E-PROCEEDING HOTWEC 4.0
RESEARCH TOWARDS IR 5.0

NURTURING
HOSPITALITY,
TOURISM AND

WELLNESS WORLD




E-PROCEEDING

RESEARCH TOWARDS IR 4.0

Editors

Velan Kunjuraman, PhD

Suchi Hassan, PhD

Ruzanifah Kosnin, PhD

Aifa Rozaini Mohd Radzol, PhD



Copyright: Faculty of Hospitality, Tourism and Wellness, UMK, 2021

All rights reserved. No part of this publication may be reproduced, stored in production
transmitted in any form, whether electronic, mechanical, photocopying, recording or
otherwise, without having permission from the Faculty of Hospitality, Tourism and
Wellness Universiti Malaysia Kelantan.

No ISSN: 978-967-2229-34-6

Published by:

Faculty of Hospitality, Tourism and Wellness Universiti Malaysia Kelantan
Kampus Kota, Pengkalan Chepa

Karung Berkunci 36

16100 Kota Bharu, Kelantan



ACKNOWLEDGEMENT

It is our pleasure to present this volume consisting of selected papers based on poster
presentations from the Hospitality, Tourism & Wellness Colloquium 4.0 2020, held on January
11 and 12, 2021 at the Universiti Malaysia Kelantan. The main colloquium objective is to
explore, within the generative framework, different acquisition contexts, across a variety and
between different components of the Hospitality, Tourism & Wellness fields with the theme
was “Research Towards IR 5.0”. The colloquium was organized and supported by the Faculty
of Hospitality, Tourism and Wellness (FHPK), Universiti Malaysia Kelantan (UMK).

We would also like to extend our gratitude to the excellent work of our colloquium organizing
committee which comprised of the following:

Khairil Wahidin Awang, PhD
Ghazali Ahmad, PhD
Roslizawati Che Aziz, PhD
Mohd Fadil Mohd Yusof, PhD
Marlisa Abdul Rahim, PhD
Nor Dalila Marican, PhD
Derweanna Bah Simpong, PhD
Normaizatul Akma Saidi, PhD
Velan Kunjuraman, PhD

Siti Fatimah Ab Ghaffar, PhD
Hasif Rafidee Hasbollah, PhD
Nur Hafizah Muhammad, PhD
Aifa Rozaini Mohd Radzol, PhD
Suchi Hassan, PhD

Siti Salina Saidin, PhD
Ahmad Fahme Mohd Ali, PhD
Nur Athirah Sumardi, PhD
Ruzanifah Kosnin, PhD
Bintang Handayani, PhD
Naziatul Aziah, PhD

Nor Syuhada Zulkefli, PhD
Mazne Ibrahim

Raja Norliana Raja Omar
Hazzyati Hashim

Nur Aliah Mansor

Nurzehan Abu Bakar

Nurul Fardila Abd Razak
Mohd Hafzal Abdul Halim

Nor Maizana Mat Nawi

Nur Azimah Othman
Fadhilahanim Aryani Abdullah
Abdullah Muhamed Yusoff

We would also like to acknowledge the excellent work of our conference reviewers of the
original abstracts and the papers submitted for consideration in this volume for having so
generously shared their time and expertise. Along with these individuals, we wish to thank our
local colleagues and students who contributed greatly to the organization and success of the
colloquium.



