In addition, he 
also claimed that a sense of solidarity between individuals was based on 
anyone who possessed similar beliefs, engaging in common behaviours, 
and interacting with one another. In the context of tourism, this theoretical 
framework can explain the degree of closeness between residents and 
tourists as the residents can share beliefs, behaviours and interact with 
tourists. Thus, an emotional solidarity can be forged within such tourists.   
According to Woosnam and Norman (2009) and Woosnam (2011), 
welcoming nature, emotional closeness and sympathetic understanding 
are the factors of Emotional Solidarity Scale (ESS).  
 
The host community who welcomed tourists will most likely to have 
personal attentiveness in the industry and tend to appreciate the benefits 
obtained from tourism development (Woosnam, 2012). Generally, host 
community are proud of themselves especially in terms of culture and the 
contribution to their local economy. According to Hasani et al., (2016) 
and Woosnam (2012), welcoming nature has been shown as the 
vigorous factor of emotional solidarity that could predict host community 
support in tourism development. In terms of personality traits, host 
community who has a high level on the openness to experience trait 
would most likely express a high score of welcoming nature of tourists 
because Kuo, Cheng, Chiu, and Cho (2015) have mentioned that 
openness to experience refers to an individual acceptance in adapting 
and learning to change. Hence, the host community would want to be 
exposed to new ideas and show attentiveness in learning about tourists. 
However, neurotic individuals tend to have a higher degree of hesitation 
especially in making tourism decisions and express regret as they may 
not interact with the tourists (Huang, Gursoy, and Xu, 2014). It is 
expected that the neurotic community is normally anxious, sensitive to 

file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Woosnam,_K._M.
file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Hasani,_A.,_Moghavvemi,
file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Woosnam,_K._M.
file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Kuo,_N._T.,
file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Huang,_L.,_Gursoy,
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risk, and distressed when interacting with new tourists and they may 
avoid from associating with tourists (Tanford, Raab, & Kim, 2013).  
 
Often in tourism destinations, residents and tourists are having some 
emotional closeness of one another (Moghavvemi et al., 2017). For 
emotional closeness, Woosnam (2012) identified that residents realized 
that they will receive the benefits of tourism and showed a higher level of 
support to the industry if they had created friendships or bonds with the 
tourists. For example, a relationship which can be developed through 
interaction and sharing beliefs and behaviours with one another 
(Woosnam et al., 2009; Woosnam & Aleshinloye, 2018). A greater 
frequency of positive interactions would help in fostering such closeness 
among residents and tourists (Woosnam & Aleshinloye, 2015). 
Nonetheless, according to Wang and Xu (2015), the residents' emotional 
closeness level with tourists depends on their self-perception as well as 
tourists’ travel behaviours.  According to Ying & Norman (2014), in terms 
of personality, if the residents get along well with others, they exhibit a 
high level of agreeableness trait and intentionally seek to be emotionally 
closer to tourists. 
 
As Woosnam, Norman, and Ying (2009) had stated, sympathetic 
understanding is where both host community and tourist see the world 
resulting from putting themselves in each other shoes. Canton and 
Santos (2008) declare that this is to lessen the effect of seeing others as 
strangers, though some host community felt empathetic toward tourist. 
This is because once host community having relationship or interaction 
with tourists, they will be capable to understand that many tourists will 
need to get to know the community’s culture and conserve ways of life of 
the community (Besculides, Lee, and McCormick, 2002). This has been 
supported by Draper, Woosnam, and Norman (2011) that a deeper 
understanding on the impact of tourism can be achieved by studying the 
empathy of the host community.  Host community tend to be thoughtful, 
warm, supportive, courteous, accommodating, keep away from any 
dispute resulting from possessing high level of agreeableness (Ying & 
Norman, 2014). Tan, Der Foo, and Kwek (2004) state that, when a 
person who are exceptionally agreeable, would have a positive view of 
other people with whoever people that they interact with. 
 

file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Tanford,_S.,_Raab,
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For Liu & Du (2013), effective community agreeableness can be 
identified when the community engage in the conversation with other 
members. Also, it is said to be presented as host community feel a 
psychological attachment toward other community members, a sense of 
belonging in their community, comfortable with exchanging ideas with 
other community members, and participating in community activities 
(Kang, Lee, Lee, & Choi, 2007). Nunkoo and Ramkissoon (2011) stated 
that tourists able to experience many benefits in finding out host 
community commitment toward the destination and to observe how their 
contribution could be considered as part of the revitalization effort. In fact, 
host community's participation such as trust, localized cooperation, and 
networking can enhance the success of tourism development 
(Schroeder, Zimmermann, & Formiga, 2016). Liu, Tzeng, and Lee (2012) 
further highlight that many government authorities depend on the 
commitment of host community to attain sustainable tourism 
development and obtain the benefits from the openness to tourism 
experience.   
 
3.1.2 Personality Traits Theory 
 
According to Westerhoff (2008), in 1970s, there were two research teams 
who discovered that most human personality traits can be described 
using five dimensions which are openness, agreeableness, neuroticism, 
conscientiousness and extroversion. These five dimensions also known 
as “Big Five Personality Traits”. Many researchers have been conducting 
research about behaviours and personalities of individuals. Personality 
is the overall characteristic and traits that make an individual and what 
make them different from each of person. Values and beliefs of an 
individual play an important role of one’s decision-making since it is made 
up from personality traits that were developed by education, innate 
nurturing and socialisation (Murugesan & Jayavelu, 2017).  
 
The personality refers to the unique and relatively stable pattern of 
behaving and thinking across different situations. Each individual has a 
unique pattern and way of thinking in different type of situations. 
Personality defines how individuals adapting to different situations in their 
life by having distinct pattern of thought, behaviours, and emotions that 
distinctively characterize themselves different from others. While there 
are many personality dimensions within the personality traits, but the Big 

file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Liu,_L.,_&
file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Kang,_I.,_Lee,
file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Nunkoo,_R.,_&_1
file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Schroeder,_R._V,
file:///C:/Users/User/Desktop/FYP/CHAPTER%202/chapter%202%20(1).docx%23_Liu,_C._H.,
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Five consisting of extraversion, conscientiousness, neuroticism, 
openness to experience and agreeableness has been observed as the 
most stand out dimension compared to others and being used broadly 
within the tourism study (Ying and Norman, 2014). 

 
One of the traits, i.e extraversion is individuals who are likely different in 
involvement in social, energy level and assertiveness compared to other 
people (Soto, 2018). Individuals who are highly extraverted are likely to 
enjoy socializing with other people, are being able to express themselves 
to others and usually experiencing positive psychological emotions which 
include enthusiasm and excitement regarding the activity they did. While 
in contrast, individual who is introverted are usually to be emotionally and 
socially reserved (Soto, 2018). Kuo, Cheng, Chiu and Cho (2015) argue 
that industry that has been selling service as their product are relying on 
people skills, which mean individuals who possess high extraversion 
most likely to be productive.  On the contrary, negative emotion of an 
individual will cause emotional instability (Myers, Sen, Alexandrov, 2010) 
A person that exhibits high level of neuroticism will be more depressed, 
anxious and unstable (Yoo and Gretzel, 2011). Huang, Gursoy, Xu 
(2014) mention that neurotic person is increasingly worried with the 
negative outcomes when buying tourism product as they are creating 
more product-related data and information. According to Ying & Norman 
(2014), in terms of personality, if the residents get along well with others 
and have a prosocial orientation, they exhibit a high level of the 
agreeableness trait and intentionally seek to be more emotionally close 
to tourists.  
 
Significantly, Kuo, Cheng, Chiu and Cho (2015) express agreeableness 
as individual who is cooperative, trusting, kind, warm and amicable.  
Myers, Sen, Alexandrov (2010) support that when an individual possess 
high degree of agreeableness, they are trying to explore some 
information so that they will achieve good performance. In fact, the 
agreeableness attribute is closely related to the tourism industry as it 
ensures great connection between their customer (Kuo, Cheng, Chiu and 
Cho, 2015). In addition, a person who have high level of agreeableness 
is likely to positively influence accomplishment of a salesperson in the 
tourism sector. Furthermore, whenever a tourist possesses high level of 
agreeableness, they will tend to seek out information before going for 
their trip.  Opposed to this, residents may not feel obligated to be close 
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with tourists when an individual is more conscientious, they may not be 
willing to take the risk of forging friendships with new tourists (Lee & 
Tseng, 2015).   
 
While considering tourist data and information towards search behaviour, 
they tend to reduce negative emotion throughout the planning process.  
The quality of conscientiousness is an essential personality characteristic 
that is important for individuals in the tourism industry (Tracey, Sturman 
and Tews, 2007).  According to American Psychological Association 
(2007), conscientiousness is one’s tendency to be hardworking, 
organized and responsible. It is the process of an individual to follow rules 
and norms (Roberts, Jackson, Fayard, Edmonds, & Meints, 2009). 
Hence, someone who possesses high level of conscientiousness deems 
to be responsible, reliable, organized and very detailed (Fayombo, 2010; 
Rose, Ramalu,Uli, and Kumar, 2010).  However, residents may not feel 
obligated to be close with tourists when an individual is more 
conscientious, i.e they may not be willing to take the risk of making 
friendships with tourists (Lee & Tseng, 2015).  
 
As Woosnam, Norman, and Ying (2009) stated, sympathetic 
understanding is established when both host community and tourist 
understand each other, having the empathy skills (Draper, Woosnam and 
Norman, 2011), and have a positive view of other people (Tan, Der Foo, 
& Kwek, 2004). This is because once the host community interacts with 
the tourists, they will be able to understand that many tourists would want 
to know the community’s culture and ways of life (Besculides, Lee, and 
McCormick, 2002).   On this note, Tan and Tang (2013), assert that 
openness to experience refers to individuals’ receptivity to learning, 
novelty and change in which these individuals are going to be intuitive 
that they are relying on such perceptions and personal experiences to 
formulate thoughts and intentions. In addition, a person who is more 
open to experiences would be more willing to share their experiences 
and ideas with others via social media following their visit (Tan & Tang, 
2013). Nevertheless, this shows a proactive behavioural pattern in 
capturing travel experiences (Black, Organ, and Morton, 2010). Ong and 
Musa (2012) claimed that the openness to experience trait can directly 
influence attitudes concerning tourism phenomena.   
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3.1.3 Attitudes  
 
The level of community attachment among the residents can forecast 
attitudes about tourism development because residents who are strongly 
committed to their community are more involved and exposed to tourism 
impacts (Besculides, Lee, & McCormick, 2002). Such personality traits 
of agreeableness and openness to experience (Myers et al., 2010; Rose 
et al., 2010) portray the willingness of an individual to embrace 
differences and appreciate new experiences. Myers, Sen, Alexandrov 
(2010) support that when an individual possesses a high degree of 
agreeableness, they are trying to find out information so that they will 
achieve good performance. The agreeable attribute is closely related to 
the tourism industry as it ensures a great connection between their 
customers (Kuo, Cheng, Chiu & Cho, 2015). It is important to consider 
the residents’ attitudes in efforts to foster more sustainable tourism 
planning and development (Hung, Sirakaya-Turk, and Ingram, 2011). 
Thus, there is a significant linked of positive and negative attitudes of the 
residents towards the level of support for tourism development in many 
studies (Lepp, 2007; Latkova & Vogt, 2012).  
 
According to Nunkoo and Ramkissoon (2011), it was stated that tourist 
destinations were able to experience many benefits should the host 
community commit themselves toward destination development. Their 
participation such as trust, cooperation, and networking can enhance the 
success of tourism development (Schroeder, Zimmermann, & Formiga, 
2016; Liu, Tzeng, & Lee, 2012). In another spectrum, Soto (2018) 
highlights extravert or outgoing individuals vary in their involvement in 
social, energy level and assertiveness compared to other people. They 
tend to be likely to enjoy socializing with other people, being able to 
express themselves and usually experiencing positive enthusiasm and 
excitement in their activities. Besides, someone who possesses a high 
level of conscientiousness is said to be responsible, reliable, organized 
and very detailed (Rose, Ramalu, Uli and Kumar, 2010). While in 
contrast, an introverted individual is emotionally and socially reserved 
(Soto, 2018). Kuo, Cheng, Chiu and Cho (2015) indicate that individuals 
with high extraversion would most likely to be productive. As opposed to 
neurotic individuals who are more emotionally unstable, i.e. feel 
depressed and anxious, Yoo and Gretzel (2011); Huang, Gursoy, & Xu 
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(2014) mention that neurotic person worried too much with the negative 
outcomes when buying the tourism product.   

 
Rivera, Croes and Lee (2016) state that tourism may affect human capital 
through social arrangements in which affects the distribution of costs and 
benefits and social ranking. Regarding the cost benefits of tourism 
development, residents often known the benefits are usually from job 
creation, better incomes, existing facilities and infrastructure 
improvement and chances to meet new and interesting people.  All those 
came together with costs such as crowding, increased costs, higher 
taxes, etc (Moghavvemi, et al., 2017). Therefore, it is important to 
consider the residents’ attitudes to adopt more sustainable tourism 
planning and development (Hung, Sirakaya-Turk, and Ingram, 2011). By 
encouraging positive attitudes toward tourism developments, it leads to 
pro-tourism behaviours (Lepp, 2007).  
 
Kwon and Vogt (2010) revealed that there is a positive relationship 
between residents' attitudes to place marketing and tourism product 
development. However, it is claimed that even though many researchers 
investigated the antecedents of residents' support for tourism 
development, ambiguity surrounds the relationship between residents' 
overall attitudes and support (Prayag et al., 2013). According to 
Moghavvemi et al., (2017), there are two problems that exist which are 
the measurement issue and the interchangeable use of the terms attitude 
and support which hampers understanding of the nature of this 
relationship. In this study, ‘tourism development’ is the object and 
‘support for tourism development’ is the resultant behaviour 
(Moghavvemi et al., 2017).  Many researchers have been conducting out 
research about the behaviors and personalities of individuals. Values and 
beliefs of an individual play an important role in one’s decision-making 
(Murugesan & Jayavelu, 2017). In 1975, Doxey proposed an Irritation 
Index or known as the Doxey Irridex model to examine the growing 
possibility of negative impacts in tourism destinations (Mazni Aznan & 
Siti Suriawati, 2015).  
 
This model measured the relationship between tourists and the locals 
and it suggests that the number of tourists will eventually stop growing 
and may decrease because the locals become intimidated by tourists 
(Mazni Aznan & Siti Suriawati, 2015). Several studies utilized the Doxey 
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Irredex model to measure residents’ attitudes (Vargas-Sánchez et al., 
2014) and host perceptions (Sharpley, 2014). Besides, other work that 
investigates the relationship between community residents and tourist 
destination was reported by Moghavvemi et al. (2017). Ward and Berno 
(2011), utilized social exchange theory to understand the interaction 
between host and guest relationships. Other researchers applied the 
integrative theory of cross-cultural adaptation (Lee & Woosnam, 2010), 
social representations theory (Moscardo, 2011), and the contact-
hypothesis theory (Tomljenovic, 2010). Woosnam and Norman (2010) 
have conducted several studies on the resident-tourist relationship by 
employing Durkheim’s theory. They suggest that possessing similar 
beliefs, engaging in similar behaviors, and interacting are all necessary 
to experience emotional solidarity with others.  
 
By applying Durkheim’s theory in the context of tourism, it is presumed 
that when residents share beliefs and behaviors and interact with tourists 
that they relate their emotional closeness, sympathetic understanding, 
and openness to experience that finally form the emotional (Woosnam 
and Norman, 2010). Even though the emotional solidarity has been 
considered a vanguard to residents' attitudes of both positive and 
negative forms of tourism impacts (Woosnam, 2012), the construct has 
not been considered residents' level of support for tourism development. 
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Figure 1: Study framework 
Modified from Moghavvemi et al. (2017) 

 
 

Such complexities of emotional solidarity and personality traits variables 
are intertwined with each other which might lead to different kinds of 
attitudes of people that affect the level of support towards tourism. Kwon 
and Vogt (2010) revealed that there is a positive relationship between 
residents' attitudes and tourism product development. However, even 
though many researchers investigated residents' support for tourism 
development, much ambiguity surrounds such a relationship (Prayag et 
al., 2013). According to Moghavvemi et al., (2017), the detail of what kind 
of attitude that support tourism development is still not clear. Even there 
are also different opinions between genders. According to Nunkoo et al., 
(2010), previous studies found that gender can affect host community 
attitudes toward tourism development. Nunkoo and Gursoy (2012) assert 
that males and females have a different perception of overall tourism 
impacts, tourism quality effect, and support for tourism development. 
Nunkoo et al. (2010) stated that female was more worried about the 
negative effect brought by the tourism development because the female 
is more liable to care about families and society in general, as tourism 
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has the potential to destroy each of these. However, male exhibits a 
positive attitude concerning tourism activity as they experienced many 
economic advantages from it. Nunkoo and Gursoy (2012) found 
something similar whereby they also concluded that females perceive 
more negative impacts than men.  Thus, the following hypotheses are 
proposed: 
 
H1. There is a significant effect between Sasak level of sympathetic  
understanding and their attitudes toward tourism support.  
H2. There is a significant effect between Sasak community level of 
emotional closeness with tourists and their attitudes toward tourism 
support. 
H3. There is a significant effect between Sasak level of welcoming nature 
with tourists and their attitudes toward tourism support. 
H4. There is a significant effect between Sasak residents’ attitudes 
toward tourism development and their support for tourism. 
H5. There is a significant relationship between Sasak tribe personality 
with the effect sympathetic understanding, emotional closeness and 
welcoming nature each have on the relationship between attitudes about 
tourism and support for tourism development. 
H6a. There is a significantly different between the effect of sympathetic 
understanding on attitudes toward tourism support among males and 
females. 
H6b. There is a significantly different between the effect of emotional 
closeness on attitudes toward tourism development among males and 
females. 
H6c. There is a significantly different between the effect of welcoming 
nature on attitudes toward tourism development among males and 
females. 
 
 
4.0  SURVEY INSTRUMENT & METHODOLOGY 
 
A questionnaire for this study will be developed based upon previous 
instruments developed by Moghavvemi et al. (2017). The questionnaire 
consists of three sections, i.e. section A, B and C. Section A covers ten 
demographic questions in which the respondents will be asked about 
gender, age, length of residency in Sade village, involvement in tourism, 
education level, annual household income, marital status, occupation 
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and tribe. Total household income and educational level will be 
operationalized as categorical variables. Income categories ranged from 
"no response given" to "IDR14,000,000.00 or more." The educational 
level also will be operationalized as a categorical variable. The 
educational level categories range from "no formal qualification” to 
“university (graduate school/professional degree)". Section B comprises 
six set questions on attitudes toward tourism development such as 
welcoming nature, emotional closeness, sympathetic understanding, 
community commitment, attitude towards tourism and support. 
Respondents will be requested to give a score to each of the six attributes 
using a 5-point Likert scale which range from strongly disagree (1) to 
strongly agree (5). All attributes will be used to identify their attitude 
towards tourism development as well as to the tourists.  Section C 
involves five set of questions on personality traits such as extraversion, 
agreeableness, conscientiousness, neuroticism and openness to 
experience.  The respondents will be requested to give a score to each 
of the five attributes using a 5-point Likert scale which ranged from 
strongly disagree (1) to strongly agree (5). The purpose of these 
questions is to identify whether the tourists and tourism development 
affect their personality traits or not.  A Cronbach’s Alpha value will be 
recorded in assessing the reliability of the instrument of the study.   
 
Sasak tribe is easily identified around Sade village.  There are around 
700 inhabitants in the cultural village and 150 households. The 
respondents will be told to score their answers by a recall and/or 
flashback technique on what they had experienced from tourism 
involvement. Respondents younger than 18 will be excluded.  It is 
expected respondents might find some difficulties filling up the 
questionnaire as they cannot read or understand English. For that 
reason, the researchers will need to ask question by reading for them 
one by one and help them to complete the questionnaire.  The distribution 
of questionnaire forms will be carried out during the daytime between 
8am to 6pm.   A simple random technique will be used in distributing the 
questionnaire to the Sasak tribe.  The respondents will be selected from 
those who encountered with tourists.  Respondents will be approached 
at the Sade cultural village and informed about the purpose of the survey 
before they are given the questionnaire.  Data will be analysed based on 
descriptive, Pearson correlation and multiple linear regression to 
investigate the relationship between variables.  
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5.0 CONCLUSION 
 
Sasak tribe who will be likely to demonstrate a high welcoming nature 
attitude would feel that the tourists would benefit them so much.  The 
aborigine community probably gain a better economic income because 
they participate in tourism activities.  It is learnt that their high welcoming 
nature and hospitality towards are their strength to entice visitors. During 
the researchers visit to the cultural village, majority of them enjoyed 
interacting with tourists that they have demonstrated a high emotional 
closeness attitude.  They are likely to maintain good attitude, as well as 
affection to others and killed the stereotype among people who afraid to 
engage with aborigines.  They are motivated about the potential fortune 
and wealth that the tourism industry going to contribute in their local 
community.  Perhaps, tourism has strengthened their bonding with each 
other.    The busy activities at the cultural village appeared that the tribe 
support tourism development as they are happy and proud to see how 
the tourists had so much interest with their community and culture.  For 
theoretical contribution on the Big five personality traits dimension, Sasak 
ethnic are inclined to display positive outcomes for extraversion, 
agreeableness, conscientiousness, neuroticism and openness results.  
Sasak aborigines are very committed and hardworking in their job. There 
are motivated of the positive economic income received since high 
wages increase their energy and enthusiasm.  However, their 
agreeableness to help people around them are yet to be investigated.  
Furthermore, it is doubtful that the indigenous community likely to keep 
on doing their job until the task is finished. In assessing their level of 
neuroticism (emotionally unstable), the tribe needs to undergo further 
examination to understand whether they could handle their negative 
emotions to find some inner peace.   
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ABSTRACT  
 
Health tourism is used widely to explain different market segments among tourists who are looking 
for medical treatments and wellness activities. The Health tourism industry plays an important 
economic position for both Malaysia and Indonesia. Each country has significant attributes to 
become dominant health destination in the South East Asia region. In line with that, relying on 
various benefits such as travel accessibility, affordable medical cost, and quality healthcare services, 
Malaysia is seen as a strong contender for a medical tourism destination in ASEAN. On the other 
hand, Indonesia is well-known for its wellness strengths that foster Complementary and Alternative 
Medicines (CAM), a leader of luxury spas, and uses of natural herbs/jamu in medical treatment and 
beauty care. Therefore, the paper is prepared by employing literature analysis to recognize the 
potentials of these two countries in health tourism to become leading destinations in the future.  
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INTRODUCTION  
 
Health tourism is known as a fast-growing sector of contemporary 
tourism today. At present, there is a growing number of hospitals and spa 
destinations in the world. This is due to the growth of consumer interest 
in the health industry. Health tourism is known as a niche tourism 
segment that representing both medical and wellness activities.  (Smith 
and Puczkó, 2008) summarised that medical tourism involved people 
who travel to receive treatment on a diagnosed disease, ailment, or 
condition or seek enhancement.  While wellness tourism involved healthy 
people, who travel to strengthen their well-being. They participate in 
various activities that enhancing physical, mental, and emotional benefits 
and prevent any health issues.  
 
The Organization for Economic Cooperation and Development (OECD) 
proposed that the world's number of medical tourists has reached 50 
million, and an annual increase of 25% is expected in the next decade. 
According to Thomas (2019), the medical tourism industry is estimated 
to be worth USD180 billion globally by 2023. In addition, in 2017 global 
medical tourism market was valued at nearly USD 15.5 billion and 
expected to expand at a CAGR of around 8.8% between 2018 and 2024. 
The industry is projected to generate revenue of around USD 28.0 billion 
by the end of 2024 (Zion Market Research, 2018). Other than that, Global 
Wellness Economy Monitor (2018) reported that the wellness industry is 
valued at USD639 billion market in 2017 and is projected to achieve 
USD919 billion by 2022. The research center also confirmed that 
wellness tourism has grown by 6.5 percent per annum between 2015–
2017. The growth is more than twice as fast as tourism overall. It is also 
important to note that domestic and international wellness tourists also 
were found to pay more on their trips compared to other tourism 
segments.  
 
Over the past decade, Malaysia and Indonesia have emerged as the 
fastest-growing health travel destinations in the world. Malaysia is ranked 
the 8th medical travel destination in the world with USD350 million in 
value in 2018 (Global Wellness Economy Monitor, 2018). Malaysia is 
also recognized as one of the main competitors in the ASEAN Medical 
market behind Singapore and Thailand with total estimated earnings of 
USD318 in 2017 (KPMG Medical Tourism Industry Focus, 2018). 
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Indonesia, on the other hand, is familiar with its performance in the 
wellness sector. Global Wellness Economy Monitor (2018) has placed 
Indonesia and Malaysia as the top 10 wellness destinations. Indonesia 
has ranked at number 7 a point ahead of Malaysia. Furthermore, the 
Global Wellness Economy Monitor (2017) reported that Indonesia has 
entered 17 in the Top 20 Wellness Tourism Market 2015 with wellness 
expenditures amounting to USD5.3 billion, 5.6 million wellness tourism 
trips, and direct employment of 0.52 million. Based on the number of 
wellness trips, it has shown the average annual growth rate for 2013–
2015 was 18.7% for the wellness industry in Indonesia. Apart from that, 
developing countries in Asia today are in the race to strengthen the 
socioeconomic development and infrastructural growth of health tourism 
(Sharifabadi and Ardakani, 2014). It is in line with the increased demand 
for this sector and its potential for national economic growth.  
Therefore, the objective of this paper is to provide an understanding of 
health tourism and analyze the contributing factors for the rise of health 
tourism in Malaysia and Indonesia. Looking at the competitive and 
comparative advantages, Malaysia and Indonesia have a potential 
market for domestic and international health tourists. This paper 
compares the strength of each country in the health sector and how it 
helps to become one of the contributors to the national economy.   
 