TABLE OF CONTENTS

HOSPITALITY

1 AWARENESS OF FOOD HYGIENE TOWARDS FOOD AND BEVERAGE 10
ESTABLISHMENTS AMONG CUSTOMERS IN MALAYSIA
Busyra binti Burhan, Nurul Amirah binti Maslee, Nurul Nabilah binti Abdul Jabar,
Salma Afigah binti Azman & Mazne binti lbrahim
2 DETERMINANTS OF CUSTOMER SATISFACTION TOWARDS HOMESTAY IN 21
MALAYSIA
Nur Ayuni binti Zazlan, Norazlinda binti Safri, Nur Nadiah binti Rahizal, Nur ‘Izzatul
Akmaliah binti Mohmad Idros & Nor Maizana Binti Mat Nawi
3 RELATIONSHIP AMONG ATTITUDE, SUBJECTIVE NORMS, PERCEIVED 32
BEHAVIOURAL CONTROL TOWARDS AIRBNB REVISIT INTENTION
Lee Shuo Hong, Nur Ain Abdul Razak, Nurul Azuani Sulong & Farah Suriyati Yahya
& Nor Maizana Binti Mat Nawi
4 EXPLORING SERVICE QUALITY OF BUDGET HOTEL TOWARD CUSTOMERS 44
SATISFACTION IN KOTA BHARU
Nik Hazwani Nik Norhadi, Nur Emylia Shuhada Zakaria, Sharifah Nora Faghira Syed
Abu Bakar & Sarah Shabaruddin
5 DOMESTIC WASTE MANAGEMENT AWARENESS AMONG HOUSEHOLDS AT KOTA 59
BHARU, KELANTAN
Nishanthini A/P Gunalan, Nurul Atikah binti Muhamad Fauzi, Ruzlin Suhaida binti
Halim & Syahida Afrina binti Ab. Rashid
6 CUSTOMER SATISFACTION ON USING FOOD APPLICATIONS IN MALAYSIA 67
Nik Nurhayati ‘Atigah Shuhaimi, Wan Nur Fagihah Wan Abd Aziz, Nurhidayah
Shafiee, Nurul Amirah Redzuan & Nurul Fardila Abd Razak
7 THE FACTORS CONTRIBUTING TO SEXUAL HARASSMENT AMONG EMPLOYEE IN 78
MALAYSIAN HOTEL INDUSTRY
Hazmimy Ayuny binti Hamid, Intan Syuhada binti Mohamad Sani, Siti Norsaerah binti
Ya & Siti Nur Faezah binti Idrus
8 AWARENESS ON FOOD WASTE IN FOOD AND BEVERAGE SECTOR AMONG 87
CUSTOMERS IN MALAYSIA
Nur Izzati binti Hashim, Nor Shafiha Fatiha binti Zulkifle, Nur 1zzati binti Muhammad
Nazir, Fatin Fatma binti Abdullah & Mazne binti Ibrahim
9 ACCEPTANCE OF CONSUMERS TOWARDS TRADITIONAL FOOD INNOVATION; 99
READY MEAL NASI LEMAK IN MALAYSIA
Loke Man Hui, Muhammad Nor Farhan Nabil Bin Nooralam, Nurul Syazwani Aida
Binti Roslan, Siti Noriana Binti Azani & Nur Hafizah Muhammad
10 | UNDERSTANDING THE FACTORS CAUSING HOUSEHOLD FOOD WASTE AT THREE 110

URBAN AREAS IN PENINSULAR MALAYSIA

Afidatul Al-Ahmadi, Hanis Hassan, Mastura Meri, Ng Mei Kei, Nur Hafizah
Muhammad




11 | FACTORS DETERMINING YOUNG GENERATION INTENTION TO EAT THE NEGERI 121
SEMBILAN TRADITIONAL FOOD
Nur Afifah Rusyda Shakri, Nur Dzakirah Fazlee, Siti Aminah Rosli & Siti Nursyafira
Muhammad Nozlan
12 | FACTORS THAT INFLUENCE THE ACCEPTANCE OF MILLENNIAL GENERATION TO 131
CONSUME TRADITIONAL FOOD (KUIH-MUIH) IN KOTA BHARU
Syazwan Nasir, Aina Musdi, Kessavi Kobu & Zariati Zali
13 | FACTOR AFFECTING HAWKER’S BEHAVIOURAL INTENTION TO USE GREEN 142
PACKAGING AT PASAR PAYANG
Nur Syahirah Hazigah Shukri, Mohd Sharul Sharnizam Mohamad, Nor’ Ain Ismail
14 | CUSTOMER SATISFACTION TOWARDS THE DIMENSION OF SERVICE QUALITY OF 153
FAST FOOD RESTAURANT, MCDONALDS IN PENGKALAN CHEPA, KOTA BHARU,
KELANTAN.
Aimi Nur Atig Afigah Binti Ahmad, Lim Cia Yee, Nurizzati Binti Mohd Zawawi,
Suziana Binti Mohd Hassan & Nur Azimah Binti Othman
15 | UNDERSTANDING ON THE FACTORS CAUSING HOUSEHOLD FOOD WASTE AT 163
THREE URBAN AREAS IN PENINSULAR MALAYSIA
Afidatul Al-Ahmadi, Hanis Hassan, Mastura Meri, Ng Mei Kei, Nur Hafizah
Muhammad
16 | PROFILING POTENTIAL TOURIST IN KELANTAN 174
Mileyana Makilin, Mok Hui Ying, Muhammad Qamarul Ariffin Bin Mohd Zaidi & Siti
Nur Azira Binti Hamzah
17 | A STUDY ON IMPACTS OF COVID-19 TOWARDS LOCAL TOURIST TRAVEL 187
PREFERENCES
Nor Husna Hasan, Nur Hazwani Ahmad, Nur Zulaikha Mahmod & Sharifah Syed
Azman
18 | ASTUDY ON FACTORS THAT INFLUENCE UNIVERSITI MALAYSIA KELANTAN (UMK) 196
UNDERGRADUATE STUDENTS FOOD CHOICES
Amir Faris, Muhammad Mustofa, Mohamad Syukri, Wong Jing Yin & Derweanna Bah
Simpong
19 | PERCEPTION AND ACCEPTANCE OF ‘SAMBAL PIJAT’ IN KELANTAN 206
Nur Aisyah Nabila Darwis, Nur Safura Mazahar, Nurul Shahirah Zamanan & Shirlyn
Hing Shi Ning
20 | THE EFFECTS OF JAY-CUSTOMER BEHAVIOURS ON JOB STRESS AMONG 218
CUSTOMER SERVICE EMPLOYEES IN HOSPITALITY INDUSTRY
Atigah Rahman, Shahiera Che Mat, Atikah Rashid & Syafigah Sukri, Hafizah
Muhammad
TOURISM
21 | THE MOTIVATION TO VISIT FILM-INDUCED TOURISM DESTINATION AMONG YOUTH 227

TRAVELERS IN MALAYSIA

Mohamad Najmi Bin Roshid, Nurul Azmira Binti Shaharuddin, Nurul Syakinah Binti
Mohamad Fadil & Rasyigah Binti Roshaizak




22 | FACTORS INFLUENCING LOCAL TOURISTS’ TRAVEL DESTINATION CHOICE: A 237
CASE OF MALAYSIA
Nuraina Asira Binti Hamidon, Nurul Atigah Binti Gazer, Wan Nurul Faatihah Bt Wan
Mohamed Sharif & Yap Chui Man
23 | FACTORS INFLUENCING DESTINATION PREFERENCES AMONG INTERNATIONAL 246
TOURISTS IN MALAYSIA
Wong Li Yong, Rayatul Khairani Abd Malik, Nulain Abdul Malik & Marlisa Abdul Rahim
24 | FACTORS THAT ATTRACT LOCAL TOURISTS TO VISIT KELANTAN 258
Noraisa binti Umar Ali, Nur Afigah binti Mohd Pauzi, Nur Hidayah binti Ramli &
Ruzanifah Kosnin
25 | FACTORS THAT INFLUENCE TOURIST SATISFACTION TOWARDS HERITAGE 267
MUSEUMS IN KELANTAN
Chin Heng Chuan, Mashitah Binti Shamsudin, Maslinda Binti Efendi & Muhamad
Hazig Bin Mohamad Hisam
26 | FACTORS INFLUENCING TOURISTS’ FOOD PREFERENCES AT GEORGETOWN, 276
PULAU PINANG
Heng Siang Ching, Nik Noor Hasif, Noor Atikah & Rehabeam
27 | HUMAN RESOURCE MANAGEMENT PRACTICES AND JOB PERFORMANCE STUDY 286
AMONG EMPLOYEES IN TRAVEL AGENCY SERVICES
Adora Ain Saifuddin, Farasyah Nordin, Goh Sin Ling, Mohamad Fareezuan Mohd
Suhaimi & Marlisa Abdul Rahim
28 | MOTIVATION THAT TRIGGERS ADVENTURE TOURISM PARTICIPATION AMONG 297
YOUTHS IN MALAYSIA
Muzhaffar Bin Mahazir, Nor Azwani Binti Che Hasim, Nursushahira Md Ali, Siti Nur
Ayunni Binti Jaafar, & Ruzanifah Kosnin
29 | THE FACTORS THAT AFFECT TOURIST SATISFACTION TOWARDS KELUANG HILL 308
Nurul Najihah,Nurul Nabila,Nurul Ehsaniah, & Nurul Shafieqah
30 | THE FACTORS THAT DETERMINE TOURIST ADOPTION OF SMARTPHONE APPS 318
AMONG YOUTHS
Hor Pooi Yan, Nur Syahirah Afigah Binti Razali & Shazlinamieratulain Binti Sukima
31 | TOURIST WILLINGNESS TO PARTICIPATE IN ONLINE CO-CREATION EXPERIENCE: 327
A CASE OF BOOKING.COM
Chong Jing En, Nur Anis Ayunie binti Ariffin, Nur Fatini binti Che Yusoff, Nur Hayatul
Nadhirah binti Mohd Nasir, & Nurzehan binti Abu Bakar
32 | THE IMPACTS OF COVID-19 TO MALAYSIAN TOURISM INDUSTRY: A CASE STUDY 338