HEALTH TOURISM  
 
The term of health tourism is widely used to explain two groups of tourists 
(medical and wellness), represented two different fundamental needs. 
IUTO (1973) stated that health tourism is a requirement of health facilities 
using the natural resources of the country, mineral water, and climate. 
Also, Goodrich and Goodrich (1987) defined health tourism as 
establishing a tourism facility or destination to attract visitors by 
purposefully promoting its healthcare services, facilities, as well as 
medical amenities. Goeldner (1989) and Hall (1992) emphasized three 
characteristics in the definition of health tourism. These include travelers 
staying away from home, the main travel motivation is for health 
purposes and travel activities were done in a leisure environment. Hall 
(1992) additionally identified five specific market segments for the health 
tourism sector. 
1. Leisure tourism such as sun and fun activities. 
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2. To participate in healthy activities, but health is not the primary 
reason. 

3. The primary motive for travel is health tourism 
4. Travel for massages, sauna, spa, and wellness activities 
5. Travel for medical treatment, dental care, or other health tourism. 
Moreover, Bennett, King, and Milner (2004) suggested that health 
tourism include the following types of journey: pilgrimages to major rivers 
for physical and spiritual cleansing; Travelling to warmer climates for 
health reasons; cruises which offer specific health treatments; 
government encouragement of the use of local medical services by 
international visitors; ‘thalassotherapy’ centers; ‘sanitorium, which 
involves hospital centers catering not only for the ill but also offering 
accommodation, stress reduction programs and the like to patients’ 
families; and visiting a health resort for health-related activities or medical 
treatments.  
 
To summarize the definition of health tourism, Lunt et al., (2011) 
proposed that anyone travels outside the place of residence, that are 
aimed to purchase medical services or improve physical and/or mental 
health, and that includes the consumption of various tourism services. 
Medical tourism and health tourism are very often meant as synonymous. 
However, medical tourism is understood as a legacy of health tourism.  
There is an obvious difference between these two terms outlining their 
basic features. Medical tourism is related to a situation when a consumer 
decides to travel across international borders, having the intention of 
receiving some form of medical treatment. Such treatment can include a 
full range of medical services, but very often consists of elective surgery, 
dental care, fertility treatment, and cosmetic surgery (Uygun and Ekiz, 
2018). According to Lunt et al., (2011), the key features of the new 21st 
Century style of medical tourism have emerged today due to the following 
factors; the large numbers of people traveling for treatment; the shift 
towards patients from richer, more developed nations traveling to less 
developed countries to access health services; affordable, accessible 
travel and readily available information over the internet; and industry 
development where both the private business sector and national 
governments in both developed and developing nations have been 
instrumental in promoting medical tourism as a potentially lucrative 
source of foreign revenue. Mohite (2016) in his book added that the 
global growth in the flow of patients and health professionals, as well as 
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medical technology, capital funding and regulatory regimes across 
national borders, has given rise to new patterns of consumption and 
production of healthcare services over recent decades. 
 
Muller and Kaufmann (2001) deliberated that wellness tourism as being 
a subcategory of health tourism and distinguishes between ‘cure’ tourists 
and those who seek more general wellness. Wellness tourists may travel 
to undertake treatments quite like those who travel for medical purposes, 
but the motive of preserving their health is in contrast. Smith and Puczkó 
(2008) suggested that wellness tourism involves people who travel to a 
different place to proactively pursue activities that maintain or enhance 
their health and wellbeing, and who are seeking unique, authentic or 
location-based experiences or therapies that may not available at home. 
Tourism is an excellent driver to promote wellness since people are 
participating in many recreational activities while on vacation and 
normally those activities are undertaken by healthy people. According to 
Jagyasi (2006), to participate in wellness tourism, tourists usually stay in 
a particular destination where they will be provided with various health-
promoting physical activity, relaxation methods, and nutritious food in a 
comprehensive package. The aim is to improve health, fitness, quality of 
life, balance, and happiness, increasing relaxation and reducing stress. 
This has led to several holistic centres, spas, wellness retreats, spiritual 
pilgrimages and other form of healthy therapies setting up shop to bring 
in foreign, health-seeking people. 
 
THE STRENGTHS OF MEDICAL TOURISM IN MALAYSIA 
 
New forms of utilization and invention of healthcare services today have 
risen. The growth of patients traveling abroad to get treatments, 
increased number of professionals, medical technologies, capital 
funding, and better border regulations have helped the industry to grow.  
Amidst this exciting development, Malaysia has shown several attributes 
to be one of the main options for medical locations in South East Asia 
even though there is tight competition with neighboring countries like 
Singapore and Thailand. Penang, Kuala Lumpur, Selangor, and Melaka 
are recognized as the most popular medical destinations in the country. 
Most of the inbound medical visitors are coming from the ASEAN region, 
generally from Indonesia and Singapore with China and India not far 
behind (MHTC, 2019). 70% of medical tourism revenue for Penang and 
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Melaka was contributed by Indonesian patients, while Singaporean 
prefer Melaka and Klang Valley like Kuala Lumpur and Selangor for 
treatments (Shah, 2008). Besides, Malaysia Healthcare Travel Council 
(MHTC) has initiated a partnership program in 2018 with AirAsia to 
promote Penang as a medical tourism hub, especially for the Indonesian 
market. To achieve the objective of the collaboration, AirAsia Indonesia 
has extended their flight schedules to Penang twice daily from Jakarta, 
thrice daily from Medan, and thrice-weekly from Surabaya.  
 
Affordable medical cost is also a huge determinant to place Malaysia as 
a chosen destination for medical tourism.  Chandran, Mohamed, 
Zainuddin, Puteh, and Azmi (2017) recommended that competitive 
surgical costs with government subsidies, lower negligent costs, 
affordable cost of living, and reasonable exchange rates are the 
advantages of public and private healthcare services in Malaysia. 
Furthermore, Suwinski (2012) also established that medical segments in 
Malaysia focus on a middle-range group who are cost-conscious and 
particularly looking for cardiovascular and orthopedic procedures, and 
other treatments as well. 
 

Table 1: Cost Comparison for Major Surgeries (USD) 

 
Source: Malaysia Healthcare Chronicles 2009-2019: A 10 Year Journey of 

Malaysia's Healthcare Travel Industry (MHTC, 2019) 

 
Table 1 is presented to show the cost comparison for major surgeries 
offered by prominent health destinations in the world. It is shown that 

 

 US Cost Costa 
Rica 

India Malaysia Mexico Singapore South 
Korea 

Taiwan Thailand 

Average Savings  45-65% 65-90% 60-80% 40- 60% 25- 40% 25-45% 40- 65% 50-75% 

Coronary artery 
bypass graft (CABG) 

$92,000 $31,500 $9,800 $20,800 $34,000 $54,500 $29,000 $27,000 $33,000 

Valve replacement-
bypass 

$87,000 $28,000 $11,900 $15,000 $26,500 $46,000 $38,000 $22,000 $19,000 

Total hip-replacement $31,000 $15,300 $9,400 $12,500 $14,200 $21,400 $21,600 $14,000 $16,500 

Total knee-
replacement 

$28,000 $14,200 $7,200 $7,800 $12,300 $19,200 $16,250 $13,400 $13,200 

Laminectomy $65,000 N/A $9,500 $14,250 $22,500 $27,800 $24,200 $18,000 $16,000 

IVF cycle, excluding 
medication 

$12,500 N/A $3,300 $4,200 $5,800 $9,450 $7,500 $4,600 $4,000 

Gastric bypass $23,000 $10,500 $6,800 $9,250 $11,500 $14,800 $14,500 $12,700 $12,600 

implant porcelain 
bridge 

$21,500 $9,350 $6,850 $7,700 $9,300 $11,800 $9,900 $8,700 $9,300 

upper and 
lower Implant-supported 
dentures  

$11,500 $4,250 $3,300 $3,750 $4,100 $7,000 $5,650 $4,350 $3,700 

Full facelift $11,500 $4,900 $2,800 $3,300 $4,750 $7,850 $5,900 $5,250 $3,700 

Rhinoplasty $4,800 $2,600 $1,400 $2,800 $3,100 $3,500 $3,800 $3,200 $1,600 
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Malaysia and India are offering relatively low costs of major medical 
procedures compared to other countries. It is proven that Malaysia is 
offering reasonable costs for major surgeries. Also, it is important to note 
that the average savings of the medical cost in Malaysia are between 
60% to 80% which is much greater than its ASEAN competitors. Average 
savings for Thailand is between 50% to 75% while Singapore is between 
25% to 40% only. On top of that, MHTC (2019) also suggested that the 
costs of treatments in Malaysia are highly competitive, allowing travelers 
to receive quality medical treatment for a fraction of the cost in an exotic, 
tropical haven. 
 
Another key success of medical tourism in Malaysia is the level of quality 
healthcare services of its healthcare centers. Most of the private 
hospitals in Malaysia are internationally accredited by various 
organizations such as the Australian Council on Healthcare Standards 
(ACHS) and the Reproductive Technology Accreditation Committee 
(RTAC) of Australia, Malaysia Society for Quality in Health (MSQH), and 
the Joint Commission International (JCI). On average, 90% of doctors in 
participating hospitals are English-speaking professionals and were 
trained in western countries like Australia, UK, or the USA (MHTC, 2019). 
Additionally, Malaysia was awarded the Best Healthcare in the World 
according to International Living Annual Global Retirement Index in 2019 
(The Star, 2019). (Kumar and Hussian, 2016) also found that Malaysia is 
preferred by international medical tourists and foreign investors due to 
excellent service quality and cost affordability.  
 
For the past few years, private sectors have played an equally important 
role in strengthening the medical tourism industry. Many private hospitals 
in Malaysia have progressively executed several strategies to attract 
more foreign patients. This includes improving infrastructure, facilities, 
and equipment, obtaining international accreditation awards, improving 
websites with multi-lingual information, offering favorable cost packages 
for various medical treatments, and enhancing patients’ overall 
experience at the hospital (Chandran, Puteh, Zianuddin, Azmi, and 
Wong, 2018). Apart from that, several studies also confirmed that 
providing accurate and up-to-date information to patients, world-class 
services, and value for money treatments are among the important 
factors to attract and retain medical tourists in Malaysia (Sarwar, 2013; 
Kumar and Hussian, 2016). 
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ASSETS OF HEALTH TOURISM IN INDONESIA 
 
If medical tourism is propelled by travel accessibilities and competitive 
treatment costs with excellent service qualities, wellness is seen as the 
latest trend in the tourism sector today where travelers are willing to try 
different and unique treatments or services to pamper and rejuvenate 
their body and mind. Due to the growing interest of consumers in 
wellness trips, Indonesia has received encouraging revenue on wellness 
expenditure. Wellness tourism has attracted middle and upper-class 
travelers who are willing to spend money on various treatments and 
activities. Spa tourism, quality local gastronomic, authentic local 
experience, luxury resorts, and accommodation, as well as mind and 
body classes, are among the preferred events for wellness tourism. Also, 
a high-quality natural setting is the most important consideration for most 
wellness tourists in deciding on a wellness destination (Kurniawan, 
2018). That is one of the main reasons why Indonesia is becoming a 
prominent choice for travelers for wellness. This country is rich in flora 
and fauna, a tropical climate, and beautiful landscapes.  
 
In South-East Asia, spirituality achieved the highest importance, while 
medical treatments and services, as well as alternative treatments, were 
also important. In Indonesia, complementary and alternative medicine 
(CAM) were rated as important assets. It has been used widely by low- 
and middle-income societies to improve their health conditions (Wellness 
Tourism Worldwide Report, 2011). According to the Ministry of Health, 
Indonesia (2014) CAM is explained as a non-conventional treatment 
based on biomedical science and which has not been accepted in 
conventional medicine. Alternative treatments aim to promote, prevent, 
cure and rehabilitation. Ministry of Health, Indonesia (2014) confirmed 
that the Indonesian government has begun to integrate CAM into 
conventional medicine health services, especially in Public Health 
Centres since the early 2000s in the effort to promote the benefits of CAM 
towards medical practices. Liem, Newcombe, and Pohlman (2017) in 
their study have recognized 13 methods of CAM which include 
acupressure, aromatherapy, acupuncture, biofeedback, dietary 
supplements, music therapy, energy therapy, herbal therapy, massage 
therapy, meditation, hypnotherapy, religious/spiritual therapy, and yoga 
for which there is scientific evidence to support their use with 
psychological problems. These researchers also confirmed the 
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advantages of CAM in medical practices. For example, some CAM 
procedures have shown significant evidence to reduce stress, helps to 
minimize symptoms of attention deficit hyperactivity disorder (ADHD), 
smoking cessation, and therapy for depression and anxiety. Many health 
visitors decided to visit Asian countries for CAM purposes, especially 
Indonesia. Moreover, high-income countries like the USA and Australia 
have done aggressive research on the effectiveness of CAM treatments 
in healthcare. This has resulted in a significant amount of consumer 
spending on CAM trips. Global Wellness Economy Monitor (2018) 
reported that on average consumers worldwide spent about USD 
113million on CAM treatments in 2017 alone. According to the Ministry 
of Trade Indonesia (2009), there are several reasons for this growth. 
Firstly, there is a growing concern that over-dependence on chemical-
based medication and cosmetics may have unwanted side effects. 
Secondly, herbal extracts and traditional medicines are making a quiet 
entry into the pharmaceutical industry through what’s called 
phytopharmacology: herbal extracts which have been processed through 
modern pharmaceutical processes into a chemical-based medicine-like 
packaging. Thirdly is because of the rise of the food supplement 
segment. 
 
Other than that, Bali is known as one of the most popular destinations in 
Indonesia. It offers various tourism products and services to tourists. It is 
home to cultural heritage, water, and sports adventures, a gastronomic 
haven, and many more. Besides that, Bali has become a leader in a 
luxury spas in the Asia market. According to (Smith & Puczkó, 2008) spa 
tourism aims to promote body healing and relaxation using water-based 
treatments. These include saunas, steam rooms, mineral, and thermal 
pools. This treatment also helps to cure, recover, and unwind the body. 
Local-based and generic treatments have been the main factors for 
foreign tourists to choose Bali as their preferred spa destination 
(Darmawijaya, Sekarti, and Tirtawati, 2019). In their recent study, these 
researchers found that few interesting factors attract international tourists 
to visit wellness tourism in Bali. These include the exclusivity of traditional 
Balinese massage, magnificent natural settings, professional local 
practitioners, and availability of yoga and meditations at various locations 
on the island. Beautiful landscapes of Bali that consist of paddy fields, 
beaches, and mountains have attracted numerous numbers of luxury 
hotels and resorts that not only offer hospitality services but spa facilities 
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as well. Among popular areas in Bali that offer luxury resorts with unique 
spa services are Ubud, Nusa Dua, Jimbaran, and Seminyak.   
 
Ministry of Trade Indonesia (2009) indicated that the Indonesian Science 
Board has identified 30,000 out of 40,000 medicinal herbal plants in 
Indonesia. That is why several natural beauty companies and institutions 
have been invented in the country. In addition, Smith and Puczkó (2008) 
suggested that more than 150 possible natural ingredients are available 
in Indonesia to make health-giving drinks, cosmetics, medicines, and 
remedies. Ministry of Trade Indonesia (2009) also confirmed that 
Indonesia’s tropical environment has provided plenty of materials and 
helped in the development of exclusive beauty medicines. These 
ingredients are easily found in the natural areas of the country and 
among the popular herbs are coming from fruits, flowers, and vegetables. 
They have been used for generations for their therapeutic and cosmetic 
values. There are some herbs/jamu that available in Indonesia, their uses 
and medical benefits are prepared in the table below:  
 
Table 2: The Medical Benefits of Traditional Herbs/Jamu 
 

Herb/jamu Medical Benefits 

Betel leaf Its function includes antiseptic, commonly used for 
curing mouth ulcers, while its juice is used as a 
mouthwash. It is also used for dressing wounds, 
helping with acne, cough, and toothache. Betel 
leaf also possesses anti-bacterial properties on 
oral germs. Essential oils extracted from Betel leaf 
retards the growth of germs and fungi. 
Traditionally it is also used for helping with 
epistaxis. 

Rice Rice may be used to alleviate enteritis 
(inflammation of the small intestine) and as a 
substitute for milk given to newborn babies. Rice 
water may be used to cure diarrhea and to lower 
high blood pressure. 
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Pandanwangi  In traditional medicine, pandanwangi is used as 
one of the ingredients for curing rheumatic and 
neuropathy. 

Sugar Cane It is used for coughs, while its tonic and roots are 
used for helping with dysentery. In beauty care, it 
is used as a moisturizing agent and skin exfoliator, 
and as an agent for imparting minerals to the skin. 

Tamarind The tamarind is a popular spice in Indonesian 
culinary tradition. It is also used for making 
traditional Indonesian candies and jams. The 
beans and leaves of tamarind are useful to help 
alleviate cough, mouth ulcer, rheumatism, reduce 
fever, remove acne, and dress wounds. 

Pomegranate Traditional medicine prescribes that water 
obtained from boiling pomegranate flowers may be 
used for helping with gingivitis. Water obtained 
from boiling pomegranate fruits mixed with honey 
is used for dysentery. The skin of the 
pomegranate roots may be used as a vermicide, 
helping with diarrhea and dysentery. The 
pomegranate fruits meanwhile may be consumed 
as a slimming agent and blood washer during 
menstruation. As a slimming solution for new birth 
mothers, the pomegranate fruit is boiled together 
with the roots of Indonesian fruit such as 
rambutan, langsat (duku), papaya, alang-alang 
roots, and mangosteen. The juice obtained from 
boiling these ingredients is then consumed for 40 
days to help obtain a slimmer post-labor body 
shape 

Turmeric It is a common traditional medicine. It is used to 
alleviate stomach ulcers, abscesses, and 
rheumatism. It may also be used for stopping 
hemorrhage, seizure, itchiness and to cure 
gingivitis. Turmeric is highly effective to cure 
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irregular menstruation due to its blood-thinning 
property. 

Ginger  It is traditionally used for stimulating mucous 
membranes which makes it effective as an 
appetite enhancer and for the digestive system. 
Ginger may be used externally as salve/ liniment 
to help with rheumatism. It is also used to cure 
headaches and colic. 

Galangal Galangal is used in many energy drinks. It is also 
used as an ingredient in facial cold powder, which 
is used effectively as sunscreen. It is also 
consumed as a body slimming medication. 

Coconut The roots of the coconut tree may be used to help 
cure dysentery, cholera, diarrhea, erectile 
dysfunction, as a fever reducer, urine liquefier, 
detox, and some form of birth control. The coconut 
flower is useful for childbed fever and tending to 
wounds. The coconut water and milk are useful for 
neutralizing toxins in food, for curing yaws, TBC 
and eliminating dandruff. The coconut itself may 
be used to cure haemorrhoids, dressing wounds, 
and to ease constipation.  

 
Source: Indonesian Herbal – The Traditional Therapy (Ministry of Trade Indonesia, 2009) 

 
Based on Table 2, it can be seen that various clinical tests have been 
done by the Indonesian government to promote the benefits of traditional 
herbs that are available in the country.  It is proven that natural 
ingredients may help many illnesses and provide medical treatments too. 
Moreover, the Ministry of Trade Indonesia (2009) suggested that using 
natural herbs is safer and cost-effective because all these ingredients are 
available in the country and have grown into their key natural resources.  
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CONCLUSION  
 
Based on the explanation above, it can be concluded that both countries 
have significant positive components to grow rapidly and great capacities 
in the health tourism sector. Various potentials were identified, and each 
country has its strengths and qualities. However, the main limitation of 
the study is that it focused on literature assessment only. To validate 
each of the elements found in the report, an exploratory study is 
recommended. Also, as a suggestion for future research, a comparative 
study between these two countries on travel motivations relating to health 
travels should be conducted to provide a better understanding of their 
potentials as health tourism destinations.  
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ABSTRACT 
 
The tourism industry will make tourists’ splurge in the country they travelled. Tourists 
purchase items due to the desire for keepsake and tangible memories of their travelling 
experience. Moreover, tourists purchase items that may represent the destination or 
reminding them of the trip they had and the types of evidence or reminder are different 
according to people throughout their experiences and preferences. Therefore, tourists may 
purchase items which symbolic to the destination or shopping goods while travelling. 
Marketing mix used by marketers to produce the response they want to achieve from the 
target market. From the above notion, this study attempted to identify how marketing mix 
can influence tourist purchasing decision on symbolic items and determine overall tourist 
satisfaction. The results of this analysis contribute to the practical industry providing 
additional insights into factors that influenced the tourists purchasing decision  on symbolic 
items and overall satisfaction on products purchased. 
 
© 2021, FPHP, UiTM Melaka, All rights reserved 
 
Keywords: tourist purchasing satisfaction; marketing mix; symbolic items; 
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1.0 INTRODUCTION 
  
Tourism is a growing industry. According to World Tourism Organization 
(UNWTO, 2011) that in the past six decades, tourism has been the 
world's largest and fastest-growing economic sector as it continues to 
develop and expand. As for this, it can be stated that tourism is 
considered as an economic generic to the world. Moreover, tourism is 
not only about destinations but it involves the enjoyment of locations, 
meeting new people, contact, and connection between the host and the 
visitors (Ryan, 1990). Traveling is a new way for people to calm their 
minds and relax their bodies after a time of stress or everyday lives. 
UNWTO (2020) added that the percentage of year 2019 on international 
tourist arrivals has increased by 4 percent compared to last year. 
 
UNWTO (2020) reported that international tourist arrivals in 2019 for the 
world are approximately 1,462 million. As in Asia and the Pacific, it was 
recorded 361 million tourist arrival. Nomura (2002) mentioned that 
tourists' expenditure was classified roughly into lodging, recreational, 
transportation and shopping while travelling. To reinforce this statement, 
Kim, Timothy and Hwang (2010) has recognized shopping is 
fundamental in everyday life and while visiting other places. With the 
statement, the tourism industry at the destination will ensure that the 
international tourists would spend while they are travelling. Not only 
tourists spend on food and beverages but also on other products that 
could help to increase the country's' economy. 
 
Since the prehistoric era, trips and shopping has been a must activity 
(Timothy & Butler, 1995; Fairhust, Castello & Holmes, 2007). Not only 
that, shopping was a common and routine occurrence for people who 
went on a vacation and treated it as a holiday 'must-do' operation (Kim & 
Litrell, 2001; Oh et al., 2004; Timothy, 2005; Fairhust, Castello & Holmes, 
2007; Swanson & Timothy, 2012). 
 
Shopping is an enjoyable experience and can also be viewed as an 
inspiration for travel. Timothy (2005) mentioned that Butler (1991) noted 
the connection among shopping and tourism could divide into two 
categories: (1) shopping as their primary intention when travelling; (2) 
shopping as their secondary intention or option that being motivated by 
other activities. As categorized, the tourists still do the shopping but with 
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different intentions and depending on which attractions they are visiting. 
Moreover, shopping can be considered as pleasant activity while 
travelling due to the remembrance of the memories (Timothy, 2005). 
Hence, all purchased items been brought back to their hometown can be 
a memento or as their personal use. Tourists usually buy items that can 
represent their destination, or remind them of their trip. To reinforce the 
statement, Damrongpipat (2009) mention that the product that tourists 
purchase while travelling is as a symbol for them so it would make them 
always remember the destination. 
 
Despite that, Wilkins (2011) mentioned that it depends to the people 
experiences, preferences and others, that the types of evidence or 
reminder will be different. In this study, as to emphasize souvenirs into 
more varieties of products, it is being rephrased to symbolic items. This 
is supported by Swanson (2004), whereby symbolic items measured as 
common mementos for each event or experience, particularly when 
travelling. 
 
 

2.0 LITERATURE REVIEW 
  
Symbolic Items 
Travelling is considered as intangible as it cannot be seen or touch 
without experience it. As a remembrance of the trip, visitors may want to 
buy something that reminds them of the location they've been travel to 
and it will contribute to souvenir sales in the destination. This is being 
agreed by Swanson (2004) and Damrongpipat (2009), whereby 
mentioned that souvenirs can be mementos and as items to make the 
consumer remember about the memories when they are travelling. It can 
be the tangible evidence that tourists have experienced the trips 
(Swanson, 2004, Fairhurst, Costello and Fogle, 2007; Swanson & 
Timothy, 2012). The researchers also added that it helped the tourists to 
remember certain moments and destinations. As for that statement, it 
shows that tourists will buy symbolic items as a verification of the travel. 
Tourists usually purchase souvenirs or symbolic items to determine the 
enjoyment of their travel experience that they have had and making the 
symbolic items as a tangible memory (Timothy, 2005). Hence, the travel 
or vacation experience can be proven by bringing home symbolic items, 
which are souvenirs from those particular places. Previous studies 
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(Swanson & Horridge, 2004; Swanson, 2004) have categorised 
souvenirs into assorted categories, such as arts and crafts, gemstone, 
ornaments, leather goods, house wares, labels (e.g. plates, mugs, tea 
towels, and T-Shirts) of words and symbol or picture by the souvenirs, 
china, postcards. As for that, a souvenir is more than only handicraft but 
on what becoming symbolic to the destination. 
 
Moreover, the reasons for purchasing souvenirs is just not for a reminder 
but it can be as a gift giving toward loved ones or personal interest 
(Fairhurst et al., 2007). Oh, Cheng, Lehto and O'Leary (2004) have 
supported whereby tourists use the souvenirs as a gift as a meaning of 
relationship with others. In addition, in certain countries such as Japan 
feels that it is a tradition to bring souvenirs home after travelling. As 
mentioned by Kim and Litrell (2001), Nomura (2002), Kim, Timothy and 
Hwang (2011), the Japanese purchased souvenirs which called as 
Omiyage when they travel to provide gifts to associates, relations, 
neighbours and co-workers after a trip. 
 
Symbolic items can be in the type of typical neighbouring crafts or unique 
products in terms of packaging, product names, emblem, colours and 
other elements (Fairhurst et al., 2007; Litrell et al., 1994). Besides that, 
tourists seek products that are unique or symbol representation that is 
different from their place (Llyod, Yip & Luk, 2011; Paige & Litrell, 2003; 
Reisenger & Turner, 2002). 
 
Tourism in West Nusa Tenggara 
One of the provinces in Indonesia is West Nusa Tenggara Province. It 
consists of two islands with a variety of tourist destinations. The two large 
islands are situated in the west of Lombok and as in the east is the 
Sumbawa. Moreover, along with the unique culture of each island it 
becomes a paradise for domestic and foreign tourists. In addition, West 
Nusa Tenggara is a diverse and growing tourism attraction. With this, the 
region which has the main role of tourism or has the potential to establish 
national tourism has a major impact on one or more factors, such as 
economic development, social and cultural rights, natural resource 
ownership, environmental protection and safety and security (Amrullah, 
2014). With the potential of tourism, amenities such as hotels, culinary 
centers and others have also begun to develop. 
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In West Nusa Tenggara, it is recorded 1,204,556 international tourist 
arrivals for year 2018 (Dinas Pariwisata Provinsi NTB, 2020). As the 
number of tourists travelling to West Nusa Tenggara increases, it 
indicates that there are several components of tourist spending made by 
the tourists when they arrive to travel. 
 
There are some of the opportunities owned by West Nusa Tenggara 
developing tourism branding which are: (1) Object and tourist attraction; 
(2) accessibility facilities; (3) amenities facilities. 
 
Object and tourist attraction 
a. Nature tourism 
Lombok and Sumbawa are two islands in West Nusa Tenggara which 
store a lot of interesting destinations for tourists. The most tourism 
attraction in the areas is beach tourism. Dozens of beautiful beaches are 
noted from the western end of the island of Lombok to the eastern end 
of the island of Sumbawa. Some of the famous beaches in Lombok and 
Sumbawa are Senggigi beach, Trawangan beach, Kuta beach, Pink 
beach, Moyo beach and others. Each beach promotes different view that 
definitely will attract tourist to come. 
Moreover, besides the beaches, the nature attraction in the area also 
consists of plenty waterfalls and mountains such as Rinjani and 
Tambora. Rinjani itself have been nominated as the world's geopark by 
UNESCO as highest mountain in West Tenggara Barat and first active 
volcano (Bambang, 2008). 
 
b. Cultural attraction 
As an area consisting of diverse ethnic and ethnic groups, Lombok 
Sumbawa has a variety of cultures that can be a tourist attraction. There 
are several tribes such as Sasak, Balinese, Javanese, Samawa, Mbojo 
and Bugis in the West Nusa Tenggara that offer different culture. In 
addition, this area has also long been inhabited by ethnic migrants from 
outside the Malay family such as the Arabs and Chinese. With the 
diversity of tribes and ethnicities gave birth to a variety of cultures that 
are manifested in the frame of the Lombok Sumbawa Enchantment 
which is a West Nusa Tenggara tourist branding. 
 
With all these tribes that have different culture, it offers few cultural 
activities that become tourism attraction such as (1) religious ceremony 
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which provide activities for instance U'a Pua, Bau Nyale, Ogoh-ogoh 
parade and others, (2) variety of arts such as Slober, Jangga dance, 
Wura Bongi Monca dance, Rawa Mobjo and other art forms activity, (3) 
community traditions which offer traditions that being used in the West 
Nusa Tenggara and still being used to the date and become major 
attraction to tourist such as Nyongkolan tradition in Lombok, Ruah 
Segare, Ponan festivals and others. 
 
Accessibility Facilities 
As to sustain the development of tourism, the West Nusa Tenggara 
Provincial Government continues to build transportation access to a 
variety of reliable tourist sites that spread on the islands of Lombok and 
Sumbawa, as well as small islands. The transportation access includes 
land, sea and air transportation. Each transportation access brings 
benefits to all of the tourist attractions as it help to bring the tourists from 
all over the places and enjoy West Nusa Tenggara. 
 
Amenities Facilities 
Amenities are important in the tourism industry especially on places that 
provide the attractions as it considered as the supporting facilities to cater 
tourists who have come and visit the places. Amenities including with the 
accommodation such as hotels, resorts and also places to dine such as 
restaurants. Moreover, other amenities that are required in the places to 
support the tourism industry include restrooms, rest areas, clinics, 
parking bay, shopping places and others. 
 
 The amenities in West Nusa Tenggara were built according to the 
demand of the society and tourists. In year 2016, there are at least 824 
hotels ready to accommodate the tourists (Lombok Insider, 2016). Not 
only they provide accommodations, but there are a lot of shopping places 
selling an authentic and local product (Rahmadi, 2016) such as Desa 
Adat Sade, Mataram Craft Center, Sayang Sayang Art Market, Kute Art 
Market, Samping Mall Mataram and others. 
 
With this, it shows that people are coming to West Nusa Tenggara not 
only to enjoy the view that been offered but also to produce the symbolic 
items that can provide mementos or memory towards the places. This 
statement is being support by Swanson (2004) which agrees that every 
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items being sold and bought by tourists are a universal reminder for each 
moments in the destinations. 
 
Marketing Mix Dimensions 
Marketing can be characterized as designing, selling, promoting and 
distributing concepts, products and services to build markets that are 
capable of satisfying both customer and organizational goals (Evans & 
Mautinho, 1999). This is also supported by McDaniel, Lamb and Hair 
(2010) whereby marketing is a activity, a set of establishments and 
creating, communicating, and delivering which have value for clients, 
associates and society. 
 
Based on Constantindes (2006), the marketing mix first were described 
by Neil Borden in year 1964, which identified 12 convenient marketing 
elements that would provide a beneficial business operation if properly 
managed. Kotler and Armstrong (2011) restructured the marketing mix 
into 4P's as a controllable parameter, which likely influenced the 
purchasing decision of individuals due to most marketers accepted the 
marketing mix. 
 
 Kotler and Armstrong (2011) defined marketing mix as a set of 
controllable tactical marketing tools, which consist product, place, price 
and promotion known as 4P's that the firm blends it to produce the 
reaction of their objectives. However, Heuvel (1993) proposed that the 
marketing mix or known as service marketing mix should consist of 
product, price, place, promotion and personnel. Dolye (1994) also 
supported that in order to achieve the marketing objectives, factor of 
services and staff to position their products should be added into the 
marketing mix. The services and staffs factor can be categorized as 
human elements. 
 
Furthermore, purchasing decision does not only influenced by shop 
location, price value and the quality of the products, but it work in 
conjunction with high-quality staff and it will create a satisfy customer and 
the probability of inducing them to purchase and spend more money and 
return intention (Timothy, 2005). As for that, based on the literature 
reviewed especially by Damrongpipat (2006), this study are used only 
the 5P's service marketing mix. Hence, the marketing mix seems suitable 
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to explore the satisfaction and to look at either the variables that 
influenced purchase decisions (Damrongpipat, 2009). 
 
Product is the first element of marketing mix. The combination of goods 
and services will provide satisfaction to buyers (Truell, 2006). Product is 
defined as anything that offered to a market to reach for attention, 
acquisition, use or consumption that might satisfy the wants or needs 
(Kotler & Armstrong, 2011). In this context of study, the products refer as 
the symbolic items which offered to the tourists travelled in West Nusa 
Tenggara. 
 
 Moreover, based on Damrongpipat (2009) and Kotler and Armstrong 
(2011), variety of products can be sold to tourists either tangible or 
intangible. In addition, product quality, uniqueness and other commodity 
considerations have a major role to play in buying behavior (Anderson, 
1993; Damrongpipat, 2009; Llyod et al., 2011; Murphy et al., 2011). 
Next dimension in marketing mix is the price variable. Mak, Tsang and 
Cheung, 1999 and Sunström et al., 2011 mentioned price factor has 
relationship with the purchasing behaviour and tourists seek product that 
are value for money. Moreover, pricing is critical and it needs to be 
regarded not only based on the characteristics of the goods itself but also 
on the basis of the customer, which in this case is the point of view of the 
tourist (Soininen, 2007). Pechtl (2008) agreed that price and quality of 
product play important roles to make people shops. 
 
Next marketing mix is place as third variable. Place refers as putting 
merchandise in appropriate places with the suitable timing to be 
purchased by people (Truell, 2006). Moreover, Soininen (2007) added 
that place identify towards the suitable distribution channel is use to 
guarantee that the product availability is enough. Other than that, 
Jansen-Verbeke (1991) and Timothy and Butler (1995) mention that 
elements which location provide such as the uniqueness, ambiance of 
the store, settings and the attractive nature of the shops effect the 
purchasing behaviour of tourists and lead to their satisfaction level. 
Sunström et al. (2011) and Yuksel (2007) supported by mentioned that 
the ambiance of a shopping location is one of the reasons tourists 
purchase products at the destination. 
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As in West Nusa Tenggara, most of the symbolic items were distributed 
at tourist's attraction locations such as Desa Adat Sade, Mataram Craft 
Center, Sayang Sayang Art Market, Kuta Art Market, Samping Mall 
Mataram and others (Rahmadi, 2016). 
 
 Promotion is the fourth marketing mix dimension. Truell (2006) 
recommended organization need to plan promotional strategies carefully 
and use the proper tools in order being effective. Moreover, Soininen 
(2007) mentioned tourists are driven to buy items based on the 
illustrations, phrases, and sounds directed to appeal to emotions. 
Promotion according to Kotler and Armstrong (2011), is a communication 
process that has its remote program which consists of advertising, 
personal selling, sales promotion and public relation to promote products 
to tourists. This is also agreed by Damrongpipat, (2009) whereby 
indicates that promotion provides an impact and influence the purchasing 
decision of tourists. 
 
Lastly, the last element of marketing is the personnel. Based on Soininen 
(2007), this added point in the marketing mix is measured important 
because workforce generates relationship with the tourists to sell the 
products. Damrongpipat (2009) mentioned that personnel refers to the 
workforce in the organizations of business. As based by Boulakia (1999), 
it is claimed that the vendor is the key to the personal sales tactic. In 
addition, previous studies (Llyod et al., 2011; Murphy et al., 2011) agreed 
that knowledge and the hospitality shown gave an impact on purchasing 
behaviour and tourists are willing to spend more money on the products. 
Moreover, the finding of study by Damrongpipat (2009) showed that the 
marketing mix factors influenced the tourists purchasing decision and 
satisfaction level in Phuket, Thailand. Therefore, through the reviewing 
of the literature regarding the marketing mix, it can be said that marketing 
mix which considered as external stimuli. Thus, in view of the literature, 
this study is focusing on overall purchasing satisfaction among tourists 
in West Nusa Tenggara and factor influencing purchase decision through 
marketing mix on the symbolic items. 
 
Tourist Purchasing Behaviour 
Based on Litrell, Paige and Song (2004), shopping behaviour is divided 
into shoppers and non- shoppers. Timothy (2005) added that tourism and 
tourist activities, which include a form of consumption on shopping 
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activity which will lead into purchasing behaviour. This is supported by 
Hudson (2002) where the researcher define the behaviour as the study 
of why people acquire the products they do and how they decide to 
purchase it. Prior to that, among all definition stated by many 
researchers, Damrongpipat (2009) conclude that, the behaviour can be 
distinct as same as customer behaviour and shopping behaviour. 
 
Furthermore, Kotler and Armstrong (2011) mentioned also that 
purchasing behaviour consists of three important elements which are (1) 
marketing mix; (2) buyer's black box (buying decision process; and (3) 
buyer's responses. Furthermore, Kotler and Armstrong (2011) mentioned 
that the black box is mostly the crucial aspect that marketers need to 
know to sell their products successfully. This is because the black box 
consists of the decision process. It can be stated that they have a strong 
relationship in the decision making process and is the core concept 
(Damrongpipat, 2009; Demir, Kozak & Correia, 2011). 
 
Decision making was defined by Sproles and Kendell (1986) as mental 
point of reference which it characterized choices by the tourists (Wesley 
et al., 2006). The model looks into the behaviour of individuals to 
purchase a product. As in this study, it looked into the buyer responses 
either they are satisfies or not. 
 
Satisfaction 
Consumer will evaluate the products purchased and the services they 
received by determining the overall satisfaction (Assael, 2008). 
Futhermore, Assael (2008) added that satisfaction occur when the 
expectation meet the needs and wants. Based on the statements, it 
clearly determined that purchasing behaviour of individual will lead to 
satisfaction or dissatisfaction (Leingpibul, Thomas, Broyles & Ross, 
2009). Several researchers (Gunderson, Hyde & Olson, 1999; Ibrahim & 
Gill, 2005; McQuitty, Finn & Wiley, 2000) also acknowledge satisfaction 
appears after products are purchased and may create into customer 
loyalty. 
 
The post-purchased behaviour were defined as a process the consumer 
either satisfy or dissatisfy with the products they purchased (Kotler & 
Armstrong, 2011; McDaniel et al., 2010). From previous study (Anton, 
1996), there are many different definitions of satisfaction is being 
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proposed according to the scope but it can be concluded as the needs 
and wants of the consumer is being achieved as same as their 
expectation and perception, resulting future purchase and loyalty. 
 
Damrongpipat (2009) stated that satisfaction of consumers usually 
referred on the relationship of anticipation and experiences. Furthermore, 
the satisfaction of a consumer can also bring a good result of the 
products and marketers such as positive word-of-mouth, suggestion of 
the product and may attract new consumers towards the product also 
creating new or repeat customers (Akhter, 2010; Fairhurst et al., 2007; 
Leingpibul et al., 2009; Mahapatra, Kumar & Chauhan, 2010; 
Swarbrooke & Horner, 1999). 
 
Conceptual Framework 
 

 
 

Figure 1: Conceptual Framework of Tourist Purchasing Behaviour 
(Source: Damrongpipat (2009)) 
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3.0 METHODOLOGY  
 
Research Instrument 
A self-administrated questionnaire will be used to achieve the objectives 
of the study. The measurements will be adapted from Constantindes 
(2006) which the variables derived from the proposed marketing mix 
formation model by Heuvel (1993). A five-point Likert’s scale is utilized to 
measure the influenced factors on symbolic items which is the souvenir. 
Questions on the descriptive information such as products bought and 
location of purchasing the products were given several choices, where 
respondents may choose more than one answer. The outcome of this 
type of question will determine the products that respondents most 
bought and place them favour to purchase it. 
 
Data Collection 
The data is plan to be gathered from the international tourists found along 
the Lombok City Centre area. The type of sampling plan to be used in 
this study is the non-probability convenience sampling as it is convenient 
to get the data from the population. The questionnaires will be distributed 
to 384 respondent according to the population and as mentioned in 
Krecjie and Morgan (1970). 
 
Format of Questionnaire 
The survey questionnaire is divided into three sections. Section A is on 
the demographic of respondents. Section B of the survey questions is 
designed to determine the products of symbolic items, which are 
souvenirs. The type of questions will be divided into two phases which 
one phase is the questions of descriptive information whereby the 
respondents will be asked about products that they have bought during 
their trip in Lombok and the location they purchase the products. The 
respondents also will be further asked about the purpose of purchasing 
these products including the reason of them purchasing it. This type of 
questions allows the respondents to choose more than one answer so 
that the researcher would be able to determine the types and locations 
that tourists prefer to purchase regarding symbolic items. 
 
For phase two, the questions will be designed to indicate the factors 
influenced the purchasing behaviour among international tourists using 
the marketing mix proposed by Heuvel (1993) which the researcher 
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adapted from Damrongpipat (2006). Here, the respondents will be 
requested to indicate the important levels for each item in the dimensions 
of the marketing mix. 
 
Section C of the questionnaires will looking into the post-purchase 
behaviour of the respondents whether satisfy or dissatisfy with the 
products and services received (Kotler & Armstrong, 2011). This part is 
essential to examine the future intention of tourists based on their 
satisfaction on symbolic items that they have purchased. 
 
 

4.0 CONCLUSION 
 
In conclusion, the study aims to identify the overall purchasing 
satisfaction towards the symbolic items among tourists. Besides, the 
items purchased identified and determined the factor influenced the most 
on their purchasing decision using the marketing mix elements. Based 
from previous studies (Fairhust et al., 2007; Kim & Litrell, 2001; Nomura, 
2002; Oh et al., 2004; Swanson & Timothy, 2012; Timothy, 2005), it 
shows that shopping is an essential activities for tourists when they travel 
to a destination. Hence, it is important to know what derives them to 
purchase the products. It helped to cater their needs and wants and it 
helped generate more income to country as the international tourists 
spend more. 
In future, for this study it is recommended that the buying behaviour of 
symbolic items be evaluated in different settings. It may result in a 
different outcome and will be useful for future use. As based on the above 
debate, it shows that the marketing mix is not only ideal for the business 
sector but also for the hospitality industry, namely the tourism industry. 
Studying the purchasing behaviour will thus help to increase the 
percentage of products purchased at West Nusa Tenggara. In addition, 
it will help to offer benefits in terms of retail facets, including symbolic 
objects, to the marketer and also to the government and authorities in 
tourism. The marketers can follow suitable approaches to be in line with 
tourists' needs and wants. 
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ABSTRACT 
 
This study aims to explore factors influencing people (esport tourist) to travel abroad for esport 
tourism by using pull and push approach.  Push factor is that make person want to travel and they 
are mainly internal psychology motive. The pull factor is external factor that affect person travels to 
fulfil needs or desire. Person will choose one destination which fulfils their needs and desires. 
Therefore, the objectives of the study are to identify major push and pull factor which influencing 
esport tourist to visit SEA countries specifically to Malaysia and Indonesia. This study is focusing on 
two unique cities which are Melaka and Lombok as a context setting. Further discussion will be first 
formulated to discuss the relevancy of the framework and finally giving foundation on the esport 
tourism industry.  
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1.0 INRODUCTION 
 

Since the beginning of human revolution, sport become a platform for 
various life events where it intensively contributes towards better lifestyle. 
Few decades ago, sport merged with tourism as it involves interaction 
with travel and tours activities and eventually become part of tourism 
subsidiaries. According to Nezakati et al (2013), sport tourism become 
popular as sport tourist attend a sport event and simultaneously will 
perform other touristic events. It is clearly showing that sport tourism 
brings social and economic benefits to countries, cities, and local 
business. Furthermore, it increases identity and social interaction 
opportunity in the city (Hritz and Ross, 2010). Nevertheless, sport had 
evolved dramatically with technology advancement as sport in the new 
modern era carries different meaning and perspectives. Moving against 
stream, sport is no longer being associated with pure physical interaction, 
in line with technology and industrial revolution, in this present time, sport 
is more beyond imagination as electronic and virtual interaction become 
part of modern sport and named as esport or egames. Esport somehow 
may have significant definition as what gaming does even it shares major 
similarities between both. Gaming can be classified as any activities that 
may demolish any spare or free times without getting something in return 
meanwhile esport is more beyond leisure and recreation. Ironically, 
esport is a competitive gaming at a professional level and in an organized 
format (a tournament or league) with a specific goal such winning a 
champion title or prize (newzoo, 2019).  
 
In line with this booming sport subsidiaries, the most successful 
competitive video gamers noticeably may now generate millions of 
dollars annually in the esport arena, also known as pro–gaming. ESport 
has been achieving popularity since the late 2000s and estimated to have 
a global audience of more than 380 million in 2017 and it clearly shows 
that this industry is the fastest growing sport in the world (Travers J, 
2018). Furthermore, revenue generated by the esport deemed necessary 
to have prolong study as it recorded 350M in 2016, 655M (2017), 694M 
(2018) and 1650M in 2019 (newzoo, 2018). This dramatic increment of 
revenue is believed to be caused by the massive immigration from 
previous gaming offline console fan to mobile gaming platform. Starting 
from 2016, esport viewers was recorded as much as 160M worldwide 
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and the followed by 192M (2017), 215M (2018) and 307M in 2019 
(newzoo, 2019). 
 
Projecting the future, Malaysia Youth and Sport Syed Abdul Rahman 
stated that in five years, Malaysia would be a “shining example’ in the 
field of esport, as long as community was united. It was strengthened by 
the announcement of budget as much as RM20 Million for esport 
Malaysia in conjunction with SEA GAMES 2019. This was announced by 
Malaysia Finance Minister YB Tuan Lim Guan Eng during Budget 2020 
(Kenneth Tee, 2019). Spinning the globe towards different angle, Hong 
Kong faced a 4.5% of degradation on overall visitor numbers (2016) and 
as a recovery plan, to boost the tourism industry, competitive 
international esport video gaming will be introduced (Lau, 2017, Hong 
Kong Tourism Board). According to former Malaysia Communication and 
Multimedia Minister, Datuk Seri Dr Salleh Said Keruak (2018), esport is 
the fastest growth industry in South East Asia involving Indonesia, 
Malaysia, The Philippines, Singapore, Thailand and Vietnam as the “Big 
6”. 
 
Moving to Thailand, The Digital Economy Promotion Agency (DEPA) 
described that Thailand’s game software industry is worth over BT10 
billion, with 12 percent growth per year. This dramatic increment may 
accelerate tourism movement in the SEA scene as well as created 
economies of scale for the industry. As the country has around 100 
esport club and 1000 athletes across the state, The Thailand Minister of 
Tourism and Sport has introduced the policy to include eSport in the 
national sport development plan (Asina Pornwasin, 2018, The Nation, 
Thailand). Malaysia and Indonesia are the countries that currently strive 
for the esport potential by experimenting 2 big esport event which was 
ASEAN Games for esport (AGES) with prize pool around US256,000 and 
2018 Asian Games held in Jakarta and Palembang. 
 
In line with above notion, it is undeniable to describe that esport is the 
biggest phenomenal industry that might impacting the SEA and become 
booming potential in the tourism industry, however, to what extend esport 
can be manipulated to become major revenue in tourism industry or it 
just cover some niche markets of the industry. Realizing this potential, 
this chapter might discover and exploring the potential of esport as new 
niche market in SEA tourism industry using factors and indicator of push 
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and pull factor. Therefore, the objectives of the discussion are to identify 
major push and pull factor which influencing esport tourists to visit SEA 
countries specifically to Malaysia and Indonesia.  
 

2.0 DISCUSSION OF DATA AND LITERATURE REVIEW 
 

Esport is the industry that might impact the economic of scale of the 
country especially in South East Asia. In this session, latest data that 
supports the previous idea will be presented to clarify the potential of 
esport on the holistic view. 
 
2.1 Esport Tourist Profiling 
As gamers and supporters are all around the globe, it draws a very 
significant character in the industry. A person who involve in the esport 
industry are majorly moving from one to other places following where the 
big competition is held. In defining the gamers or tourist into specific 
categories, there are four major character of person can be segmented 
into gaming tourist profiling. 

2.1.1 Esport Enthusiast is referring to the people who watch 
professional esports content more than once a month. According to 
newzoo (2018), esport enthusiast total number was 165 million 
people worldwide and projected to increase as much as 250 million 
people in 2021. 
2.1.2 Occasional Viewers is referring to the people who watch 
professional esport content less than once a month where total 
number recorded in 2018 was 215 million people and projected to 
increase to 307 million people in 2021 (Newzoo, 2018) 
2.1.3 Esport Audience is referring to the esport enthusiast and 
occasional viewers combined 
2.1.4 Amateur competitive Gaming participants is referring to 
the people who participate in competitive gaming leagues at a pro 
or amateur level. 

According to the above ideas, it is important for the tourism industrial 
player to cater every segment of the profile as it will determine the travel 
product and services accordingly to each group of gaming tourist. To 
narrow down the market segmentation towards closer view, esport 
revenue resource must be firstly understood. 
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2.2 Esport Revenue Resources 
2.2.1 Media Right Revenue: Esport receives its revenue through 
media properties and content of on a channel, revenue from online 
streaming and foreign broadcaster. 
2.2.2 Merchandise and Tickets Revenue: Esport competition is 
also held in both channels, online and physical stadium, therefore, 
it generates income through the sale of the ticket for live esport, 
merchandise sold by the team, organizer and publishers. 
2.2.3 Advertising revenue: Advertisement shown during live 
streams on online platforms before or in between games.  
2.2.4 Sponsorship Revenue: This can be done through product 
placement, sponsoring team, payment by brands for use of team, 
event, or game specific IP right in their marketing communications.  
2.2.5 Game Publisher Fees: Revenue paid by game publishers to 
independent esports organizer for hosting events. It is also 
generated by investment or spending by game publishers on their 
events. 

In 2018, media right, advertising, sponsorship, merchandise & tickets 
and game publisher fees was recorded revenue as much as US906 
Million meanwhile brand investment revenues were recorded US694 
million in the same year. 
 
2.3 Esport Population in South East Asia 
As South East Asia is showing significant growing in esport industry, 
many sectors perceived this phenomenon in a very positive side. Among 
the industries that receive prosperity from this revolution are 
telecommunication company, mobile phone manufacturer, tourism and 
hospitality industry, technology-based company and many others. It is 
due to the massive potential on population that business can be slot in. 
By ranking, Vietnam listed in the top rank where 70% of the 44.7M online 
population were gamers (31.4M). Thailand ranked in the second place 
where 69% of the 21.1M online population were gamers (14.7M). 
Meanwhile, Singapore was nominated in the third place where 68.2% of 
4.1m online population were gamers (2.8M). It is followed by Malaysia 
66.8 (14.3M gamers) over the online population (21.4M), Philippines 
27.2M over 42M (64.7%) and the least is Indonesia 34M over 52.6M 
(64.6%). This total number has shown that SEA is one of the biggest 
online population that various industries may receive the benefits 
especially in tourism industry. Overall, South East Asia has 124.4M of 
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active gamers who ready to be served in the tourism industry. This 
carrying USD 4.6B revenue in 2018. It was proven in 2017 where 
173,000 egames fan attended the Intel Extreme Master event in an 
Olympic stadium in Beijing. This bring big economic of scale in tourism 
industry especially on the logging sectors, transports and food and 
beverages establishment. 

 
2.4 Linking eSport and Tourism Industry 
Data presented on the previous session has clearly show how significant 
the esport may impact the tourism industry. It is due to its massive 
population that might benefit the industry with vibrant opportunity. There 
are several related points might bridge the esport and tourism. 

2.3.1 Economic - Multiplier impact, distribution of income for 
various tourism players in any competition tournament. E-hailing, 
hotel operators and telecommunications. The government also 
receives its benefits by tax and publicity of the country's image. 
2.3.2 Infrastructure - Digital infrastructure will enhance tourism 
access capability. For example, ultra speeds internet connectivity, 
cutting edge technology esport stadium become a new monument 
attraction. 
2.3.4 Gaming – Edutourism - Gaming education in the public and 
private universities will promote Edu tourism. For example, Korea, 
Malaysia (Asia Pacific University), Singapore and few more had 
introduced esport course in universities. This will attract 
international students to master their skills in the prestige 
universities. 
2.4.4 Niche Market - Branding and tourism promotion can be done 
in a new tourist profiling. The development of new tourism product 
and service may open up new opportunities for tourism industry. 
Case of KPOP drama, Samsung, kia, Hyundai, cuckoo, etc. 

 
 

3.0 IMPLEMENTATION OF TOURISM FRAMEWORK IN THE 
EGAMES CONTEXT 

 
Esport can be considered as new market in tourism industry even though 
it has close relationship with M.I.C.E and event industry. This niche 
market needs to have further exploration and investigation especially to 
upbringing the potential in the tourism industry. To put into context, South 



Revisit: A Tourism Discourse 

 

 
62 

 

East Asia especially Malaysia and Indonesia have lot to offer to stimulate 
and support esport tourism growth in terms of the stability of the country, 
fan support, facilities and many other criteria. In defining the paradigm of 
these two countries that can nurture the esport tourism, few elements of 
pull and push factor can be looked into high consideration. (Antara.M & 
Prameswari, Y,A., 2018) 
 
4.0 PULL FACTOR OF ESPORT TOURIST TO VISIT SOUTH EAST 

ASIA (MELAKA, MALAYSIA & LOMBOK, INDONESIA) AS 
ESPORT TOURISM DESTINATION 

 
Culture: As these countries share near common similarities, Malaysia 
and Indonesia cultures can be perfect pulling factor to the esport tourist 
to witness culture diversity in the countries. As Indonesia has variety of 
ethnicities meanwhile Malaysia has vibrant multiracial residents, it is 
directly can attract esport tourist to travel to these countries. The spirit of 
experiencing new culture may lead the tourist to visit Malaysia and 
Indonesia. 
Status and Personal Development: Learning new skill and enhancing 
knowledge can be the driven factor for the esport tourist to visit these 
countries when competition is held in both destinations. It is due to the 
good reputation of esport player in SEA countries that winning over 
prestigious competition worldwide. 
Interpersonal: As Malaysia and Indonesia has countless tourism 
products and services ranging from culture diversity, nature, beaches 
and city life style, these may drive the esport tourist to have intention to 
seek for adventure, spiritual fulfilment, escapism and getting new friends. 

 
5.0 PUSH FACTOR OF ESPORT TOURIST TO VISIT SOUTH EAST 

ASIA (MELAKA, MALAYSIA & LOMBOK, INDONESIA) AS 
ESPORT TOURISM DESTINATION 

 
Nature Around: As these countries recorded positive stability in terms 
of environment, Malaysia especially Melaka and Lombok, Indonesia has 
the potential to host the big and prestigious egames competition that may 
attract esport tourist to visit these destinations.  
Atmospherics and Climate: Melaka is located outside the pacific ring 
of fire where by far could promise safety in terms of natural disaster 
meanwhile Lombok had recorded few series of earthquake in the recent 
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years. Nevertheless, this is not dampening the potential to host the 
esport tournament as the island still has specific place that free from 
natural disaster according to previous history. 
Tourism Infrastructure: High speed internet the key factor in 
conducting esport tournament. As these countries have stable and 
cutting-edge internet connectivity, it become the main of tourism 
infrastructure for the tourist to stay connected in the event. Other than 
that, transport network through hub and spoke line, international airport, 
e-hailing services and also lodging services in these countries are well 
developed as Lombok and Melaka are widely know as global destination 
that attract massive numbers from international tourist. 
Budget Meals and Accommodation: Melaka and Lombok still be in the 
destinations that offers budget meals and Accommodation. Offering wide 
ranging of budget and boutique hotel and a countless spots of 
gastronomy, it may promise memorable experiences and also motivation 
of the tourist to visit the destinations. 
Attraction of Culture and History: Melaka is nominated as UNESCO 
World Heritage City that offers uniqueness of pre-colonial monuments 
from Portuguese, Dutch, British and the mix of Baba Nyonya. This 
heritage grows with the local citizen and can be witnessed until present 
time. Lombok instead has also vibrant colours of Sasak culture. Cultural 
dance, traditional clothing, gastronomy and natural beauty are the 
element of culture that definitely will attract more esport tourist to come. 
Society, Security and Hygiene and Recreation opportunities in the 
natural open: These elements may influence the push factor of the 
tourist to visit the destinations for esport competition. As the countries 
are stable in various aspect, it is opening new chapter of opportunities 
for the travel supplier to get benefits from this industry. 
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Figure 1: Push and pull factor of Esport Tourism Destination 

(Antara.M & Prameswari, Y,A., 2018) 

 
 
6.0 FURTHER DISCUSSION 

 
Esport tourism is clearly may bring benefits and potential in the tourism 
industries as it may react in the multiplier economic chain in both 
destinations. Melaka and Lombok need to strategize short- and long-term 
direction to achieve the benefits of esport. Following recommendations 
may shed some lights of the industry in the future. 
 
6.1 Government authority especially Sport and Tourism Ministry should 

encourage more events and competition in the country to 
mainstream the esport. 

6.2 Development of tourism and internet infrastructure should be done 
aggressively to attract investor to organize esport competition. It is 
can be done through the introducing of 5G Internet High Speed 
connectivity. This will lead to the esport culture in SEA. 

6.3 Universities and higher education institution to offer attractive 
syllabus for esport player. This also might attract international team 
to train in Malaysia and Indonesia as these countries has 
prestigious professional players. 
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6.4 The government needs to accelerate SEA countries into priority 
market for game publishers, event organisers and NGO’s. 

6.5 Promoting egames as a positive sport and erase all negative stigma 
through awareness campaign. 

6.6 The tourism players need to identify the needs and wants of young 
travellers and esport tourist who currently in the potential market. 
Therefore, promoting Melaka and Lombok as an esport tourism 
destinations should considering the wishes and needs of the young 
tourist trips. 

6.7 Esport tourism package must be attractively designed to promote 
more tourist and eventually to prolong their length of stay that may 
boost local economic of scale. 
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ABSTRACT 
 
To date, the pandemic has affected industries worldwide, alongside the advancement of 
technology and the digital shift in the tourism industry, which has led Malaysia to embrace 
a new paradigm in its tourism approach – Smart Tourism. The purpose of this study is to 
identify the issues and challenges in implementing the smart tourism concept in Malaysia. 
110 respondents, selected among domestic and inbound tourists, were recruited for the 
study using a questionnaire survey and simple random sampling. The measurement was 
carried out using cross-tabulation analysis. Low proficiency in technology among tourists, 
financial barriers in providing digital facilities and inadequate digital infrastructure on the tourism-
supply side are among the main findings of the study. Local governments, tourism businesses and 
related tourism agencies should tackle the challenges that are currently neglected, 
particularly on the demand-side, to practically implement smart tourism agendas.  
 
© 2021, FPHP, UiTM Melaka, All rights reserved 
 
Keywords: Smart tourism; Issues and challenges; Malaysia; Domestic and inbound tourists 
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1.0 INTRODUCTION 
 
Tourism is a social, cultural and economic phenomenon which entails the 
movement of people to countries or places outside their usual 
environment for various purposes (e.g. personal, business, etc.) which is 
also recognized as one of the major economic industries in the world. 
When developed conscientiously, tourism can contribute to a positive 
quality of life for local communities.  With the advancement of technology, 
tourism has the potential to rapidly transform into smart tourism (Gretzel, 
2011).  
 
The idea of smart tourism has been developed based on advanced 
information and communication infrastructure and capabilities which will 
improve tourism management and governance, facilitate services and 
product innovation, enhance tourist experiences and achieve competitive 
advantages for tourism firms and destinations. In Malaysia, the 
development of digital technologies is still in its infancy. The Government 
has carried out a host of initiatives while working with private sectors to 
spur the development of these technologies further. For instance, in April 
2018, Tourism Malaysia launched the Malaysia Smart Tourism 4.0 
initiative to take the industry to the next level by utilizing opportunities in 
the digital age. This initiative was meant to be a key development step 
and game-changer that would transform the tourism industry and take 
Malaysia to the next level. Additionally, both current and new tourism 
industry players are encouraged to implement digital technologies to 
enhance tourism offerings and improve tourist experiences. It is a good 
approach by the government and is anticipated to improve productivity 
as well as increase job opportunities among Malaysia’s youth. However, 
it is important to identify the issues or challenges faced by the tourism 
industry before the large-scale implementation of smart tourism initiatives 
can be introduced in Malaysia. 
 
 

2.0 LITERATURE REVIEWS 
 
Buhalis and Amaranggana (2013) define smart tourism destinations as a 
combination of tourism products initiated out of smart cities. It might be 
very similar to the term “intelligent tourism” which can adapt and change 
states or actions in response to varying situations, differing requirements, 
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and previous experiences, and thus can generate appropriate results 
based on different needs, different states and different historic 
experiences. It can also be seen as a direct extension of e-tourism, which 
encompasses the digitisation of all processes and value chains in the 
tourism, travel, hospitality, and catering industries. Several destinations 
in the world (e.g., Amsterdam, Barcelona and Seoul), as well as whole 
national policies (e.g., in Spain) have embraced smart tourism as a 
strategic priority for tourism development. The introduction of smart 
technology into the business of tourism organizations changes the 
experience of the tourist, but also allows for a more creative business 
model. 
 
2.1 Concept of Tourism  
The United Nations World Tourism Organization (UNWTO) has defined 
tourism as “the activities of a person travelling to and staying in places 
outside their usual environment for not more than one consecutive year 
for leisure and not less than 24 hours for business and other purposes” 
(UNWTO Technical Manual, 1995, p.10), which involves both inbound 
tourists and outbound tourists. Significantly, tourism becomes an 
economic contributor (WTO, 1980) and economic generator for many 
regions around the globe including Malaysia (Mohd Hanafiah & Mohd 
Harun, 2010), impacting the economy directly and indirectly (Lee & 
Chang, 208). It is also important for employment opportunities and 
foreign exchange earnings. For example, the government of Malaysia 
has taken steps to increase the demand for tourism to diversify the 
economy and make the country less dependent on exports. To this end, 
the Eleventh Malaysia Plan was focused on achieving a high yield of 
tourists to stimulate tourism’s economic contribution. Additionally, 
domestic tourism has been boosted to provide vibrancy to the industry, 
to increase visibility by highlighting Malaysia’s uniqueness and strengths 
through the latest marketing and promotional activities. 
 
2.2 Concept of Smart Tourism 
The use of Information and Communication Technology (ICT) in travel 
and tourism has long been recognized (Sheldon, 1997) before the 
commercialization of the internet. Previously, it has never been 
integrated with travel experience and tourism management (Ollerenshaw 
et al., 1999). However, the widespread use of mobile technology has 
transformed the tourism experience by bringing together related 
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information, social networking and mobility-related functionalities to the 
fingertips of tourists (Tussyadiah & Zach, 2012). It has been developed 
based on information and communication in terms of its infrastructure 
and capabilities as a strategic tool for tourism development as well as to 
improve tourism management and governance, facilitate innovation of 
services and products, enhance tourist experience and achieve 
competitive advantages for tourism organizations and destinations 
(Werthner & Ricci, 2004). 
 
In the current era where the application of advanced technology is widely 
used, tourism has the potential to be transformed into smart tourism by 
taking advantage of intelligent systems in line with the demands of the 
industry (Gretzel, 2011). Smart tourism has been defined as a new 
theoretical and practical industry that emerged from the development of 
smart cities (Buhalis & Amaranggana, 2013). The use and application of 
technology in the tourism sector is considered as digital or smart tourism 
(Chen et al., 2012). It relies on extensive adoption of emerging 
technologies, such as social media, mobile technology, smart devices 
and sensors to collect and exploit big data to create new value and 
propositions (e.g. Gretzel et al., 2015; Vecchio et al., 2018). Several 
researchers have claimed that smart tourism aims to employ mobile 
digital connectivity to create more intelligent, meaningful and sustainable 
connections between tourists and the destinations (Zhang et al., 2012). 
Moreover, other researchers claim that smart tourism has urged wider 
efforts to imagine tourism as a form of deep civic engagement and not 
just a simple form of consumption (e.g. Wang et al., 2013; Xu, 2013; Shi, 
2013). This has significant implications on how tourism destinations 
compete. Consequently, smart tourism is the result of the interconnection 
of tourism activities with multiple community stakeholders through 
dynamic platforms, knowledge-intensive communication flows and 
enhanced decision support systems. Thus, it can be considered as a 
form of intelligent tourism that encompasses touristic activities that are 
informed and supported by smart technologies.  
 
It is critical to understand “new” tourists and their needs for best 
experience during travelling. Buhalis and Law (2008) summarized 
several key tourist demands based on a comprehensive review of e-
tourism, including personal travelling preferences and schedules; time-
value and less willingness of waiting and with delay; searching on the 
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internet about travel-related information; booking online tickets and 
purchases, as well as making room reservations; making price 
comparison on different websites; communicating in virtual communities; 
expecting complaint handling systems; asking for multimedia service; 
and utilizing mobile facilities and applications. Servani and Elmazi (2008) 
also identified several new trends in tourist behaviours, including 
accessing more information through the Internet. These “new” tourists 
have shown distinctive needs and behaviour patterns compared to their 
pre-Internet or smart era peers before and during travelling.  
 
2.3 Smart Tourism in Other Countries 
In Western countries, it is rare to find smart tourism serving as the core 
strategy of tourism development. The notion of smart tourism can be 
traced back to (Li et al., 2017) Gordon Philips (2000), who defined smart 
tourism as simply a holistic, longer-term and sustainable approach to 
planning, developing, operating and marketing tourism products and 
businesses. He believed smart tourism is shaped by two types of 
techniques which are 1) smart demand and use of management; and 2) 
smart marketing to target proper customer segments (Philips, 2000). 
Stakeholders tend to explore the overall contribution of smart tourism 
from the view of sustainable development, focusing mainly on in-depth 
participation and the nature of the relationship between tourists and 
tourism destinations, within the e-role of tourism in economic growth and 
social development. Among Asian countries, China has formally adopted 
smart tourism as the core strategy of its tourism development policy 
which has created a growing interest from both academia and industry 
players (Li et al., 2017). It is geared towards developing a new generation 
of information communication technology aimed at meeting the needs of 
individual tourists, satisfying services and promoting the integration of 
social resources (Zhang et al., 2012).  
 
2.2 Smart Tourism in Malaysia  
The Malaysian government has formally adopted smart tourism as the 
core strategy of its tourism development policy, creating a growing 
interest from both academia and the industry at large. The government 
is committed to exploring new avenues through technology 
transformation in tourism and smart destination management to educate 
industry players, tourists and the local community. As example, on 13 
January 2020, Langkawi launched ‘My Smart City’ which was developed 
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by Telekom Malaysia Berhad (TM), to enable tourists to obtain 
information about the island (Bernama, 2020). This initiative allows 
UNESCO Global Geopark Langkawi to use 8K Virtual Reality (VR) 
provided by TM which enables tourists to have a virtual view of interesting 
sights and choose locations to visit. The app includes features such as a 
travel planner, parking availability, travel directions, city services and 
emergency buttons for ease of travel. Additionally, it enables the tourists 
to communicate and interact easily which enriches their experiences, 
thus providing immersive and memorable experiences.  
 
 

3.0 METHODOLOGY 
 
Questionnaire survey was chosen as the data collection method. The 
sample consisted of 110 respondents, selected using a simple random 
sampling approach. Two categories of tourists participated, namely 
domestic and inbound tourists. The data that consists of perspectives of 
several smart tourism challenges were plotted and analysed using cross-
tabulation analysis.  
 

Table 1: Issues and Challenges for Smart Tourism Implementation from Tourists’ 
Perspectives 

 
 

Types of 
Tourist  

Strongly 
disagree 

Disagree Agree Strongly 
agree 

Total  

Unit % Unit % Unit % Unit % Unit % 

Issue: Tourists will have difficulties with many different application systems 

Domestic  3 2.73 5 4.55 14 12.73 28 25.46 50 45.45 

Inbound 6 5.45 6 5.45 19 17.27 29 26.36 60 54.55 

Total  9 8.18 11 10.00 33 30 57 51.82 110 100.00 

Issue: Not all tourists are proficient in technology and smart cyber application 

Domestic 3 2.73 3 2.73 31 28.18 13 11.82 50 45.45 

Inbound 1 0.91 6 5.45 35 31.82 18 16.36 60 54.55 

Total  4 3.64 9 8.18 66 60.00 31 28.18 110 100.00 

Issue: Tourists do not have a large and fast internet network 

Domestic 0 0 6 5.45 23 20.91 21 19.09 50 45.45 

Inbound 2 1.82 6 5.45 33 30.00 19 17.27 60 54.55 

Total  2 1.82 12 10.90 56 50.91 40 36.36 110 100.00 

Issues: Internet connection in Malaysia is still slow and incomplete 

Domestic 0 0 3 2.73 24 21.82 23 20.91 50 45.45 

Inbound 0 0 2 1.82 27 24.54 31 28.18 60 54.55 
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Total  0 0 5 4.55 51 46.36 54 49.09 110 100.00 

Issue: Unclear definition and concept of smart tourism 

Domestic  4 3.64 6 5.45 27 24.55 13 11.82 50 45.45 

Inbound  4 3.64 13 11.82 31 28.18 12 10.91 60 54.55 

Total  8 7.28 19 17.27 58 52.73 25 22.73 110 100.00 

Issue: Technology usage in the industry sector is less and limited 

Domestic 0 0 4 3.64 22 20.00 24 21.82 50 45.45 

Inbound 1 0.91 9 8.18 23 20.91 27 24.55 60 54.55 

Total  1 0.91 13 11.82 45 40.91 51 46.37 110 100.00 

Issue: Not all tourism sectors and operators using smart applications 

Domestic 0 0 2 1.82 34 30.91 14 12.73 50 45.45 

Inbound  1 0.91 1 0.91 36 32.73 22 20.00 60 54.55 

Total  1 0.91 3 2.73 70 63.64 36 32.73 110 100.00 
 

(Source: Primary Data, Questionnaire Survey 2019) 
 

 

4.0 RESULTS AND DISCUSSIONS  
 
4.1 Tourists’ Perspective on Issues and Challenges in Smart 
Tourism 
Seven items identified as smart tourism issues and challenges were 
measured using cross-tabulation analysis. Table 1 above presents the 
correlations between domestic and inbound tourists’ perspectives. 
 
According to Table 1, most of the respondents agreed on all issues and 
challenges pertaining to the smart tourism concept. Almost two-thirds of 
tourists (51.8%) strongly agreed with the statement “tourists will have 
difficulties with many different application systems”. Over half of the 
tourists (60%) responded that “not all tourists are proficient in technology 
and smart cyber application”. 50.9% of tourists agreed that “tourists do 
not have a large and fast internet network”. Approximately 49% of tourists 
were of the opinion that “internet connection in Malaysia is still slow and 
incomplete”. 52.73% of tourists agreed that there is an “unclear definition 
and concept of smart tourism”. 46.37% strongly agreed that “technology 
usage in the tourism industry and sector is lacking and limited”. Finally, 
a majority of the tourists (63.64%) expressed that “not all tourism sectors 
and operators use smart applications”.  
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4.2 Discussion of Findings 
There are many challenges faced by domestic and inbound tourists 
pertaining to the smart tourism concept. The tourists believe that smart 
tourism relies heavily on technological networks and services. It was 
found that both domestic and inbound tourists had difficulties with many 
different application systems because most of the tourists lack 
proficiency in technology. They claimed that some of the applications are 
not user-friendly, which leads to a loss of interest and confidence in using 
these applications. This is due to low levels of knowledge and exposure 
among the public. Network limitations and low internet coverage, 
especially in rural areas in Malaysia, have led to barriers and a lack of 
preparedness for smart tourism implementation (W. Harris, 2009).  
 
Furthermore, the tourists believe that green technology in Malaysia’s 
tourism industry lacks functionality and should be replaced by a smart 
system with technology that emphasizes productivity and sustainability. 
Services in several sectors such as food and beverage and 
transportation do not provide many options and are only provided within 
limited areas. Food delivery applications such as Foodpanda and 
Grabfood are available in main cities but are less applicable in rural 
areas, in which most tourism destinations are found, such as ecotourism 
and agrotourism destinations. The tourists have to depend on 
technological software and hardware to access various networks for 
many purposes (Gretzel, 2012). In other words, the tourists have to use 
smart devices for services and goods provided by the tourism suppliers 
in the host destination. This emphasizes the need for a robust digital 
ecosystem as smart tourism is highly reliant on accessibility and 
coverage. Therefore, to apply the concept of smart tourism, not only do 
the tourism suppliers need to provide adequate access and coverage to 
support the practicality and enable functionality of the system, the 
policymakers and other stakeholders also need to ensure that the tourists 
have suitable tools and network access to be able engage with the smart 
tourism services and goods through their devices. For example, in Tokyo 
(Jones, 2017) and Barcelone (España, 2016), the mayors of the cities 
have provided USB ports for charging mobile phones in many areas 
including public transportation shelters, kiosks, malls and even on 
sidewalks.   
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Lastly, the smart tourism concept has not been articulated in detail and 
promoted. Tourists are unaware of the existence, application and 
benefits of smart tourism because the approach is still new and 
fragmented. However, in Malaysia, a few sectors in tourism and travel 
such as transportation have started to widely implement smart 
approaches, for instance, the introduction of e-hailing platforms such as 
MyCar (Lai, 2020). Other sectors are also expanding but are still lacking 
options. However, with the recent worldwide pandemic, tourists, both 
outbound and inbound, have to realize that the use of smart tourism 
applications needs to be encouraged, even as digital gaps and tourist 
experiences continue to be part of the debate against it.  
 
 

5.0 CONCLUSION 
 
Smart tourism highly depends on digital infrastructure and services in a 
sustainable ecosystem. It is an upgrading of e-tourism that emphasizes 
on additional aspects such as social and economic. In practice, smart 
tourism creates advanced connectivity between devices within a digital 
infrastructure across tourism destinations, including ecotourism 
destinations, heritage cities, and community-based places, to ultimately 
create new tourism experiences, green environments and sustainable 
local economies. In the Malaysian context, several issues and challenges 
need to be overcome at the initial stage of implementation. The previous 
discussion was aimed at outlining the practical challenges encountered 
by tourists. The practical application of smart tourism development is 
preceded by a strong need for a complete framework, concrete 
theoretical and conceptual structures and critical analysis with empirical 
studies. All these elements are to ensure that the smart tourism concept 
can serve as a new form of tourism that translates and channels impactful 
travel experiences to smart tourists, and thus offer value to local 
businesses.  
 
The results above suggest further investigations on digital applications, 
particularly those involving smartphones such as I-click, to allow tourists 
of different backgrounds to browse all points of interest particularly those 
which involve accommodations, tourism products and services, as well 
as transportation. In addition, other technologies that can be expanded 
besides smartphone apps are Virtual Reality (VR) and Augmented 
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Reality (AR). These technologies have been used by developed 
countries in various sectors. It is worth noting that other sectors in 
Malaysia have started to implement these applications. For example, the 
Shopping Mall Association Malaysia (PPK) has acknowledged the 
potential of online platforms’ performance versus brick-and-mortar 
shops. With the growing trend of e-commerce and e-retailing, mall 
management and retailers aim to set themselves apart by embracing 
‘experience creation’ that blends technology, interactivity, design, values 
and personalisation. By strategic utilisation of stories or concepts to 
connect with audiences, malls seek to stay relevant as top tourist pullers. 
The application of these technologies on a sector-wide scale will be 
beneficial to the tourism industry as a whole. 
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ABSTRACT 
 
This particular research study investigates tourist consumption response among Malaysian due to 
the spread of the COVID-19. To measure Malaysian responses towards this issue, this study 
portrays four primary key consumption motivators, precisely desire for travel, social esteem, 
avoidance against rituality of tourism setting, and creative choice-counter conformity that is closely 
related to affective response within the context in Malaysia after the spread of the pandemic that has 
affected all Malaysians. It involves 383 respondents in an online survey. The results affirm the three 
motivators towards tourist consumption behaviour. The desire for travel and the pursuit of social 
esteem signify tourism demand due to the restriction to travel after the pandemic. Social esteem, 
need for status and creative choice have a significant influence on tourists’ affective responses to 
this issue. Gaining unique tourist products, desire for travel, and seeking social esteem are essential 
motivations for tourist consumption even if travel is prohibited. Avoidance of rituality resembles 
tourist preference towards tourism products, although Malaysian faced a lot of difficulties throughout 
the Movement Control Order (MCO) imposed by the government. The result of this study hopes to 
improve the existing literature on consumer behaviour and tourist consumption in response to the 
spread of Coronavirus. At the same time, it will allow for Malaysians that could not go travelling 
throughout the MCO to be able to start having the confidence to travel again to overcome all of their 
paranoia and post-pandemic trauma. 
 
© 2021, FPHP, UiTM Melaka, All rights reserved 
 
Keywords: Desire for Travel, Avoidance of Rituality, Social Esteem, Pandemic Covid-19 
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1.0 INTRODUCTION 
 
1.1 Background of the study 
In Malaysia, tourism is a part of the third economic sector contributor 
which is the service sector. At the end of 2019, the virus name COVID-
19 had afflicted the world. This situation had a big impact on everyone 
because Malaysians can’t have a normal routine of life due to the 
lockdown and MCO.  Due to this situation, in the view of tourists, 
consumption has become the main determinant to justify and measure 
the attractiveness of travel destinations following the pandemic. As such, 
tourism practitioners would like to elevate and label brand consumption 
during tours as a leading source of visiting motivation, apart from 
sightseeing and cultural visits. Moreover, tourists prefer to avoid frequent 
visits to a single destination and become less happy. In the course of 
repeated trips, visitors are much more mindful of new experiences or 
values. Otherwise, a good tourism acquaintance would contrarily 
discourage tourists’ desire and expectation for revisits. Tourists from 
various countries do not have the same personal motivations in 
consumption especially after the pandemic subsided. The motivation 
depends on where the consumer lives. This study is investigating 
Malaysian status consumption perspective on motivation to travel during 
a pandemic. 
 
1.2 Research objective 
RO1:  To determine consumption status perceptions towards travel 

among Malaysians since the pandemic started. 
RO2:  To determine factors influencing Malaysian travel motivation 

after the pandemic. 
RO3:  To understand the desire to travel among Malaysian since the 

spread of the pandemic. 
 
1.3 Problem statement 
In response to the economic downfall, Malaysian income has been 
affected including the households from the job loss and income loss. 
Abdul Hamid (2020) has mentioned that COVID-19 has impacted the 
consumption of consumer behavior in many ways, especially in 
spending. The enforced lockdown that minimized the urge to spend has 
constrained spending. Although many companies are still not fully 
functional, customers tend to be more reluctant to travel. Spending on 
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travel also can be influenced by consumer confidence, unemployment 
levels, and the cost of living. The Labor Force Survey (LFS) reported that 
as COVID-19 takes its toll, the unemployment rate in Malaysia rises to 
5% in April 2020. During the CMCO, the average household consumption 
expenditure as reported by the Department of Statistical Malaysia 
(DOSM) is projected to decrease by 48% (Hussain et al., 2020). Hence, 
the drop in economic income during the pandemic, it can lead to a 
reduction in travel consumption. 
 
Based on Nizam, Talib, and Alwani (2020) motivation to travel can only 
be related to only one factor and argue that only the pull factor is a 
significant factor to motivate tourists to travel. However, Chan et al., 
(2016) explains that tourists from various countries do not have the same 
personal motivations in travel consumption. The motivation depends on 
where the consumer lives. Moreover, P.S et al, (2020) emphasize that 
motivational factors change over time in accordance to the changes in 
situations influencing travel like family, economy, interests, health and 
experience. The fear created by COVID-19 pandemic has considerably 
challenged the confidence, perception and motivation of people which 
had stopped the mobility and hence impacted heavily on tourism 
revenue. Despite these differing views, there must be a better 
explanation on the fact that which one is contributing more to the travel 
motivation especially after the spread of pandemic. 
 
The unprecedented travel ban caused by COVID-19 has put travel in a 
new viewpoint and for some people it provides an intense desire for travel 
which cannot be fulfilled (Mitev & Irimiás, 2020) due to the restriction 
movement made by the government. A Mastercard report showed that 
an estimated 11.9 million international outbound trips from Malaysia were 
recorded in 2016 and the number is forecast to grow by an average of 
3.5 per cent annually to 14.2 million trips by 2021 (Ismail, 2019). Hence, 
it showed the preferences of Malaysians travelling abroad have grown 
tremendously over the years (Malaymail, 2018), but due to the existence 
of pandemic Covid-19 it turns all upside down (Sanand, 2020). So, 
researchers can see that the pandemic has given a big impact toward 
the desire to travel. 
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1.4 Research question 
RQ1:  What are Malaysians' perceptions of consumption status 

toward travel since the pandemic started? 
RQ2:  What are the factors that influence Malaysian travel motivation 

after the pandemic?  
RQ3:  How COVID-19 can affect the desire to travel among 

Malaysian since the spread of the pandemic? 
 
 

2.0 LITERATURE REVIEW 
 
2.1 Introduction 
In this section, all the research theories used for this study will be clarified 
and explained further one by one. The framework of this study, which is 
directly related to social esteem, desire for experiential travel, and 
avoidance against rituality of tourism settings due to the adaption to our 
current global issue which is Covid-19 will also be further discussed. This 
chapter highlights how tourist consumption in Malaysia responds to this 
new pandemic that has badly affected the country. Hence, the personal 
motivations in consumption would vary depending on how each 
individual copes with the current Coronavirus that is spreading today. 
 
2.2 Social esteem 
Self Esteem refers to an individual overall positive evaluation of oneself 
(Khalek, 2016). When facing this pandemic, self-esteem is somehow 
something that everybody struggles with. Naturally, individuals work hard 
to enhance and reinforce their social esteem as a part of the human ego. 
(Chan et al., 2016). From the perspective of travel and tourism, being 
able to go out and travel will meet the expectation of the social esteem 
and psychological needs of a person as it has positively contributed to 
the person's self-development. However, during a disaster, people may 
experience a wide range of emotions, and psychological barriers can 
interfere with cooperation and response from the public. 
 

2.2.1 Relationship between social esteem directly 
influences the status consumption of tourist 
When a person believes that he/she is worth so much more than 
what they have, the need for them to continuously improve their 
level of social esteem offers will increase. This is because it 
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actually will offer a subconscious psychological reward to 
tourists who engage in status consumption. These ego boosters 
would benefit, causing the consumption of status-oriented 
goods as attractive as an affirmation option. So basically, 
researchers can see that social esteem is an essential value in 
making sure that a person will have a continuous desire to travel 
as they want to show that they are capable in terms of wealth to 
visit new places. 

 
2.3 Desire for experiential travel 
Here, experiential means immersion when doing something. The desire 
for experiential travel is better understood as materialism in the tourism 
context (Chan et al., 2016). In one's personality, desire for possessions 
includes acquisitiveness, non-generosity, and envy. This research 
conceptualizes the materialistic possession or actual possession of 
individual belongings as the core personal belief in human life. It includes 
three dimensions which are acquisition centrality, success, and 
happiness. So based on the three dimensions, this study wanted to prove 
that the pandemic restricts most travelling activities. However, there are 
still desires and motivations for Malaysians to travel after this pandemic 
ends. 

2.3.1 Relationship between desire for experiential travel 
directly influences the status consumption of tourists 
Generally, when a tourist or a person has higher feelings of 
possession towards material, they will eventually invest more of 
their time and energy on the consumption especially when they 
travel with the sense to impress others. This is the symbol of 
one status. Not only that, during this pandemic, the media 
always portrays the negative impact on it towards the tourism 
industry. Despite this, there are still no recent studies that prove 
that experiential travel is one of the core things that influence 
tourist consumption during a pandemic. 
 

2.4 Avoidance of rituality 
Rituals pervade human life, whether through religion, business, politics, 
education, athletics, or the military. In this study context it relatable with 
information, the term can be specified into two necessary criteria as: (1) 
the individual is aware that the information avoidance of rituality is 
available, and (2) the individual has free access to the information 
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avoidance of rituality or would avoid it even if the access were free 
(Golman et al., 2017). Due to the pandemic issue happened; there is a 
lot of information about awareness to avoid certain rituals to keep 
everyone safe and healthy. For example, the avoidance of public 
transportation is cited as one of the most utilized preventive measures to 
avoid contracting an infectious disease (Cahyanto et al., 2016) as the 
disease can be transmitted easily when gathered with many people.  

 
2.4.1 Relationship between avoidance of rituality directly 
influences the status consumption of tourist 
As stated, the avoidance of rituality within the context of 
information and it can be described as tourist preference that 
they try to avoid tourist products and services that are seemingly 
affected with the outbreaks (Chan et al., 2016) after getting the 
information to be more careful. Tourists get affected by the 
pandemic, and it does influence the status consumption for the 
tourist because they need to stop travelling due to the restriction 
movement order in every country. Status consumption of 
tourists acts as a motivating mechanism that a consumer may 
seek to purchase or to consume goods and services for the 
status they confer, regardless of that consumer's objective 
income or social class level. For this research, there is a relation 
between the avoidance of rituality and the status consumption 
of tourists because a consumer will be searching for many 
references and information before travelling. Thus, from that 
information gathered, the consumer could prevent themselves 
from getting affected by the pandemic disease and take 
precautions if they are in another country. Therefore, they can 
do proper planning for travel and take note of any current 
situation that happens to get the best view at the attraction 
places without any disturbance. 

 
2.5 Creative choice counter-conformity 
Conformity can be induced by any different situation, which leads to the 
different levels of emotional activation and positivity of the person (Chen, 
2018). Everyone could change their opinion due to social pressure and 
information play a significant role in transforming a personal statement 
(Mallinson & Hatemi, 2018). Most importantly, the effect of consumer's 
creative choice counter-conformity leads to the acceptance of the 
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pandemic issue in tourism attractions and places. In the tourist's 
consumption context, creative choice counter-conformity refers to 
consumers buying the original, novel, or unique interests and places into 
different ensembles to reflect their unique identity and personal styles. 
Therefore, there is a critical need to examine how the industry may 
become more responsive to fulfil the demand of this dimension of 
consumer's personality especially after the outbreaks, and the industry 
needs to offer several creative ideas to gain back the economy of the 
tourism industry. 

 
2.5.1 Relationship between creative choice counter-
conformity directly influences the status consumption of 
tourists 
An early description of creative choice counter-conformity refers 
to tourists more preferred to go to places with unique attraction 
because they want to express self-identity by consuming new 
and exclusive tourist products (Chan et al., 2016). The 
uniqueness of destination, however, has positive and significant 
influences on the satisfaction of tourists and has a negative and 
insignificant impact on the loyalty of tourists (Razak Munir et al., 
2018). It shows that there is a relation between the uniqueness 
offered with the status consumption because tourists demand 
the best experience while travelling. Therefore, tourists are 
more attracted to the attraction places that provide extra 
uniqueness to the area, and indirectly the consumer will find 
happiness to fulfil their travel desire. 

 
2.6 Status Consumption 
Status Consumption may occur when an individual is more concerned 
with the expectations of others (group norms and objectives) and 
therefore with maintaining his or her own family or group status (Heaney, 
Goldsmith & Jusoh, 2005).  
Mostly this is done by selecting popular tourist destinations or 
experiences. There was a strong link between conspicuous consumption 
and status as social status research can be improved by eating as others 
do or eating differently. Travel choices are motivated by tourists' desire 
to strengthen their self-identification and social identification, but in some 
situation’s tourism choices are driven more by a superior status than a 
desire for self-improvement.  
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However, life during this pandemic was not only emotionally, physically, 
and spiritually severely affected. Therefore, from the viewpoint of 
consumption, the Movement Control Order makes it impossible for 
Malaysians to fulfil their material needs and desire to travel. Still, some 
may think it is acceptable as long as they are safe and healthy. Indeed, 
Covid-19 makes travel as an activity that is difficult to perform. The world 
with a pandemic is very worrying for the whole world. Travellers who plan 
to travel in advance have to postpone their desire for their health. This 
can make some tourists unable to satisfy their status. 

 
2.6.1 The relationship between status consumption directly 
influences the affective response of tourists 
Status consumption is defined as the motivating mechanism by 
individuals seeking to enhance their social status through the 
conspicuous consumption of consumer goods that can grant 
and symbolize a person and person status (Heaney, Goldsmith 
& Jusoh, 2005). The affective response can be defined as the 
emotional response to a situation. For example, the feeling of 
pride and satisfaction a person obtains when winning, or the 
sense of disappointment on losing. Consuming one-of-a-kind 
experience encourages the adequate reaction of tourists as 
personal reward and contentment. 
The COVID-19 pandemic's severe outbreak has left people in a 
state of distress and limited all travelling activities. Local 
authorities and governments have asked people to go under 
quarantine and be extremely careful about their safety. This 
makes it difficult for people to travel to their destination. Thus, it 
can create difficult consumption status to meet, and their 
emotions are irregular. 

 
2.7 Affective Response 
An affective response can be identified within a given situation as an 
individual's general psychological state including, but not limited to, 
emotions and mood. In its most specific form, AR is used to define the 
subjective perception of an entity (intrapersonal or experiential core) of 
all balanced responses; those that include both positive and negative 
dimensional potential. In terms of the specificity of their initial stimulus or 
target object, affective reactions may be distinguished. Relevant stimuli 
activate the feelings and emotions. So, in the current state of the Covid-
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19, those who make the tourism sector obligated to do so monthly will 
feel very uncomfortable for not being able to do so. Thus, it will influence 
their motivation to travel to a tourist destination. This will lower the 
emotions and mood of the people who support the tourism sector during 
the pandemic since travel can make them feel relaxed. 
2.8 Theoretical Basis 
 
Value of consumption on travel 
Consumption of travelling brings an indulgent experience and represents 
an extraordinary quality of life (Chan et al., 2016). Status consumption is 
defined as the motivational process by which individuals strive to improve 
their social status through conspicuous consumption of consumer 
products that can confer and symbolize status for the individual and to 
those around that individual (Heaney, Goldsmith & Jusoh, 2005). 
Dassanayake, Chaminda, and Zahra, Anne (2013) claim that market 
choice behaviour can be motivated by any or more of the following five 
principles in their consumer values theory; practical, financial, mental, 
epistemic, and conditional.  
However, life during this pandemic was severely affected not only 
emotionally, physically, and spiritually. Hence, from the consumption 
perspective, it is hard for Malaysians to satisfy their material needs due 
to the Movement Control Order that has been implemented by the 
government. 
 
Motivation theories 
In this research, motivation based on tourism-consumption is focused on 
the theory of self-determination (SDT) which focuses on the intrinsic 
psychological inclination of the individual towards personality integration 
as well as elements of self-motivation in understanding tourist decision-
making behaviour (Chan et al., 2016). Often referred to as 
psychological/biological/social needs and desires were motivation, 
including internal (or emotional) and external influences. These forces 
explain how motivational variables drive individuals to make travel 
decisions and how they are driven or drawn by attributes of destination 
(Chetthamrongchai, 2020). SDT discusses that humans are active 
organisms striving for psychological development and growth, as 
described in the motivation theories.  
Social confidence is the first building. This is a prominent theorized 
dimension in the self-concept and motivation perspectives. This is a 
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central theorized dimension in the self-concept and motivation 
perspectives. The second concept is the desire to fly experientially.  
 
Social esteem and status consumption 
Chan, To and Chu (2016) consider the pursuit of social esteem to be one 
of the significant motivational dimensions that will emotionally reward 
tourists. Social esteem is also a fundamental reference point for tourists 
to orient their behaviour, as long discussed in the marketing theories of 
self-other psychological meshing. This can be described as the entire 
being of the consumer's feelings of love, reverence, and approval 
towards his or her own "self." Through default, people, owing to the 
human ego, seek to improve and boost their social respect. Status 
consumption is a motivational process that enhances the standing of an 
individual in a social hierarchy by consuming symbolically meaningful 
status goods.  
 
Desire for experiential travel and status consumption 
Desire for experiential travel in the sense of tourism is a synonym for 
materialism. The desire for wealth as a personality trait incorporates 
acquisitively, non-generosity, and envy. These studies conceptualize 
materialistic ownership as a deeply held personal belief in human life and 
consist of three aspects –centrality of wealth, achievement, and 
happiness. However, during this pandemic of Covid-19, this happiness 
is hard to achieve by travellers since MCO is conducted for everybody's 
safety. The preference for possessions has a direct impact on the intake 
of status (Chan et al., 2016). Tourists seeking treasurable travel goods 
and a comprehensive tourist experience reflect not only material 
possession and dominance but also social status.  
 
Need for uniqueness and travelling consumption 
The theory of uniqueness is when there is an emergence of the desire to 
feel unique from other people and in situations where the self-perception 
of identity is weakened, the need to feel different is competing with 
specific reasons to preserve and improve that uniqueness. Need for 
Uniqueness (NFU) is characterized as "the pursuit by an individual of 
distinction with others that is accomplished through the acquisition, use, 
and disposition of consumer goods to establish and enhance one's 
personal and social identity" (Tian, Bearden & Hunter, 2001).  
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Avoidance of rituality 
Similarity avoidance is a synonym for avoiding rituality within the 
framework of tourism. It describes a tourist preference that they are trying 
to avoid the popular and common tourist products and services. Tourists 
prefer to stop these typical travel consumption and activities to prevent 
repetition or to "be the same" for others. If it concerns unique, status-
enhancing luxury products, the importance of commodity scarcity 
increases due to low demand, particularly during a pandemic. 
 
Creative choice for counter-conformity 
Creative counter-conformity choices indicate that the consumer seeks 
social distinction from most others but that this consumer makes 
decisions that these others are likely to find good options (Tian, Bearden 
& Hunter, 2001). Customers purchase products in innovative counter-
conformity choices that reflect their individuality and are also appropriate 
to others, so brand names can give certain distinguishing qualities (e.g. 
exclusive features, exclusivity, and prestige) appeal to consumers who 
illustrate this type of consumer behaviour (Miremadi, Fotoohi, Sadeh, 
Tabrizi & Mashhad, 2011). During Covid-19 travelling takes place 
providing unique qualities, such as novel experience and exclusivity, is 
appealing to visitors who claim to experience this. 
 
Status consumption and affective response 
When considering the behaviour of tourist consumption, it is proposed 
that the antecedents of status consumption be social esteem, desire for 
experiential travel, avoidance of rituality, and counter-conformity creative 
choice. During MCO the importance of travel includes personal interests 
that take personal characteristics such as hedonism and personality into 
account. In tourists who evaluate tourist products and travel experience 
with individual standards, and derive self-directed pleasure, these 
personal consumption preferences are more obvious. These 
psychological benefits indicate one's self-gratification and satisfaction 
obtained during travel from a given product and the related experience 
of consumption. 
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2.9 Framework of the study 
 

 
Figure 1: Conceptual model of desire for travel, avoidance of rituality, and social 

esteem: An empirical study of consumer response due to Covid-19.  
(Source Chan et al., 2016) 

 
This research has been established from the above conceptual study 
model to demonstrate desire for travel, avoidance of spirituality, and 
social esteem which is an empirical study of consumer response due to 
Covid-19. All the variables in the study were strongly connected to the 
status consumption by the respondents and as a result, it came out with 
an affective response which is the measurement towards the positive or 
negative desire of our target respondents. This framework comes with 
five hypotheses altogether.  
Below is the 5 hypothesis that has been generated: 
H-1 Relationship between social esteem directly influences the status 
consumption of tourist 
H-2 Relationship between desire for experiential travel directly influences 
the status consumption of tourists 
H-3 Relationship between avoidance of rituality directly influences the 
status consumption of tourists 
H-4 Relationship between creative choice counter- conformity directly 
influences the status consumption of tourists 
H-5 The relationship between status consumption directly influences the 
affective response of tourists. 
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3.0 RESEARCH METHODOLOGY    
 

3.1 Introduction 
This chapter explains further the study’s methodology which is the 
collective term for the structured process of conducting research. In this 
part, this study will provide detailed information and guidelines by 
describing every part of the sampling process, structure, total population 
of citizens residing in Malaysia, and all the attributes under the 
researchers’ study, as well as data collection analysis. 
 
3.2 The population target/time frame 
The sample population is being taken from all the population in Malaysia 
who reside in Malaysia as this survey will be distributed online for 
everybody as it aims to define the desire for travel, avoidance of rituality, 
and social due to the spread of Covid-19 since everybody is a potential 
respondent. As everybody in Malaysia was affected, researchers 
predicted that every Malaysian could be our target respondent. This 
particular month was selected because this is the best month that is 
available for the collection of the data. Besides, during this MCO 
researchers targeted that many people will have more time at home and 
could contribute a small portion of their time to us to complete the survey. 
The method of approach is through social media where the 
questionnaires will be based on the online survey platform Google Form 
which the link to the questionnaires will be distributed through the social 
networks such as Facebook and Instagram, as well as in instant 
messengers Viber, Facebook, Messenger, WhatsApp, and Telegram. 

 
Table 1: Malaysian population including citizen and non-citizen based on the year 2019 
 

 
Data from: Department of Statistics Malaysia, Official Portal 

https://www.dosm.gov.my/v1/index.php?r=column/cthemeByCat&cat=155&bul_id=aWJZRkJ4UEd
KcUZpT2tVT090Snpydz09&menu_id=L0pheU43NWJwRWVSZklWdzQ4TlhUUT09  

 
3.3 Sampling Technique 
The study was calculated based on the 2019 figures population of 
32,581.4 million people living in Malaysia. The sampling technique that 

Year Citizens of Malaysia (‘000) Non- citizens in Malaysia (‘000) 

2019 29,376.9 3,204.5 

Grand Total 32,581.4 
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was used in this survey is simple random sampling. The angle of the 
studied population was all Malaysian since the conditions under which 
this project took place were unpredictable. Hence, the most suitable 
response format estimated variability in the population is 50%. The 
cumulative probability (Z) for a sample larger than 20 people is 1.96. 
Moreover, a minimum 95 percent level of confidence and a maximum five 
percent statistical error were taken into consideration (Pappas, 2021). 
Data gathering was complete when 383 useful questionnaires had been 
collected. Hence, the sample size is as shown in the formula down below: 
 

𝑁 =  
𝑍² (ℎ𝑦𝑝𝑜𝑡ℎ𝑒𝑠𝑖𝑠)

𝑆²
⇒ 𝑁 =

1.96²  (0.5)(0.05)

0.05²
⇒ 𝑁 = 384.16 

 
3.4 Survey Instrument 
Based on the previous instruments developed by Wing Yin Chan, 
Chester Kin-man Tob, and Wai Ching Chuc (2016), a questionnaire was 
developed for this study. The questionnaire consisted of four sections; 
sections A, B, C, and D. Part A, deals with tourists’ demographic 
characteristics. Altogether, there are 25 question items developed in the 
measurement instrument start from section B to section D. In Section B, 
the study is focusing on finding out the motivation factor that influences 
people to go travel through social esteem, desire for experiential travel, 
avoidance of rituality and creative choice counter-conformity factor. 
Section C consists of 5 questions about the status consumption toward 
travel products for post-pandemic situations. Lastly, section D is 
consisting of an open blended question where the visitors need to give a 
short comment. The respondents will be asked to assign each of the 19 
attributes a score using a Likert 5-point scale ranging from strongly 
disagreeing (1) to strongly agreeing (5), five close-ended questions, and 
one open-ended question.  
 
3.5 Pilot Study 
Measurement reliability can be translated as being constant. To ensure 
reliability of the measurement scale, Cronbach's alpha reliability tests 
were performed and removed those items with scores below 0.50 
corrected item-to-total correlation in knowing the response of consumers 
towards Covid-19 based on social esteem, desire for experiential, 
avoidance of rituality, and creative choice counter-conformity. The overall 
alpha score of the item set was 0.682 when no additional item could 



94 

 

 

significantly improve the reliability of the scale if deleted from the scale 
set. 383 respondents administered the survey, including students from 
the undergraduate level. Some terminology changes and attributes will 
be made as a result of the pilot test. In evaluating the study instrument's 
reliability, the alpha value of 0.682 for a Cronbach was stated. This alpha 
value is considered acceptable and represents a good indication of 
building quality. 
 
3.6 Online Survey 
The questionnaires will distribute to random respondents by the Web. On 
a 5-point Likert scale, which rated a "strongly agreed" in scale (1) and 
"strongly disagreed" in (5), the survey calculation assessed the ranking. 
Researchers pick reliable products with higher factor loadings, given the 
time taken to complete the questionnaire. Each question given to the 
respondents was based on their study. Therefore, the reliability of each 
answer that the respondents answered is correct. It instructed 
respondents to convey their feelings or view of each attribute. 
Respondents are instructed to score their level of opinion on what they 
experienced with self-esteem, desire for experiential travel, avoidance of 
rituality, and creative counter-conformity with consumer response to 
Covid-19. The online survey was conducted from 10th June until 21st June 
2020. 
 
3.7 Method of Analysis 
The data were analyzed using the Statistical Package on Social Science 
(SPSS) for Windows version 10. All the returned questionnaires were 
originally updated and checked. Three types of analysis are performed 
in this study. The first one is descriptive analysis to analyze and 
summarize the large pile of data into; frequencies, mean, median, mode 
standard deviation, correlation, scatter plot, graphs, tables, charts, 
histograms and so forth. Most of them are used to illustrate the 
association and relationship between variables (Baha, 2016). The 
second one is regression analysis that explains the relationships 
between the dependent variables and the independent variables in a 
simplified mathematical form which are being performed by SPSS 
(Schneider, Homme & Blettner 2010). Thirdly, for the Pearson correlation 
analysis, both variables are assumed to be normally distributed. Several 
approaches have been suggested to translate the correlation coefficient 
into descriptors like “weak,” “moderate,” or “strong” relationship. Most 
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researchers would probably agree that a coefficient of <0.1 indicates a 
negligible and >0.9 a very strong relationship, values in-between are 
disputable (Schober, Boer & Schwarte, 2018). 
 
3.8 Respondents 
The respondents will be chosen randomly but still based on the consumer 
response towards Covid-19. 88 respondents will respond 'strongly agree' 
and ‘agree’ to Question 1 of Section B, as they feel they do not have 
much to be so proud of. During the online survey, researchers find that 
many respondents react to Covid-19 with high social esteem. 184 
respondents agree, while 102 respondents respond neutrally, which 
means that their social confidence does not affect the pandemic. 
Respondents who disagree about the question are 9 and 0 for strongly 
disagreeing. This demonstrates that about 9 individuals are highly 
socially regarded. As a result, many of them feel nothing much to be 
proud of. This study only assessed information from 383 questionnaires. 
 
 

4.0 RESULTS 
 

4.1 Introduction 
This chapter is divided into nine sections. The first section provides the 
demographic characteristics, second, the level of social esteem of 
respondents, third, the response to the desire for experiential travel, 
fourth, avoidance of rituality aspects, fifth, creative choice counter- 
conformity, sixth, the status consumption, seventh, affective response 
section, eighth, the analysis of 5 hypotheses, and finally, the results of 
tests of the proposed research hypotheses which were discussed. 
 
4.2 Demographic Description of the Respondents 
The demographic characteristics of the respondents for the study are 
shown in Table 4.1. shows that most of the respondents of our online 
survey were female (78.3%) while only 21.7% out of 383 respondents 
came from a male. Majority (49.9%) were still single and ranging between 
20-29 years old (44.4%). The most dominant race (91.4%) who 
responded to our survey were among Malays and the majority (37.1%) 
worked in the government sector instead. All in all, over a third of the 
respondents did not earn any income yet.  
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Table 2: The Demographic Description of the Respondents 

 

 

Code Gender of the respondents Frequency 

1 Male 83 

2 Female 300 

  Total 383 

  Marital Status of the respondents   

1 Single 191 

2 Married 186 

3 Divorcee 2 

4 Widow 4 

  Total 383 

  Age interval of the respondents   

1 19 years old & below 37 

2 20-29 years old 170 

3 30-39 years old 43 

4 40-49 years old 39 

5 50-59 years old 94 

  Total 383 
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Race of the respondents 

  

 

1 Malay 350 91.4 

2 Chinese 13 3.4 

3 Indian 13 3.4 

4 Other 4 1.0 

5 Kadazan Dusun 3 0.8 

  Total 383 100.0 

  Occupation of the respondents     

1 Government sector 142 37.1 

2 Private Sector 65 17.0 

3 Self - employed 27 7.0 

4 Student 119 31.1 

5 Other 7 1.8 

6 Retired 11 2.9 

7 Housewife 12 3.1 

  Total 383 100.0 

 

Monthly Income (RM) of the respondents     

RM1000 & below 29 7.6 

RM1001- RM2000 41 10.7 

RM2001-RM3000 31 8.1 

RM3001-4000 28 7.3 

RM4001-5000 30 7.8 

RM5001 & above 108 28.2 

No income 116 30.3 

Total 383 100.0 
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4.3 Level of social esteem of respondents 
Table 4.2, the mean for the first question is 2.0836. Based on 1.7963 
mean reading for the second statement shows the majority of the 
respondents strongly disagree and disagree. The third question had a 
mean of 1.9504 which 2 of the respondents strongly disagreed. Next, one 
of the respondents strongly disagrees with the statement that brings the 
mean of 1.9530. Lastly, 1.9687 mean are from the fifth question in this 
section.  
 

Table 4.2: Respondents Level of Social Esteem as regard to the spread of the 
pandemic 

 

 

Question 
code 

Survey 
Question/Statement 

Frequency 
(%) 

Mean Std. Dev 

    1 2 3 4 5     

1 I feel I have so much to 
be proud of. 
  

88 (23.0) 184 (48.0) 102 
(26.6) 

9 
(2.3) 

0 (0) 2.0836 0.76461 

2 I take a positive attitude 
toward myself even 
though it has hard to 
feel motivated during 
the Movement Control 
Order (MCO) 

142(37.1) 186(48.6) 46 
(12.0) 

9 
(2.3) 

0 (0) 1.7963 0.73811 

3 On the whole, I am 
satisfied with myself 
throughout this 
pandemic phase 

127 (33.2) 170 (44.4) 66 
(17.2) 

18 
(4.7) 

2 
(0.5) 

1.9504 0.85928 

4 I am inclined to feel that 
I am successful 
although experiencing 
this pandemic is tough 

110 (28.7) 193 (50.4) 69 
(18.0) 

10 
(2.6) 

1 
(0.3) 

1.9530 0.77113 

5 I feel I am a person of 
worth, or at least on an 
equal with others 
although there are a lot 
of difficulties during the 
Movement Control 
Order 

118 (30.8) 176 (46.0) 72 
(18.8) 

17 
(4.4) 

0 (0) 1.9687 0.82122 
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4.4 Level of avoidance of rituality of respondent 
Table 4.3 stated that 73.1% agree that they trying to avoid products 
bought by the general population while 26.9% said no. In table 4.4 
showed the mean level of avoidance of rituality of the respondent is 
2.4099 and most of the respondents are agree and natural with the 
statement. 

 
Table 4.3: Avoidance of rituality for close-ended questions. 

 

 
 

Table 4.4:  Avoidance of rituality Likert scale question 
 

 
 
4.5 Level of creative choice counter – conformity of respondent 
The mean for the first question in this section is 2.3185 and first ranked 
in the creative choice counter–conformity section. The second question 
with a mean of 2.4334 showed that the respondent more agrees and 
were neutral with the statement.  

 
 

Code 
1 

I often try to avoid tourist products that I know are bought by 
the general population especially after the spread of 
Coronavirus. 

Frequency Percent 

1 Yes 280 73.1 

2 No 103 26.9 

  Total 383 100 

 

Question 
code 

Survey 
Question/Statement 

    Frequency (%)     Mean Std. Dev 

    1 2 3 4 5     

2 The more 
commonplace a tourist 
product or service is 
among the general 
population, the less 
interested I am in 
buying it especially 
after the spread of 
COVID-19 

65 
(17.0) 

148 
(38.6) 

118 
(30.8) 

52 
(13.6
) 

0 
(0) 

2.4099 0.92471 
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Table 4.5: Creative choice counter–conformity 

 

 

4.6 Level of desire for experiential travel of respondent 
According to table 4.6, the mean for the first question is 1.9086. The 
second question with the mean of 2.6919 is in the third-ranked. Next, 
2.5875 mean falls at the second-ranked for question three. Thus, it 
showed that the majority of the respondents agree their life is better when 
they own the tourist product and experience after the pandemic 
subsided. The last questions are at the fourth rank of mean, 2.8277 which 
brings the respondent who answered agree, neutral, and disagrees with 
the statement. 

 
 

 

 

Question 
code 

Survey 
Question/Statement 

    Frequency 
(%) 

    Mean Std. Dev 

    1 2 3 4 5     

1 Consuming a new 
tourist product of 
post-pandemic that 
is interesting and 
unusual assists me 
in establishing a 
distinctive 
experience. 

49 (12.8) 187 
(48.8) 

125 
(32.6) 

20 
(5.2) 

2  (0.5) 2.3185 0.78122 

2 I’m often on the 
lookout for new 
tourist products or 
service that will add 
to my creative 
choice counter-
conformity after the 
Movement Control 
Order ends 

55 (14.4) 157 
(41.0) 

124 
(32.4) 

44 
(11.5
) 

3  (0.8) 2.4334 0.90092 
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Table 4.6: Desire for experiential travel 
 

 

Question 
code 

Survey 
Question/Statement 

    Frequency 
(%) 

    Mean Std. Dev 

    1 2 3 4 5     

1 I try to keep my life 
simple after the 
spread of 
Coronavirus, as far 
as tourist 
experience and 
products are 
concerned. 

97 (25.3) 229 
(59.8) 

53 
(13.8) 

3 (0.8) 1 (0.3) 1.9086 0.66278 

2 I like a lot of various 
substantial tourist 
experiences and 
products in my life 
even after the 
spread of 
Coronavirus. 

31 (8.1) 146 
(38.1) 

129 
(33.7) 

64 
(16.7) 

13 (3.4) 2.6919 0.95671 

3 My life could be 
better if I owned 
certain tourist 
experiences and 
products that I do 
not get because of 
this pandemic. 

30 (7.8) 158 
(41.3) 

140 
(36.6) 

50 
(13.1) 

5 (1.3) 2.5875 0.86045 

4 It sometimes 
bothers me quite a 
bit that I cannot 
afford to buy all the 
tourist products or 
service that I like 
because of this 
pandemic 

39 (10.2) 121 
(31.6) 

105 
(27.4) 

103 
(26.9) 

15 (3.9) 2.8277 1.05927 
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4.7 Level of status consumption of respondent 
Table 4.7 shows that 33.9% of respondents would engage in tourist 
consumption after Covid-19 just because it shows their status meanwhile 
66.1% of respondents would not. It seems like 33.2% of respondents that 
they would pay more for tourist products or services if it represents social 
status after this pandemic ends, and 66.8% of the respondents would not 
agree to it. 
 

Table 4.7: Status Consumption 

 

 
Table 4.8, brings a mean value of 3.0992 and shows that most of the 
respondents are either disagreeing or natural with the statement. With 
the mean value of 2.7311, the respondents are more neutral and agree 
to choose tourism products that more appeal to the snobbish side. The 
2.5065 mean values that had been gathered proved that it is irrelevant to 
choose tourism products during a pandemic to show social status. 
 
 

 

Code I would engage in tourist consumption after Covid-19 just 
because it shows my status 

Frequency Percent 

1 Yes 130 33.9 

2 No 253 66.1 

  Total 383 100 
 
 
 

Code I would pay more for tourist products or services if it 
represents social status after this pandemic end 

Frequency Percent 

1 Yes 127 33.2 

2 No 256 66.8 

  Total 383 100 
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Table 4.8: Status Consumption as regard to the spread of pandemic 
 

 
4.8 Level of affective response of the respondent 
Table 4.9, the mean value that has been gathered for the first statement 
is 2.1958. This shows that respondents would enjoy the treasure 
travelling after the pandemic. With the mean value of 2.5770, 
respondents have a level of agreement and neutral to the statement of 
travelling after a pandemic is their life preference. 2.9504 is the mean 
value that researchers got from the third statement of travel after the 
pandemic will make respondents feel good. 
All in all, based on table 4.10, shows that respondents agree that they 
would treasure the experience of travelling after a pandemic (68.9%) and 
would make them feel good (36.6%) as it is their life preference (49.6%) 
to travel. So, it makes a strong reason why respondents respond that 
they think travel after Covid-19 calm would make them feel happy 
(79.0%) because most of them want to reward themselves for being able 
to be patient from going outside their house during Movement Control 
Order (MCO) 

 

 

Question 
code 

Survey 
Question/Statement 

    Frequency (%)     Mean Std. Dev 

    1 2 3 4 5     

3 I am interested in 
new tourist products 
or services that are 
promoted after 
Coronavirus with 
higher social status. 

23(6.0) 82 
(21.4) 

132 
(34.5) 

126 (32.9) 20 
(5.2) 

3.0992 0.99242 

4 A tourist product 
after Coronavirus is 
more valuable to me 
if it has some snob 
appeal. 

42 (11.0) 119 
(31.1) 

136 
(35.5) 

72 (18.8) 14 
(3.7) 

2.7311 1.00691 

5 The social status 
shown by a tourist 
product or service 
during this pandemic 
is irrelevant to me 

47 (12.3) 139 
(36.3) 

155 
(40.5) 

40 (10.4) 2 (0.5) 2.5065 0.85879 
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Table 4.9: Affective response Likert scale  

  

 
 

Table 4.10: Affective response  

 

 

Question 
code 

Survey 
Question/Statement 

    Frequency 
(%) 

    Mean Std. Dev 

    1 2 3 4 5       

1 New travel 
exploration 
experience after a 
pandemic is the one 
that I would treasure 
and enjoy. 
  

84 
(21.9) 

180 
(47.0) 

86 
(22.5) 

26 (6.8) 7 (1.8) 2.1958 0.91856   

2 Travelling after 
Covid-19 would be a 
part of life 
preferences. 

62 
(16.2) 

128 
(33.4) 

114 
(29.8) 

68 
(17.8) 

11 (2.9) 2.5770 1.04791   

3 Travelling is one that 
I would fear the most 
especially after the 
spread of 
Coronavirus 

84 
(21.9) 

147 
(38.4) 

96 
(25.1) 

47 
(12.3) 

9 (2.3) 2.3473 1.02688   

4 Travelling after a 
pandemic would 
make me feel good. 

39 
(10.2) 

86 
(22.5) 

140 
(36.6) 

91 
(23.8) 

27 (7.0) 2.9504 1.07330   

 

Code All in all, why do you think being able to travel after the 
pandemic ends would give you pleasure? 

Frequency Percent 

1 Happy 304 79.4 

2 Unhappy 51 13.3 

3 Economy 14 3.7 

4 Other 14 3.7 

  Total 383 100 
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4.9 Hypothesis analysis 
 
4.9.1 Social esteem and status consumption 

 
Table 4.11: Social Esteem and Status Consumption  

 

 
H1: Relationship between social esteem directly influences the status 
consumption of tourists. 
 
The level of social esteem and the status consumption of our 
respondents towards five attributes that researchers have mentioned 
before. The significance (2 tailed) level of social esteem and the status 
consumption of our respondents towards five attributes that researchers 
have mentioned before shows the value of P=0.399 is higher than 0.05 
where researchers can see that their hypotheses are rejected after 
completing this survey. However, the Pearson Correlation value of the 
relationship is positive moderation with a value of 0.043. Researchers 
think that, because of the disease disaster that is happening all around 
the world which is COVID-19, people may experience a wide range of 
emotions and the psychological barriers interfere with the response 
researchers get from the public. Hence, researchers thought it is the most 
logical reason for the rejection of the hypothesis. 
 
 
 
 
 
 
 
 

   Status 
Consumption 

Affective Response Results 

1.Social esteem Pearson 
Correlation 
Sig. (2-tailed) 
N. 

  0.043 
 0.399 
 383 

  Hypothesis    rejected 
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4.9.2 Desire for experiential travel and status consumption 

 
Table 4.12: Relationship between desires for experiential travel directly influences the 

status consumption of tourists 
 

 
H2: Relationship between desires for experiential travel directly 
influences the status consumption of tourists 
 
As shown in the table above, the results of the test of correlation between 
desires for experiential travel directly influence the status consumption of 
tourists is accepted since the significant level was found positive which 
is 0.527** and significant at P=0.00. It showed that when a tourist has 
higher feelings of possession towards material they will invest more time 
and energy on tourism products especially when they travel with the 
sense to impress others.  
 
4.9.3 Avoidance of rituality and status consumption 

 
Table 4.13: Relationship between avoidance of rituality directly influences the status 

consumption of tourists 

 

 
H3: Relationship between avoidance of rituality directly influences the 
status consumption of tourists 
 
Table 4.13 shows the results of the test of correlation between avoidance 
of rituality directly influences the status consumption of tourists were 

   Status Consumption Affective 
Response 

Results 

2.       Desire for 
experiential travel 

Pearson 
Correlation 
Sig. (2-tailed) 
N. 

 
0.527** 
0.000 
383 

  Hypothesis 
accepted 

 

   Status 
Consumption 

Affective 
Response 

Results 

1.       Avoidance of 
rituality 

Pearson 
Correlation 
Sig. (2-tailed) 
N. 

 
-0.007 
0.892 
383 

  Hypothesis 
rejected 

 



107 

 

 

found negative, which is -0.007 and significantly more than P= 0.05, 
which is 0.892.  The negative significant correlation presented that there 
is no relationship between the variable and status consumption stated 
that the avoidance of rituality within the context of information can be 
described as tourist preference that they try to avoid tourist products and 
services that are seemingly affected by the outbreaks (Chan et al., 2016). 
Therefore, it does not influence the tourist’s status consumption as they 
need to stop travelling because of the restriction movement order in every 
country. Hypothesis rejected. 
 
4.9.4 Creative choice counter-conformity and status consumption 

 
Table 4.14: Hypothesis data of creative choice counter-conformity and status 

consumption. 
 

 
H4: Relationship between creative choice counter- conformity directly 
influences the status consumption of tourists 
 
The significance in Table 4.14 is high as the p-value 0.000<0.01. It also 
shows that the Pearson correlation of the relationship is positive 
moderation 0.405. With the amount of significance and correlation, it 
leads to the hypothesis being accepted. The unusual new tourist product 
will be the one top choice after the MCO ends as it establishes a 
distinctive experience as it also fulfills their status consumption. 
 
 
 
 
 
 
 
 
 

    Status 
Consumption 

Affective 
Response 

Results 

Creative choice counter-
conformity 

Pearson 
Correlation 
Sig. (2-tailed) 
N. 

  
0.405** 
0.000 
383 

  Hypothesis 
accepted 
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4.9.5 Status consumption and affective response 

 
Table 4.15: Hypothesis of status consumption and affective response 

 

 
H5: The relationship between status consumption directly influences the 
affective response of tourists. 
 
The hypothesis is accepted as the Pearson Correlation of the hypothesis 
in Table 4.15 is a positive moderate relationship value 0.466 as it is near 
to 1 for the correlation coefficient. The positive relationship happened 
when the relationship between status consumption and affective 
response in which both variables move in tandem. The p-value for this 
relation is significant as the p-value is 0.000<0.01.   
 
 

5.0 CONCLUSION  
 
5.1 Introduction 
The final chapter will summarize the important findings obtained in 
chapter four. Therefore, the discussion and recommendations and the 
future research of this study are discussed thoroughly in this chapter. The 
study analyzed the desire for travel, avoidance of rituality, and social 
esteem, an empirical study of consumer response due to Covid-19. The 
need to identify the relationship between variables which are social 
esteem, avoidance of rituality, creative choice counter–conformity, and 
desire for experiential travel with status consumption and the affective 
response of the 383 respondents that responded in our survey. The 
findings of the study would assist tourism planners to fulfill the desire of 
travellers after the pandemic based on the consumption responses 
towards tourism products due to the spread of COVID-19. 
 
 
 

    Status 
Consumption 

Affective Response Results 

Status 
consumption 

Pearson 
Correlation 
Sig. (2-tailed) 
N. 

  0.466** 
  
0.000 
383 

Hypothesis accepted 
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5.2 Discussion 
This study of Malaysian tourist’s consumption responses towards tourism 
products due to the spread of Covid-19 provides the relation of social 
esteem, desire for experiential travel, and avoidance against rituality of 
tourism settings due to the adaption to our current global issue which is 
Covid-19. The results indicate that desire for experiential travel, creative 
choice-counter conformity creates a direct and significant influence on 
the status consumption of tourists. Status consumption is influenced by 
the affective response. On the contrary, both social esteem and 
avoidance of rituality relation with status consumption show insignificant 
influence.  
A desire for experiential travel is the main predictor of status 
consumption. The study indicates that the best indicator of status 
consumption is personal tourism consumption preference regarding the 
acquisition of extensive travel experience during travel. It means that as 
an aim of life tourists engage in exceptional tourist consumption 
experiences and products after the pandemic. They think that if they own 
a tourist commodity or experience that they don't own during Covid-19 
they'd have a better quality of life. Through travel activities, consumption 
and discovery of goods and services will allow them to distinguish and 
symbolize themselves with social status, and eventually establish an 
experiential travel experience.  
The second strong personal factor is the creative choice-counter 
conformity. Tourists often lookout for new tourism products that will add 
to their creative choice that is interesting and unusual to establish a 
distinctive experience after the Movement Control Order. This means 
that visitors tend to buy distinctly different goods from others, but not the 
products or travel experiences that project intense and unprecedented 
creativeness. It shows that there is a relation between the uniqueness 
offered with the status consumption because tourists demand the best 
experience while travelling. This can be supported by early definition of 
creative counter-conformity choices refers to tourists who choose to go 
to locations with a unique attraction because they want to portray 
themselves by buying fresh and exclusive tourist items (Chan et al., 
2016).  
This study also shows that some visitors tend to spend and consume 
while travelling because there are certain special tourist experiences or 
goods only available in certain destinations. However, during a 
pandemic, it is hard to experience travel products and services. This 
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enhances the private interest in tourist goods that boost prestige. Some 
visitors tend to spend and consume while travelling because there are 
certain special tourist experiences or goods only available in certain 
destinations. This enhances the private interest in tourist goods that 
boost prestige. Once they discover such tourist products and services in 
their social groups which are too popular during travel after the pandemic, 
they instantly avoid consumption. Thanks to the pandemic problem that 
occurred; there's a lot of knowledge to prevent that rituality and keep us 
safe and happy.  
Social esteem suggests that tourism consumption is intended to enhance 
social esteem, increase social status in a community, and establish a 
positive attitude towards itself. The results of the study show that tourists 
do not feel proud of themselves as they take a positive attitude even 
though it is hard to feel motivated during the Movement Control Order. 
Although there are a lot of difficulties during MCO, tourists still feel 
satisfied, inclined to feel they are successful and they are worthy or equal 
with others. This shows that status consumption does not influence social 
esteem.  
Most tourists think the travel products after a pandemic that can bring 
snob appeal are still irrelevant. Tourism drives beings to very different 
behavioural norms and social experiences, and encouragement that lead 
to different patterns of choice for the tourist to make. The extreme 
outbreak of the Covid-19 pandemic has left people in a state of misery 
and has restricted all travelling activities. 
 
5.3 Directions for future research 
Since there are still a few cases of Coronavirus in Malaysia, the public 
does not have any choice rather to follow the new SOPs imposed by the 
government to break the chain of it. Hence, the desire to travel is limited 
to domestic tourism only. Needless to say, full motivation and 
psychological talk shows or events about how to deal with emotional 
stress due to the limitation of travelling could be implemented by any 
tourism suppliers out there to persuade Malaysians to start travelling 
again. Researchers have very high hopes that with the completion of this 
study, Malaysian may adapt better to the new normal routine of the post-
pandemic recovery stage and value their psychological needs to travel 
to avoid any stress-related situation. It is also a good idea if a similar or 
more in-depth research methodology can be done so that it can 
contribute to stronger data, thus new methods can be recommended 
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towards Malaysian so that everybody has the equal opportunity to feel 
happy and safe travelling again in the future. 
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ABSTRACT 
 
Since the tourism industry is a fast-paced business, successful management is essential for 
employees to remain efficient. Employee productivity will not be optimal if they are under high strain 
and not happy at work. This research offers a literature analysis of job stress and its effect on 
employees' performance in the tourism industry. The database used is secondary data that 
promoting current literature and sources. The data collection process was conducted by evaluating 
18 studies. Results showed that most work stress-related studies had a negative and substantial 
impact on productivity and job satisfaction. A study describes the effect and supportive relationship 
in stress at a low to a moderate degree, so it does not interfere with employee work but somewhat 
improves employee performance. Six factors, including intrinsic job factors, roles in organizations, 
work relationships, professional growth, organizational structure, climate, and non-employment 
factors, result from this analysis's findings. At the same time, job stress has six different effects: 
physiological, fitness, subjective aspects, behavior, organization, and cognition. 
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1.0 INTRODUCTION 
  
In the service industry, the hospitality and tourism industry is involved, 
and most of its services are given primarily by employees (Kong, Jiang, 
Chan, & Zhou, 2018a, 2018b). They added that employees who are 
happy with their work would strive to provide customers with high-quality 
service. Happy employees are typically more productive, successful, and 
imaginative than non-satisfied workers. In contrast, unhappy workers 
show deviating workplace behavior, which reduces service quality and 
performance (Tuna, Ghazzawi, Yesiltas, Tuna Aysen, & Arslan, 2016).  
Hasibuan (2014) has defined employees as happy when good 
management is present and achieves its management goals and 
objectives. (p, 9). Increasing the quality of human capital in the present 
global age is one strategy that the organization should make. 
Comfortable working environments would make it easier for employees 
to work and focus on their duties on time. If the working environment is 
pleasant and does not create work stress, it will be easier to achieve 
outstanding performance. Mangkunegara (2016) asserts that the work 
performed in compliance with their duties results from the quality and 
quantity of work. When the company's employee output decreases every 
year, it will negatively affect the company's profitability. One effort to 
increase work productivity is to pay attention to problems that can 
interfere with performance, including work stress. 
 
In recent decades, nearly three billion workers worldwide have been 
confronted by a significant problem called 'stress,' affecting employee 
productivity in every company. Gibson, Ivancevich, and Konopaske 
(2012) identified that stress can be very positive or productive and can 
improve results, but it can also be inaccurate or ineffective and have a 
detrimental effect on the entire company (p. 223). Low to moderate stress 
levels can positively affect employee performance, boost excitement or 
motivation, encourage hard work, and motivate people to improve 
performance. High or low but long pressures, on the other hand, may 
have detrimental, harmful, and potentially dangerous effects. Stress, in 
this sense, is going to interfere with the efficiency of the worker's job, 
which leads them to lose their ability to manage it (Bhui, Dinos, Galant-
Miecznikowska, de Jongh, & Stansfeld, 2016). Thus, they cannot 
determine, and their conduct becomes disorganized. 
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Since the Covid-19 pandemic, Gössling, Scott, D, and Hall (2020) 
mentioned, many tourism and hospitality staff are unable to operate as 
usual as in the view of flight attendants, front-desk employees, and 
cleaners. Hotel, airline, and cruise ship reservations have plunged, 
leaving these companies struggling to remain afloat. Due to this, 
research has reported on healthcare workers' high levels of depression, 
anxiety, insomnia, and stress-related symptoms during the current 
pandemic (Lai et al., 2020), but few studies have looked at the impacts 
of tourism or hospitality employees and their workplace issues.  
 
Thus, this research will summarize the literature about the stress of work 
and its impact on employees' performance in the tourism industry. This 
thesis aims to examine the impact of stress on employee performance 
by reviewing previous research published in academic journals. This 
study's results should provide information and references for tourism 
managers and researchers who would like to investigate further and 
improve related issues. 
 
 

2.0 LITERATURE REVIEW 
  
2.1 Job Stress 
Employee stress is a significant issue in the hospitality industry, and it is 
costly for employers and employees alike. Handoko (2008) mentioned 
job stress as a condition of tension that affects a person's thought 
processes, emotions, and conditions. The result from excessive stress 
can threaten a person's ability to deal with the environment and will 
ultimately interfere with the execution of his duties. Hasibuan (2014) 
claims that people who experience stress become nervous and feel 
chronic anxiety to become angry, aggressive, unable to relax, or exhibit 
uncooperative attitudes.  
 
Rini (2010) compares job stress to limitations and demands where 
limitations are the factors that prohibit a person from doing what he or 
she desires, whereas demands lead to the lack of what he or she desires, 
so workers may feel the tension as they face possibilities, constraints, 
and demands. According to Hasibuan (2014), several factors that cause 
employee stress in the tourism industry, namely: 
1) Excessive and challenging workload. 
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2) Pressure and attitude of leaders who are not fair and reasonable. 
3) Inadequate time and work equipment. 
4) Conflicts between individuals and leaders or working groups. 
5) Reward for services that are too low. 
6) Family problems such as children, wife, and in-laws. 
 
Cartwright and Cooper (2014) developed a work stress source dynamics 
theory based on a literature review listed in Table 1. 
The applying the concept of Beehr and Franz (1987), Azizah (2007) 
selected four sources of stress from many other sources of stress that 
can affect employee performance, including in the tourism industry, 
namely individual stressors, group stressors, organizational stressors, 
and individual differences stressors. This study found another source of 
stress: boredom felt by employees because of their routine tasks (van 
Hooff & van Hooft, 2016). Performance measurements at government 
agencies are based on achieving these tasks following the agency's 
vision, mission, goals, and objectives so that the relevant agencies 
should carry out the assessment process. Thus, the indicators used in 
this study in assessing employee performance in government agencies 
differ from measurements in the industry. 
As Rivai and Mulyadi (2012) said, performance means the periodic 
evaluation in compliance with defined standards and parameters of the 
company's output and its workers. Many factors influence the 
performance of an employee in an organization. Both factors could be 
within the employee and the environment or the work organization itself. 
The employee performance indicators, according to Gomes (2003), 
include: 
1) Quantity of work, for example, the amount of work carried out by an 

employee in each period in completing his work 
2) Quality of work, which reflects how well employees can complete 

tasks and produce good quality in their work. 
3) Job knowledge, which is the breadth of knowledge about work and 

skills. 
4) Creativeness, namely the authenticity of ideas raised and actions to 

resolve the problems that arise. 
5) Corporation, namely the willingness to cooperate with other people 

or fellow employees. 
6) Dependability, namely awareness to be trusted in terms of 

attendance and completion of work. 
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7) The initiative, which is enthusiasm and initiative in carrying out new 
tasks and in enlarging their responsibilities. 

8) Personal qualities, namely regarding personality, leadership, and 
personal integrity. 
 

Gibson (1977) in Soekidjo (2009) indicates that three key factors, 
specifically the factors that decide the success of an individual in terms 
of performance, are: 
1) Individual variables consisting of an understanding of his work, work 

experience, family background, socioeconomic level and 
demographic factors such as age, gender, and ethnicity. 

2) Organizational variables, which among others consist of leadership, 
work design, other resources, organizational structure. 

3) Psychological variables, which consist of perceptions of work, 
attitudes towards work, motivation, personality. 

In the study of Kurniawan (2016), it was explained to overcome the 
stresses carried out with a psychiatric approach or counselling. 
Counselling is the discussion of a problem with an employee, with the 
main purpose of helping the employee to better solve the problem, 
counselling aims to make people more effective in solving their problems. 
In terms of journal selection criteria, according to Paul and Criado (2020), 
a review paper should contain articles from at least 10–20 relevant 
journals.  Hence, this study was based on an analysis of the literature 
and empirical studies performed by 18 researchers. Therefore, it can be 
concluded that the source of stress is divided into six factors: 
 
Intrinsic Factors of Work 
• Poor working conditions or reduced conflict in the work environment 
• Employees will experience stress due to facing opportunities, 

obstacles, and demands 
• Demands (demands) for individuals exceeding their abilities, 

exacerbated by the control of superiors at work locations. 
• The existence of shift work that disturbs the metabolic cycle of life 
• Long working hours 
• Work that always travels 
• Continuous new technology or inadequate work equipment 
• Overwork 
• Employees' perceptions about tasks, work experience, seniority, 

education level 
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• Reply services that are too low 
• Physical demands 
Role in Organizations 
• The existence of role ambiguity felt by employees 
• Role conflict in employees 
• The number of difficult and excessive workloads that must be 

completed. 
• Inadequate work authority 
Relationship at Work 
• Work conflict or poor relations of a worker with: Management or 

superiors, Colleagues and Subordinates 
• Lack of social support, both from the leadership, co-workers 
Career Development 
• Safety positions in career and performance appraisal at work 
Organizational Structure and Climate 
• Poor leadership in organizations 
• Pressure and attitude of leaders who are not fair and reasonable 
• There is no opportunity to participate in the organization 
• Organizational structure, policy, and leadership 
Non-employment Factors 
• Household (family) problems. 
 
2.2 The impact of stress on employee performance 
Based on Cartwright and Cooper (1997)'s, the dynamics of stress 
symptoms and illnesses caused by job stress are shown in Table 2. 
Moving on to job stress, it can affect employee performance as in Azizah 
(2007)’s. The research also explained the sources of stress which are 
summarized in Table 3. 
Furthermore, if employees feel the measures on individual differences 
stressors, it will result in low rates of employee satisfaction and possibly 
lead to low output of the employees. Organizational stressors may also 
cause employee stress and ultimately affect the employee's performance 
(Finney, Stergiopoulos, Hensel, Bonato, & Dewa, 2013). The 
organizational framework that companies leaders seek is the system that 
provides leaders with the ability to engage in decision making. 
Following the findings of Ivancevich and Donnelly Jr (1975) in Gibson et 
al. (2012), those who are in an organizational structure that provides 
opportunities to participate in decision making and low levels of 
bureaucracy will experience higher job satisfaction, lower stress levels 
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and achievement better. Leaders who like to exert authority, build an 
environment of tension, discomfort, and even fear within subordinates, 
imposing pressure in the form of demands to complete tasks with 
requirements and amounts that are impossible or difficult to accomplish, 
and exercising very strict oversight can trigger stress subordinates and 
eventually damage the organisation concerned. 
Further empirical studies that support that job stress affects employee 
performance is research conducted by Hermita (2011) as cited in Muchlis 
(2015), Sari (2019), Meilitza (2009), Rahayadi (2017), Riyanni and 
Herawati (2018), Nurul (2019), and ANGGRAENI and Zakky (2020). 
From the 8 studies, all stated that job stress or work pressure significantly 
influence employee performance either partially or simultaneously with 
other variables. Only research conducted by Sari (2019) that partially 
work stress does not affect employee performance. Most of the dominant 
work stress is caused by individual factors. Only research conducted by 
Hermita (2011) is the most significant result is caused by the group 
stressor factor. 
Additionally, work tension makes career satisfaction not to be reached 
Yeh (2013). Existing job satisfaction with employees can be positively 
correlated with improving employee performance. In research conducted 
by Ismail, Yao, and Yunus (2009), Tunjungsari (2011), Du, Leung, Fu, 
and Ransdell (2012), Tongchaiprasit and Ariyabuddhiphongs (2016), 
Suhanto (2009), Styawahyuni and Yuniari (2014), Pratama and Sriathi 
(2015), Putra and Wibawa (2014) and Wijaya and Sudibya (2014) about 
the effect of job stress on job satisfaction, it was found that work stress 
variables affect job satisfaction. 
Even in the study of Tongchaiprasit and Ariyabuddhiphongs (2016), 
Suhanto (2009), Styawahyuni and Yuniari (2014), Pratama and Sriathi 
(2015), and Putra and Wibawa (2014), the results have a negative and 
significant effect. This implies that the higher or greater work stress level 
can contribute to the lower or reduce job satisfaction, which may 
contribute to a decline in employee productivity. 
In the Petrović, Jovanović, Marković, Armenski, and Marković (2014)'s, 
which included gender factors, it was observed that gender influences 
did not affect the high and low effects of work stress on job satisfaction. 
In different perspective conducted by Riani and Putra (2017), which used 
the dependent variable of turnover intention, the result showed that work 
stress had a positive impact on turnover intention. 
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Nevertheless, not all job conditions will necessarily affect employees 
'efficiency. At low or moderate work pressures as in the study of Azizah 
(2007), it shows a positive relationship with employee performance. This 
agreed by Bhui et al. (2016) saying it ensures that the degree of stress 
induced by individual stressors, group stressors and organizational 
stressors on workers is at a small to moderate point, ensuring that it does 
not overlap with the function of workers but rather enhances the 
efficiency of employees. 
This is in line with what was expressed by Robbins and Judge (2006) 
who argues that ‘the presence of work pressure does not in itself 
broadcast lower performance’.  Evidence shows that pressure can have 
a positive or negative effect on employee performance. For many people 
the level of pressure is low to moderate, allowing them to do their jobs 
better, by increasing alertness and the ability to react. Similarly, if the 
pressure level is high or even moderate but prolonged, the performance 
will eventually decline. 
Tewksbury and Higgins (2006) argue that there is a direct relationship 
between work pressure and performance, a large amount of research 
has investigated the relationship of work pressure with a performance 
presented in the pressure-performance model (U inverse relationship) 
namely Yerkes Padson's law. The inverted U pattern shows the 
relationship between pressure level (low-high) and performance (low-
high). If there is no pressure, plus there are often no job problems and 
thus performance continues to decline (Kurniawan, 2016). 
Kurniawan (2016) explained the model of Yerkes Padson's law as if 
pressure increases, productivity continues to improve as pressure allows 
workers to utilize more resources to fulfil their job demands. This is a 
positive motivation that enables workers to adapt to job challenges. 
Finally, the pressure reaches a stable point which is roughly following the 
ability of employee achievement. Furthermore, if the pressure becomes 
too large, performance will begin to decline because the pressure 
interferes with the work implementation. Employees lose the ability to 
control it. The most extreme result is that performance becomes zero, 
employees become no longer able to work, despair, quit or refuse to work 
to avoid pressure. 
Based on research conducted by Wijaya and Sudibya (2014), it is 
mentioned that the impacts of work stress are: 
1) Job stress tends to make employee performance will decrease. 
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2) Employee performance will not be optimal if experiencing heavy 
pressure at work. 

3) Job stress tends to make employees lazy to work so often absent 
4) Employees often leave work without permission due to uncomfortable 

working conditions. 
5) Employees have a desire to quit the job because the burden is quite 

heavy. 
 
2.3 CONCEPTUAL STUDY 
The concept of work stress and the concept of job satisfaction represent 
two antagonistic concepts. Work pressure encourages 
counterproductive work results, while job satisfaction creates a work 
atmosphere that is positively correlated with the high performance of 
employees in the organization (Xiong & Wen, 2020). Work pressure and 
job satisfaction would have a negative correlation. Abuhashesh, Al-
Dmour, and Masa'deh (2019) reported that managers must recognize 
other forms of job stress and job satisfaction to increase employee 
performance and loyalty. 
In the psychological discourse, the concept of job stress is developed by 
experts, one of them by Beehr and Franz as quoted in Khairuddin, 
Saidun, and Hashim (2019)’s, who defined stress in three ways, namely 
‘as an environmental stimulus that is the power which is inflicted upon 
the individual, as an individual's physical or psychological response to 
the strength of the environment, and as an interaction between the two 
events. In connection with these three definitions, Beehr and Franz 
(1987) then identify four approaches that are often applied in 
investigating the problem of job stress as outlined in Table 4. 
 
 

3.0 METHODOLOGY 
 
In conducting scientific research, a systematic drafting technique must 
be carried out to facilitate the steps to be taken. Likewise, the authors did 
in this study, the first step is to conduct a literature study by examining 
books that discuss work stress or work pressure and employee 
performance, journals, and studies that have been carried out relating to 
work stress or pressure work and its impact on employee performance in 
the tourism industry. 
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The data source used is secondary data from existing literature and 
references. The data collection method was carried out by taking from 18 
studies published in the form of 11 journals and 7 theses. This could refer 
to a study by Paul and Criado (2020) that stated journal selection 
requirements to have at least 10-20 papers in it. 
 

4.0 RESULTS AND DISCUSSIONS 
 
4.1 Positive and Negative Impacts 
The Chairman of the National Institute for Occupational Safety and 
Health (NIOSH) said mental health issues in the workplace should not be 
taken lightly due to the affected mental health among employees will 
impact the productivity of an organization (Saiful Sham, 2021). 
Therefore, based on the literature review and empirical studies 
conducted by 18 researchers used in this study, it can be concluded that 
the impact caused by work stress as: 
Positive impact 
Stress (pressure) will increase the profitability of businesses as workers 
are more vigilant at work, for example, the existence of excessive control 
from superiors (Blair-Loy, Wharton, & Goodstein, 2011). Thomson (1998) 
indicated that the work might be done within the timeline which, as per 
request, would also trigger the employee's frustration with the task. That 
is because the employee will feel anxious, uncomfortable at work, or 
when trends continue long enough, it will trigger the employee's morale 
to diminish and that would be terrible for the employee himself and his 
company. 
Negative impact 
1. Physiological aspects can be identified from dry mouth, difficulty 

breathing, swollen throat, chest pain, increased blood sugar levels. 
2. Health conditions where rising blood pressure, easy infection, low 

immunity, depressed mood, heart attacks, stomach disorders, 
strokes, and mental or mental illness 

3. Subjective aspects such as feel anxiety, easy to attack other people, 
moody, depression, panic attacks, unreasonable fear, become 
nervous and chronic anxiety. 

4. Behavior impacts where easily prone to accidents, apathy, do not 
have empathy, likes to use drugs, and emotions are often angry, 
aggressive, unable to relax, or show uncooperative attitudes, 
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obsessive anxiety in the form of repetitive behavior, problems in 
eating, patterns sleep disturbed. 

5. Organization impacts such as frequent truancy, out of work, poor 
working relations, poor quality control, employee performance, lack 
of recognition, crisis and disaster management 

6. Cognition impacts were difficulty in making decisions, memory loss 
(forgetfulness), lack of concentration, and mental disorders. 

Illustrations format 

 
Table 1: Theory of the dynamics of job stress sources 

 

Source of 
work stress 

Cover Indicator 

Intrinsic Factor 
of Work 

Poor working 
conditions 

Noise, lighting or disturbing 
odors 

Shift work Blood temperature, 
metabolism, sleep patterns and 
social and family life are 
disrupted 

Long working 
hours 

Risk of death from heart attack 

Work that always 
travels 

Congestion, flight delays, 
human congestion in 
transportation, and food in 
different locations that do not fit 
on the tongue tend to be able 
to be a stressor, disrupted 
marriages and infidelity occurs. 

New technology Adapt the use of new 
technology in a continuous 
work environment. 

Overwork 
Feelings 

Workload refers to the difficulty 
of completing a job for a 
worker, long-time labor and 
compensation 

Role in the 
Organization 

An ambiguity of 
the role 

Depressed mood, low self-
esteem, dissatisfaction in life, 
low work motivation, and 
always the emergence of the 
desire of workers to resign from 
work. 
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Role conflict Individuals are divided in 
concentration by conflicting 
work demands, doing work that 
is not part of it. 

Degree of 
responsibility for 
others 

Responsibility is to people and 
goods. 

Relationship in 
Work 

Relationship of a 
worker with: 
Management or 
supervisor, 
Colleagues and 
Subordinates 

Poor communication results in 
anxiety, dislike, suspicion, even 
anger as a source of stress 
 

Career 
Development 

Job security in 
career and 
performance 
appraisal at work 

Insecurity of job positions, fear 
of job loss, assumption that age 
is no longer young, periods 
before retirement, and 
performance assessments 
made by superiors 

Organizational 
Structure and 
Climate. 

• Poor 
leadership in 
organizations, 

• Lack of 
opportunity to 
participate in 
the 
organization 

• Lack of ratings and reviews 
of performance; 

• Difficult communication; 

• Lack of training; 

• Monotonous work 

• Work that is not valued or not 
recognized; 

• There is no chance to learn 
new skills. 

• Unclear organizational 
structure. 

Non-work 
Factors 

Household 
(family) problems. 

Household needs are 
increasing and women as 
workers as well as 
housekeepers 

 
(Source: Cartwright and Cooper (2014)) 
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Table 2: The dynamics of stress symptoms and illnesses caused by job stress 
 

Impact of Job 
Stress 

Indication Symptoms/ Disease Caused 

Individual Physical 
Conditions 

Rising blood pressure, easy 
infection, low immunity, 
depressed mood, heart attack, 
chest pain, stomach disorders, 
stroke, and mental or mental 
illness 

Emotional 
Conditions 

Depression, anxiety (anxiety), 
panic attacks, unreasonable fear, 
and pain 

Behavioral 
Conditions 

Loss of memory (forgetfulness) 
and lack of concentration, 
obsessive anxiety in the form of 
repetitive behavior, eating 
problems, disturbed sleep 
patterns 

Organizational Frequent 
truancy 

The attacks are protracted, 
frequent or often wretched and 
apathetic Out of work 

Work relations 
are not good 

Bad quality 
control 

Employee 
performance 

Lack of 
recognition 

Crisis and 
disaster 
management 

 
(Source: Cartwright and Cooper (1997)) 
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Table 3: The sources of stress 
 

Source of stress Indicator 

Variables: 
Individual 
stressor  

The emergence of role conflict in employees 
The vagueness of the role felt by the employee 
The amount of workload must be completed 

Variables:  
Group stressor 

Relationships established between subordinate 
superiors, Relationships established between 
coworkers 

Variables: 
individual 
difference 
variable 

Employees' perceptions about duties, welfare, 
rewards, work experience, senior citizenship, 
education level and social support, both from the 
leadership, coworkers, and from the family. 

Variables: 
Organizational 
stressor  

Organizational structure, policy and leadership 

 
(Source: Azizah (2007)) 

 
Table 4: Four approaches in investigating the problem of job stress 

 

Approach Stressor Outcome 
Primary 
target of 

treatment 

Medical Physical Physical strain Individual 

Clinical/ 
Psychological 
Counselling 

Psychological Psychological 
strain 

Individual 

Engineering 
Psychology 

Physical Job 
Performance 

Organization 

Organizational 
Psychology 

Psychological Psychological 
strain 

Organization 

 
(Source: Beehr and Franz (1987)) 

 

 
 
 
 
 
 



129 

 

 

5.0 CONCLUSION 
 
Based on the results of the analysis in the literature review and previous 
studies, it can be concluded as follows: 
1. The majority of research has shown that work stress impacts 

employee performance and work satisfaction adversely and 
significantly. The results of research that illustrated the effect and 
positive relationship between the tensions on the performance of 
employees exists at a low to moderate level, therefore they do not 
affect the work of employees but improve the performance of 
employees. From the sources of stress studied by several 
researchers, it is known that individual stressors have a dominant 
influence on employee performance. 

2. Based on the results of 18 previous studies, it can be determined that 
the factors causing, or sources of work stress are caused by six 
factors, namely intrinsic factors of work, roles in organizations, 
relationships in work, career development, organizational structure 
and climate, non-employment factors. 

3. The impact of work stress can be divided into six aspects, namely 
physiological, health, subjective aspects, behaviour, organization, 
and cognition. 

 
 
5.1 Future Research 
Future research is expected to develop the spectrum of work stress 
analysis not only in successful organisations but considering non-profit 
organizations as well such as social and religious foundations as it may 
also provide numerous opportunities for this purpose. Future research 
should also use a mixed-method such as qualitative and quantitative 
methods so that the results obtained are more valid and complete. This 
study found another source of stress that workers face which is boredom 
felt because of their routine tasks, and this aspect should therefore be 
included for further analysis 
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ABSTRACT 
 
The purpose of this research is to empirically determine the effects on emotional experience 
and customer satisfaction towards the Standard Operating Procedure of Open Market during 
Pandemic COVID-19. The objectives of this study are to identify the relationships between 
the SOPs that has being imposed upon the open market operation during COVID-19 in 
Malaysia with the emotional experience as well as customer satisfaction. There are numbers 
of the Standard Operation Procedure must be followed upon its operation. However, the 
sellers are having a problem into adapting with the newly imposed SOPs as the set is too 
restrictive (BERNAMA, 2020). The respondents of this research are Malaysian who has 
experienced a visit to any open market includes the morning or night market and bazaria 
during the pandemic COVID- 19. The method used by the researcher to analyze the data is 
descriptive analysis and the study of comparison to define the relationships between all of the 
variables. This study has come out with a  r e s u l t  t h a t  s h o w s  t h a t  t h e  op e n  m a rk e t  
i n  M a l a y s i a  i s  practicing and following the SOPs that have been provided by the government 
which is observed by the customer’s visitation. 
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1.0 INTRODUCTION 
 
Malaysia is among the Southeast Asia countries that reported positive 
COVID-19 cases outside China. during the second wave, the Malaysian 
Government has ordered a Movement Control Order (MCO) which 
begins on 18th March 2020. 
The big business performance is heavily affected until most of the 
companies seems to terminate their employees due to the unbearable 
loss that need to be covered. This effect is also followed by the informal 
sector. Informal economy has been classified by scholars as 
underground economy, shadow economy, irregular economy, 
unobserved economy, and hidden enterprises (Webb, Bruton, Tihanyi, & 
Ireland, 2013) The informal economy is usually being carried out by the 
community groups of the lower middle class or marginalized. (Hartati, 
Juwita, Karim, & Bayu, 2015). Those affected by the economic slowdown 
are from the B40 income group as most of them were petty traders, daily 
paid workers, etc. 
With the four times extension of the Movement Control Order, the 
government is slowly taking a step to restart the engine of Malaysian 
economy. Several sectors are being allowed to operate by stages 
followed by a COVID-19 mitigation guideline prepared by the Ministry of 
Health Malaysia. Thus, the permitted business needs to follow the 
Standard Operating Procedures (SOPs) to minimize the risk of a new 
outbreak. (The Edge Market, 2020). This includes the open/morning 
market, night market and bazaria were permitted for the operation started 
on 15th June 2020. 
Open market or bazaria is also known as a street market and dedicatedly 
for the customer to enjoy strolling, shopping, and eating which offers 
different experiences and ambiance as compared to the shopping mall. 
The open market is usually being preferred by the customer as the 
locations are usually well located somewhere that is reachable such as 
the residential area. 
Customer satisfaction is defined as an element of the goods or services 
a company offers to meet consumer standards. As the customer received 
the goods or services, it will create a level of consumption-related 
satisfaction. Also, satisfaction is involved in the customer’s inner feelings to 
compare their expectation and perceive the value of their purchases and 
past purchases experience. 
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The study will focus on to analyse the customer emotional experience 
and their satisfaction through their visit to the open market during COVID 
19 and those Standard Operating Procedure factor which influence their 
emotional experience. The theoretical contribution of this study will enrich 
the body of knowledge in any operating sector in Malaysia. As such, this 
study will show how effective and convenient of the newly imposed SOPs 
to the customer emotional attachment in visiting the open market during 
the pandemic COVID 19 and add to the existing knowledge by improving 
the SOPs as well as the customer satisfaction. 
This study will be significant from an academic perspective as there are 
no studies that have been made regarding the emotional experience and 
customer satisfaction towards SOPs of the open market before, during, 
or after pandemic COVID 19. Therefore, this study will add to the body 
of knowledge about the level of implementation of the SOPs by the seller 
and how well the SOPs is also being practice by the citizen and ways to 
improve to achieve the customer satisfaction without neglecting the 
health and safety measure. 
 
 

2.0 LITERATURE REVIEW 
 
COVID 19 has truly brought a tremendous impact all over the world. As 
the virus can be easily transmitted by air, a stringent measure needs to 
be taken to reduce the risk of transmission. Therefore, the World Health 
Organization has come out with the set of SOPs that highlight a new 
norm of wearing a mask, one-meter social distancing including a strict 
hygiene practice (wash hand frequently and sanitize) that the world 
needs to abide. SOP is the specific procedure to an operation that 
describes a necessary step to complete a task by following the laws and 
regulations (What is a Standard Operating Procedure, 2020). During this 
pandemic COVID 19, Standard Operating Procedure was crucial in every 
industry as we require taking precaution and extra measures to reduce 
the risk of the virus transmission even throughout practices in our daily 
life. The SOPs involved in the open-air market operation in Malaysia. are 
effective starting from 15th June to 31 August 2020. 
 
2.1 Marketplace 

The marketplace is places where vendors frequently meet to sell 
products, indoors, or outdoors. Thus, it is known in several forms such 
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as public markets, community markets, agricultural markets, street 
markets, flea markets, specialty markets, swap meetings, etc. The 
environment, relationships, and roles are negotiated and recreated 
Marketplaces are more than just a venue for commercial operations, but 
they also play a significant role in food systems, urban growth, and 
neighbourhood economic development. (Qamaruz-Zaman et al., 2014). 

 
2.1.1 Choice of Location 
As humans are affected by the context and the atmosphere in 
which a commodity is consumed. (Nijman et al., 2019), the 
organisers are responsible to enhance the customer’s experience in all 
aspects. Such as event design, organizing, scheduling, and logistics 
and other crowd situations. Besides, the embedded crowd 
demographics model centred on public health improvements and 
the spread of infectious diseases may be used to help crowd 
situations planning to improve customer experience (Filingeri et 
al., 2017). In addition, based on the retail model and customer 
patronage has established three practical, social, and 
entertainment outputs that Influencing consumers' choice of retail 
formats. This shows that the customer may be considering the stall 
features before they decided to do a purchase. 
The consumer choice behaviour can be manipulated by the 
decoration of the restaurant, bar, stalls, or any business operation 
has also been demonstrated. If there is some aspect of the 
perception, the emotional reaction may also be affected. Previous 
research has examined the effect of context on consumer 
response to two commercial beers. Under three conditions regular 
beer consumers rated liking and emotional response. The result 
show that the consumer preferred bar but not the lab or evoked 
context. These findings showed that consumers vary in their 
degree of context sensitivity and in the extent to which evoking a 
context gives a particular environment similar result. They also 
stressed the importance of segmentation and confirmed the 
additional insights obtained by calculating the emotional response 
compared to liking (Nijman et al., 2019) 
Before the COVID 19 pandemic, gathering people are a part of our 
daily culture. However, the crowd interactions have created a 
positive and negative experiences. Thus, based on the previous 
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studies, where five focus groups with 55 crowd situations were 
observed. The crowd and public order were influenced by 
participant experience in crowds identified by the focus groups and 
the observations. The findings show that Obstacles on the track 
and crossed paths caused visible impediments to pedestrians. 
Whereas in terms of public order, varying levels of security were 
identified during the observations. Some occasions had seen 
police presence for public security and the others were being 
policed separately from the national police force by private security 
organizations. In some cases, public and private safety were 
present, which involved collaboration between the two (Filingeri et 
al., 2017). 

 
H1: There is a significant linkage between the choice of location 
and customer emotional experience. 

 
2.1.2 Stalls’ position 
Space quality and usage, the design and organization of spaces, 
and services on the grounds and walkways are among the goals 
of the organizer concerning the layout of the venue (Filingeri et al., 
2017). Hence, allowing sufficient public spaces and walkways in 
the open market is crucial to comply with the social distancing as 
a public health measure. 
An environmental physical layout such as crowd spaces and 
facilities have significant consequences for participant crowd 
experience. According to (Filingeri et al., 2017), The layout of a 
crowd location has been identified as influencing the crowd 
experience. The studies show that the participants discussed 
frustrations when the venue design created congestion and 
bottlenecks and feelings of discomfort and anxiety when people 
are faced with insufficient crowd space. 
Additionally, the studies also found that with no coordinated 
queuing of this caused congestion, queuing at various locations in 
the venue or separate queues for each facility dispersed this and 
minimized user dissatisfaction. This illustrates the degree to which 
seemingly obvious problems are not tackled during crowd planning 
and training, with easy and inexpensive solutions, leading to bad 
experiences for participants (Filingeri et al., 2017). 
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H2: There is a significant linkage between the stall’s position and customer 
emotional experience. 

 
2.1.3 Stalls’ structure canopy 
The landscape is classified into two categories, which are the hard 
and soft landscape. As streets are defined as enclosed spaces to 
generate movement produced by buildings, trees, walls, or any 
combination of those elements (Ja’afar et al., 2018), the capacity 
of a night-market depends on the number of stalls. Big night 
markets range from 400 to 700 stall lots, and night markets range 
from 241 to 399 stall lots, while small night markets range from 50 
to 240 stall lots (Gindi et al., 2016). In the basis of the past study, 
there was also an upward increase in cases of food poisoning with 
more than half of the food handling related to insanitary despite 
better food hygiene awareness. Food mishandling and lack of 
hygiene can facilitate the transmission of foodborne illnesses from 
farm to fork involving food production, processing, and distribution 
to food presentation (Woh et al., 2016). 
Taking a study by (Soares et al., 2012) on transfer of Salmonella 
Enteritidis to four types of surfaces. The findings show that, 
stainless steel proved to be the best medium to manage tomatoes 
since it produced the lowest cross-contamination level. 
As a night market is grouping of temporary outdoor stalls operated 
by smaller businesses which display products for sale. According 
to (Meaning of public space and sense of community: The case of 
new neighbourhoods in the Kathmandu Valley, 2016). The rapid 
and uncontrolled urban growth in recent decades has resulted in 
the loss of public space in the neighbourhood, leading to a low 
provision of community gatherings. The lack of public space has 
profound impacts on life and development within urban 
communities. When this public space is being used, a permanent 
structure may impact the operation of public spaces. It is important 
to leave the place as it is after the open-air market operation. 

 

H3: There is a significant linkage between stall structures and canopy 
and customer emotional experience. 
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2.1.4 Security, traffic control and cleaning 
As being imposed by Malaysia Government in the year 2020 due 
to Covid-19, all open-air market needs to obey the Standard 
Operating Procedure (SOP) of operation. This includes security, 
traffic control, and cleaning. As being a state in the Standard 
Operating Procedure (SOP), the area needs to be controlled by 
RELA and PBT at bazaria/morning/night market. Other than that, 
the exit, entrance, and perimeter of the area must be monitored. 
Cleaning and disinfection activity also need to be done for the 
market area including the equipment used daily. 
As cited in “Infection prevention and control during health care when COVID-
19 is suspected” (2020). Standard precautions include hand and respiratory 
hygiene, the use of appropriate personal protective equipment 
(PPE) based on risk assessment, injection safety practices, safe 
waste management, proper linens, environmental cleaning, and 
patient care equipment sterilization. Besides, environmental 
cleaning and disinfection procedures must be regularly and 
correctly practiced. Thus, Medical devices and equipment, 
laundry, utensils for the foodservice and medical waste should be 
managed according to safe routine procedures. 

 

H4: There is a significant linkage between security, traffic control 
and cleaning and customer emotional experience. 

 
2.1.5 Customer entry control 
For customer entry control, it consists of 12 items that they need to 
follow. Some of them are, each visitor is required to do a body 
temperature check, use a hand sanitizer, and wear a face mask. 
The visitors with temperatures above 37.5C are not allowed to 
enter the bazaria/morning/night market at all. Next, visitors with 
cough and cold symptoms also are not allowed to enter the 
bazaria/morning/night market. The visitor must download and 
register in the My Sejahtera app or write the registration book for 
contact tracing purposes. Other than that, the visitor must not 
involve in PUS (Patient Under Surveillance) and PUI (Patient Under 
Investigation) or not in quarantine orders to enter the 
bazaria/morning/night market. 
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The vendor must therefore obey the Standard Operating 
Procedure (SOP) imposed by the government of Malaysia to 
control the customer entry to reduce the virus infection and this will 
lead to customer emotional experience. 

 
H5: There is a significant linkage between customer entry control 
and customer emotional experience. 

 
2.1.6 Control of operating compliance by seller 
Control of operating compliance by seller consists of 5 items of 
Standard Operating Procedure (SOP) where the seller needs to 
wear a face mask and face shield. Next, the seller also needs to 
be wearing gloves and disposable aprons. The seller needs to 
ensure that the customers at each booth comply with 1-meter 
social interaction. Other than that, the seller needs to encourage 
visitors to wear face masks when shopping and selling on the site. 
Last but not least, the seller needs to ensure and maintain good 
hygiene for oneself and booths at all times. 
A few clients are worried about the strength of food sold in the city 
yet it has not prevented them from eating it. Examination on 
sanitation mindfulness, disposition, and practice (KAP) among 
both food handlers and purchasers in the night advertise in 
Malaysia is as yet constrained. In this manner, we will see in this 
investigation either the cleanliness perspectives when visiting the 
night market will influence the enthusiastic experience and 
fulfilment of the client or not. 

 
H6: There is a significant linkage between control of operating 
compliance by seller and customer emotional experience. 

 
2.1.7 Action by a licensee 
Action by the licensee is one of the Standard Operating procedures 
(SOP) that the seller of open market needs to follow. Action by 
licensee indicates that the seller needs to provide a Location Plan 
that contains tent layout information, distance, markers, and 
directions, the seller also needs to determine the number of spaces 
involved in market reopening operations, provide the relevant 
Licence Schedule and the seller need to provide the necessary 
equipment to ensure compliance with the SOP. The seller needs 
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to follow the SOP and the customer who comes to the open market 
will observe the action to measure their satisfaction. 
In this study, we are observing the relationship between action by 
the licensee and emotional experience received by customers. We 
want to see does the seller action by the licensee which is following 
the Standard Operating Procedure (SOP) will affect the customers' 
emotional experience. If they notice that the seller was operating 
by following the SOP maybe they will be satisfied and if not, they 
will not be satisfied. 

 
H7: There is a significant linkage between action by licensee and 
customer emotional experience. 

 
2.1.8 Selling concept 
The selling concept is the phrasing of specific sales ideas as a tale 
that consumers can easily relate to technical information. These 
can refer to the selling and distribution of products, services and 
properties. For selling concept regarding the Standard Operating 
Procedure (SOP) for open market during pandemic Covid-19, 
customers and seller were encouraged to buy and sell food in 
taking away style. In this study, we want to observe either the 
customer agrees or not to follow that regulation. 
In this research we want to observe does the customer receive the 
emotional experience during their visit to open market by following 
the Standard Operating Procedure (SOP) for selling concept The 
selling concept for Standard Operating Procedure (SOP) during 
pandemic COVID 19 in any open market was based on the foods 
need to be ‘take away’ concept. It is, however, proposed here that emotions 
play an even more powerful role in the customer’s selection, satisfaction, and 
loyalty toward service brands. When the customer has visited the 
open market during pandemic Covid-19 only they can decide 
whether they receive the emotional experience or not. 

 

H8: There is a significant linkage between selling concept and 
customer emotional experience. 

 

2.2 Emotional experience 

Customer feedback has a significant effect on satisfaction and the 
purpose of their behaviour. In reality, customer emotional experience 
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research has recently gained more attention, particularly in the context 
of experienced hospitality industry (Mara et al., 2014). The emotional 
experience of the consumer is thus defined as the various forms of 
emotions, such as anticipation, happiness, satisfaction, contentment, 
concern, annoyance or rage (Lee, 2005). Previous research indicated 
that the emotions were positive experience results in improved customer 
retention and loyalty to the service. Past studies have attempted in 
several different ways to quantify and explain the emotional experiences. 
However, none was able to offer an approach without limitations and 
weaknesses, because emotions could be represented using thousands 
of words (Machleit and Eroglu, 2000). 
 
2.3 Customer satisfaction 

Customer satisfaction is seen as a key performance indicator within the 
hospitality industry. It is defined as “an overall evaluation based on the customer's 
total purchase and consumption experience with a good or service over 
time.” (Luo and Bhattacharya, 2006). A high degree of customer satisfaction 
can help in the long-term business success in two ways at least: 1) is 
linked to high rates of regulars leading to future occupancy at lower 
acquisition costs and 2) constructive mouthpiece and feedback leading 
to the future occupancy of new guests (Koch, J., Gerdt, S.-O., & Schewe, 
G., 2020). To further illustrate, customer satisfaction applies to the 
overall assessment of the total purchase of the customers and customer 
experience of the companies that offer goods /services over time. 
 

H9: There is a significant linkage between customer emotional 
experience and customer satisfaction towards standard operating 
procedure of open market during pandemic Covid-19. 
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2.4 Framework of study 

 
 

 
 
 

Figure 1.5: (Source:  Own fieldwork).  Attributes adopted from SOP, Majlis 
Keselamatan Negara 

 
 
This research has established a conceptual framework to demonstrate 
the emotional experience and customer satisfaction towards standard 
operating procedure of open market during pandemic Covid-19. Studies 
demonstrate that there are 8 components that confer to the emotional 
experience of the customer. There are choice of location, stall’s position, stall’s 
structure and canopy, security, traffic control and cleaning, customer entry 
control, control of operating compliance by seller, selling concept and 
action by licensee. Emotional value also influences the evaluation of the 
hospitality and tourism products by customers. Customers who feel they 
are getting emotional value, such as pleasure, happiness, excitement or 
relaxation after consuming the food, are satisfied and eager to revisit 
the bazaria/morning/night market. Customers consume food for both 
energy and emotional pleasure, mostly to gain positive emotional 
benefits as they choose to eat the food which is possibly different from 
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their ordinary diet. Therefore, resulting in customer satisfaction. 
Customer satisfaction can be characterized as a post acquires 
evaluative opinion with reference to the purchase decision. Based on 
the framework, nine hypotheses were proposed. 
 
 

3.0 METHODOLOGY 
 
3.1 The population and sample 
In this study, the population comprises a total of 384 visitors of night 
market during Pandemic COVID-19 in Malaysia. The Google Form 
survey are being distributed to people which comprise the customer that 
has visited the night market during COVID-19. However, the final 
response were 153 visitors.153 respondents were then being analysed 
for the data analysis. The usable response rate to the research is 
therefore 40%. 
This study uses a probability sampling which is a simple random 
sampling. Due to certain limitation and constraint, this method will give 
Malaysian a chance to participated in the conducted survey. The 
researcher used simple random sampling technique because the 
respondents are selected using some sort of probabilistic mechanism, 
and where the probability with which every member of the frame 
population could have been selected into the sample is known. This is 
a method in which any two groups of equal size in the population are 
likely to be selected. 
Although participants in a probability-based survey may choose not to 
participate in the survey, robust surveys are aimed at minimizing the 
number of participants who decide not to participate. It is possible to have 
a bias in both cases, but the bias has the potential to be even higher in 
non-probability surveys, since it is obvious that those who opt in are not 
representative of the general population. 
 
3.2 Data collection and instruments 

The best way to manage the survey for this study was through an online 
survey that targets local respondents which is Malaysian. The internet 
will then be an even more valued tool to obtain information from 
respondents living in different parts of a country or around the world, 
simply and at a low cost. The questionnaires were distributed to the 
respondent through a google form. The questionnaires consisted of 
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section A, section B, section C and section D. Section a is a demographic 
question. While section B consisted of 8 segments of Standard Operating 
Procedure: activity and protocol for the open market operation. Section 
C consist of a Likert scale questions to measure the emotional 
experience as well as section D for customer satisfaction. 
Respondents were selected from those who have visited open market 
after the operation is being permitted by the government during 
pandemic COVID 19. Respondents were approached using an online 
platform and informed before the questionnaire was given about the 
purpose of the survey. For both emotional experience and tourist 
satisfaction related to their visitation to the open market, visitors were 
instructed to express their point of view based on their observation of 
each Standard Operating Procedure. 
 
 

4.0 RESULTS AND DISCUSSIONS 
 
4.1 Reliability test 
A pilot test was conducted to ensure the questionnaire was simple, 
accurate and detailed. Twenty online questionnaires were distributed on 
15th June 2020. As a result of the pilot test, some terminology 
adjustments and attributes were made. In evaluating the reliability of the 
study instrument, a Cronbach's alpha value of 0.941 was reported. This 
alpha value is considered acceptable and is a good indication of open 
market experience. The practical implication can be seen on the open 
market visitors’ emotional experiences during Covid-19 with the 
intervention of a new set of SOPs. 
 
4.2 Demographic Profile of Respondent 
From the analyses, the gender distribution of the respondents was 28.1% 
for male and 71.9% for females respectively. The results show that the 
females are more interested to visit the open market during the Pandemic 
Covid-19. Malaysian men and women have different spending habits and 
shopping behaviour (The Differences in Money Sense (Spending Habits) 
and Shopping Behaviour, n.d.). In order to understand the purchasing 
behaviour during Covid-19, the study conducted by (Kaur et al., 2020) 
also shows the same result with a total of 66% of females and the 
remaining 34% are male consumers which directly showed that the 
active consumer are females. 
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The largest respondents age group was between 18-25 years (73.9%), 
followed by 26-35 years (13.1%), 36-45 years (5.9%) and 46-55 years 
(7.2%). From the result, 73.9% of the total number of respondents were 
from 18-25 years old. Thus, 40% of consumption was spent for food 
expenditure households including food at home and food away from 
home in 2016 among Gen Y or millennials with low-income level (The 
star, 2019) 
The majority of the respondents are originating from the focal district of 
Malaysia which adds to (45.8%). Followed by Southern Region (23.5), 
East coast (20.3%), Northern district (5.9%) and in conclusion is Sabah 
Sarawak (4.6%). Night markets in Malaysia are mainstream goals among 
customers where it very well may be found effectively in pretty much 
every city, town and town. Hsieh and Chang (2006) expressed that the 
estimations of night markets are profoundly related with the 
neighbourhood individuals, exhibiting the truth of way of life and nearby 
culture. 
For the respondent’s marital status, most of them were single, with the 
population of (81.0%), married (18.3%) and widowed (0.7%). Out of 
home food has been popular in recent decades. Due to the commitments 
on work and few other factors especially in urban area, people are opted 
to get the food at the open market. According to the study conducted by 
Mazlan, S., Meran, N.E.S., Kamal, M.H.M. & Ramli, N. (2017), the 
existence of the night market that opens at night can helps people can 
buy their food after their working hours. Night market also gives some 
benefits to those who do not have enough time to cook at home 
especially working mothers and wives. 
In terms of income, (59.5%) of the respondents has no income. Followed 
by (22.9%) with income from range RM1000-RMRM2500. There are 
(6.5%) with the income less than RM1000, (5.9%) with the range of 
income from RM2600-RM4100. The range from RM4200-RM5700 were 
the lowest population in this study with (5.2%). According to Mazlan, S., 
Meran, N.E.S., Kamal, M.H.M. & Ramli, N. (2017). the higher cost of 
living has caused a serious economic problem among the people with 
lower income. Food has been sold at high prices due to high costs of raw 
materials. The existence of open market that sold the product at an 
affordable price motivates people to visit the open market. As indicated 
by Kulub Abd. Rashid et al. (2010) showed that the pay level inside 
society is by all accounts the principle factor that decides singular 



148 

 

 

utilization spending. Also, family pay is the most significant relationship 
with food use designs (Venn etal., 2017). 
For the types of night market visited, most of the respondents has visited 
the night market with a contribution of (59.5%). However, (30.1%) of them 
has visited the open/morning market. While (10.5%) of the respondents 
visited the bazaria. According to a study by Huang, Liou, and Tzeng 
(2009), night market is a trading place during the evening where small 
businesses offered a variety of products and cooked food at lower prices. 
Night market, also known as ‘Pasar Malam’ for Malaysian, is a form of traditional 
institution, popular with young and old alike (Chin & Harun, 2015). 
Besides that, the night market also offers a lower price as compared to 
the other places which may be a visitation factor by the customer as the 
prices offered are not fixed. Negotiation to get the best price can be done 
at the night market. Therefore, haggling over prices is a common 
practice at such markets (Fung, 2013). This has supported the reason 
of why the most visited open market visited is night market. 
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4.3 Correlation 
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Eight (8) Independent variables are choice of location, stall’s position, 
stall’s structure, and canopy, security, traffic control and cleaning, 
customer entry control, selling concept, control of operating compliance, 
and action by licensee and organizer. This includes 1 MV and DV which 
are emotional experiences and customer satisfaction. 
 
According to (Ja’afar et al., 2018), Effective public spaces, in an often- 
self-reinforcing mechanism, are identified by the presence of people. In 
other words, public spaces are accessible to all members of society from 
children to the elderly, allowing everyone to see and enjoy the numerous 
public space events. The results of the test correlation between the 
choice of location and customer emotional experiences were found 
positive and significant at P<0.05. Therefore, it was concluded that there 
was a significant correlation between the choice of location and 
customer emotional experience. These results revealed that hypothesis 
1 is accepted. 
 
Moreover, to test the relationship between stall’s position and customer 
emotional experience, according to (Gindi et al., 2016), The night market 
in Malaysia is based on an open-air shopping concept, where local 
hawkers utilize a designated part of the streets or car parks to set up 
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their businesses. The results of the test correlation between stall’s 
position and customer emotional experiences were found positive and 
significant at P<0.05. Therefore, it was concluded that there was a 
significant correlation between the stall’s position and customer 
emotional experience. These results revealed that hypothesis 2 is 
accepted. 
 
Besides, hypothesis 3 was tested to measure the relationship between 
stall’s structure and canopy and customer emotional experience. 
(Ramlee et al., 2016) also states that public space enables all people 
from different backgrounds to make use of public space, regardless of 
their political, social, and cultural differences. The results of the test 
correlation between stall’s structure and canopy and customer 
emotional experiences were found positive and significant at P<0.05. 
Therefore, it was concluded that there was a significant correlation 
between the stall’s structure and canopy and customer emotional 
experience. These results revealed that hypothesis 3 is accepted. 
 
As cited in “Cleaning and disinfecting environmental surfaces in health 
care: Toward an integrated framework for infection and occupational 
illness prevention” (2015), Cleaning and disinfecting are key aspects of 
a comprehensive strategy for preventing infections. The results of the 
test correlation between security, traffic control, and cleaning, and 
customer emotional experiences were found positive and significant at 
P<0.05. Therefore, it was concluded that there was a significant 
correlation between security, traffic control, and cleaning, and customer 
emotional experience. These results revealed that hypothesis 4 is 
accepted. 
 
For the fifth hypothesis, it was selected to conclude the relationship 
between customer entry control and customer emotional experience. 
The customer entry control of bazaria/morning/night will give effect to 
the customer emotional experience. As shown in the above table, the 
results of the test correlation between customer entry control and 
customer emotional experiences were found positive and was 
significant at P<0.05. Therefore, it was concluded that there was a 
significant correlation between customer entry control and customer 
emotional experience. These results revealed that hypothesis 5 is 
accepted. 
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Furthermore, recent research indicates that emotions play an even more 
powerful role in the customer’s selection, satisfaction and loyalty toward 
service brands. The results of the test correlation between selling 
concept and customer emotional experiences were found positive and 
significant at P<0.05. Therefore, it was concluded that there was a 
significant correlation between selling concepts and customer emotional 
experience. These results revealed that hypothesis 6 is accepted. 
 
The open-air market in Malaysia is indeed having problems with food 
hygiene and safety. As cited in the article of “Comparative study of 
consumers’ knowledge and attitudes towards food safety and purchase 
intention of night market foods containing poultry in low and high food 
poisoning cases states”, With this, the open-air market has to be 
additional precautions due to the Covid-19 pandemic where the vendor 
must comply with the Standard Operating Procedure (SOP) rules and 
regulations. The results of the test correlation between control of 
operating compliance by seller and customer emotional experiences 
were found positive and significant at P<0.05. Therefore, it was 
concluded that there was a significant correlation between control of 
operating compliance by seller and customer emotional experience. 
These results revealed that hypothesis 7 is accepted. 
 
In this study, we are observing the relationship between action by 
licensee and emotional experience received by customer. We want to 
see does the seller action by licensee which is following the Standard 
Operating Procedure (SOP) will affect the customer emotional 
experience. Emotional experiences were found positive and significant 
at P<0.05. Therefore, it was concluded that there was a significant 
correlation between action by licensee and organizer and customer 
emotional experience. These results revealed that hypothesis 8 is 
accepted. 
 
Respondent is strongly agreed that they received a rich emotional 
experience towards the Standard Operating Procedure of open market 
during pandemic Covid-19. researchers argued that emotions from 
consumption experiences create traces of emotional memory (EM), 
which customers integrate to form satisfaction assessments post- 
consumption (Akgün, A. E., Keskin, H., & Koçak Alan, A., 2017). the 
results of the test correlation between customer emotional experiences 
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and customer satisfaction were found positive and significant at P<0.05. 
Therefore, it was concluded that there was a significant correlation 
between customer emotional experiences and customer satisfaction. 
These results revealed that hypothesis 9 is accepted. 
 

5.0 CONCLUSION 
 
The findings of this research show that there is a relationship between 
the emotional experience and customer satisfaction towards the 
Standard Operating Procedure of open market during pandemic COVID-
19. Besides, the suggestions are also being provided in the last part of 
this chapter for future research. 
 
The research has found that there is a relationship between SOPs with 
the emotional experience of the customer which covered the first 
objective until the eighth objective. The ninth or the last objective of this 
study is to determine the relationship between emotional experience and 
customer satisfaction of Malaysian open market visitor. From the result 
shown it is clear that hypothesis 9, emotional experience and customer 
satisfaction has a significant relationship. In conclusion, all the objective 
and hypothesis mentioned in chapter 1 has been achieved and accepted. 
This study also provides several recommendations to enhance the 
customer satisfaction on visiting the open market during pandemic 
COVID-19 while maintaining and practicing the Standard Operating 
Procedure. To reduce the waiting time and congestion to enter the night 
market, the management may open a slot with a limited number per time 
which the visitor or consumer may booked the slot before their visit. 
 
In addition, the portable washing hand section may be placed in a certain 
distance throughout the open market. Therefore, the visitors may stop by 
and wash their hands after visiting from one stall to another immediately 
to add on more hygienic values as compared to the usage of sanitizer. 
According to Dr Aizuniza Abdullah (Berita Harian, 2020), is preferred to 
be more hygienic as compared to the usage of hand sanitizer with 6 steps 
washing hand practices with soup. Handwash can help to protect us as 
the soup removes the lipid membrane around a coronavirus and destroy 
it while the hand sanitizer will only be effective when the hands are not 
visibly soiled. 
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To conclude, since the pandemic COVID-19 cure isn’t be found. The 
society must adapt and live with the new normal. Thus, the practices of 
the SOP in the open market operation will remains to be abide to reduce 
the risk of the virus transmission throughout the visitation. It is hoped that 
upon the completion of this study, the imposition of the Standard 
Operating Procedure on the open market operation will affect the 
customer satisfaction positively. Besides, the inconveniences that might 
occur throughout the procedure can be reviewed to maintain the safety 
as well as the emotional experience. Perhaps, similar research 
methodology could also be applied to provide more useful data. Thus, 
the newly improvised procedure could be recommended to reach the 
customer satisfaction. 
 
The first drawback of this research is the Movement Control Order and 
the new norms that need to be practice by the society where we have to 
practice a social distancing to reduce the risk of the viruses to be 
transmitted. The researchers found a constraint upon reaching and 
interacting the open market visitor directly. Besides, the alternative taken 
to reach the visitor within the online platform couldn’t reach an optimal number of 
respondents that has visited the open market as some of them are having 
a problem with an internet connection. 
 
Since the pandemic Covid-19 cure isn’t be found. Society must adapt and 
live with the new normal. Thus, the practices of the Standard Operating 
Procedure in the open market operation will remains to be abide in order 
to reduce the risk of the virus transmission throughout the visitation. It is 
hoped that upon the completion of this study, the imposition of the 
Standard Operating Procedure on the open market operation will affect 
the customer satisfaction positively. Besides, the inconveniences that 
might occur throughout the procedure can be reviewed to maintain the 
safety as well as the emotional experience. Perhaps, similar research 
methodology could also be applied to provide more useful data. Thus, 
the newly improvised procedure could be recommended to reach the 
customer satisfaction. 
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