IN KELANTAN

Afifah Azman, Ali Apkhar, Nanthiyaa Thangarajoo, Tan Hwee Ru & Velan Kunjuraman




33 | UNDERSTANDING MOTIVATION FACTORS, EMPOWERMENT AND SUSTAINABILITY 353
OUTCOMES OF HOMESTAY ENTREPRENEURS IN KELANTAN.
Rachel Teoh Wai Kei, Haswani Binti Rahmat, Mohamad Adam Bin Mohd Afandi,
Nurul Azizah Binti Azizan & Velan Kunjuraman
WELLNESS
34 | A DETERMINING FACTORS OF STRESS DISORDER AMONG UMK VETERINARY 367
STUDENT
Nur Fakhira Binti Mohd Asri, Nurul Nabilla Binti Mohd Saipul Lizam, Tanasilen A/L
Arumugan, Wan Nur Afifah Binti Wan Mohd Yusuf
35 | DETERMINANTS OF DEPRESSION AMONG NURSING STUDENTS IN USM, KUBANG 379
KERIAN, KELANTAN
Nurul Shafidah binti Shuhazi, Shahrul Nur Adila binti Shahrul Nizam, Siti Aishah binti
Hambali & Siti Syarah binti Lub
36 | EXPLORING THE ROLE OF NATURAL HOT SPRING IN THE CONTEXT OF WELLNESS 390
TOURISM
Noraznieza Binti Nor Azhar, Noorfara Atika Binti Ithnan, Nor Suhada Binti Ahmad, Nur
Alfazliyana Binti Mohd Zulkifli & Nor Dalila Binti Marican
37 | FACTORS ASSOCIATED WITH CONFINEMENT CARE SERVICES UTILIZATION 400
AMONG CUSTOMERS OF CONFINEMENT CARE SERVICE IN JOHOR
Muhamad Kamal Awang, Fatin Najihah Ahmad Bajuri, Anis Ameera Nasha Mohd
Hamdi & Mohammad Hafizul Amir Hamzah
38 | FACTORS ASSOCIATED WITH UTILISATION OF PAP SMEAR SCREENING TEST 409
AMONG WOMEN UNIVERSITI MALAYSIA KELANTAN (UMK) STAFF
Aisyah Humaira Amirudin, Fatin Nabilah Mohd Nordin, Muhammad Hafizul Azim
Johari & Nurfatin Kaharudin
39 | FACTORS INFLUENCING HEALTH INFORMATION-SEEKING BEHAVIOUR ON THE 418
WEBSITE AMONG UNIVERSITY MALAYSIA KELANTAN UNDERGRADUATE
STUDENTS IN CITY CAMPUS
Sevin Kumar Yathavan, Shahkilah Binti Mohd Shah, Sivanes Valaiyapathi & Teoh
Yong Chun
40 | FACTORS OF SKIPPING BREAKFAST INFLUENCING STUDENTS’ LIFESTYLE 431
AMONG UNIVERSITY MALAYSIA KELANTAN CITY CAMPUS STUDENTS
Rinusha Raja, Rozilah Silap, Siti Afizah & Siti Rosnani
41 FACTORS THAT ASSOCIATED WITH DEPRESSION AMONG CHILDREN IN MALAYSIA 455
Busyra Ain Binti Muhammad Bakri, Darshini Nair A/P Vithiananthan, Noor Syahirah
Binti Aziz, Nurul Fatihah Binti Taib.
42 | FACTORS THAT ASSOCIATED WITH WELLNESS TOURISM IN MALAYSIA 463
Chan Pui Yee, Hooi Mei Qing, Jannu A/P Subramaniam & Mohamad Ridzuan Bin
Zainuddin
43 | FACTORS THAT INFLUENCE MALE STAFFS AND MALE STUDENTS (FHPK) 471

UNIVERSITI MALAYSIA KELANTAN IN CHANGING TOBACCO CIGARETTES TO E-
CIGARETTES

Nur Alia Suhaimah Binti Mohd Azlan, Nur Anisah Binti Mohd Yusof, Nur Nabilah Binti
Kamaruddin, Nur Syafigah Binti Ahmad Sukri

7




44

FACTORS THAT INFLUENCE THE INCREASING OF OBESITY AMONG UMK CITY
CAMPUS STUDENTS

484

Fatin Anissa Binti Halim, Juvanna D/O Aston George Lange, Nazatul Roziana Binti
Zainal Abidin & Thurga Nandini A/P Muthu Kumar

45

FACTORS THAT INFLUENCE THE INTENTION OF PURCHASING BEAUTY PRODUCTS
AMONG FEMALE CONSUMERS FROM LEADING DRUGSTORE IN TERENGGANU

495

Sharimila A/P Pachimuthu, Wan Nurul Hidayah Binti Wan Awang & Wan Siti Aminah
Binti Wan Shamsuddin, & Loke Ji Hao

46

FACTORS THAT INFLUENCE TOWARD STRESS AMONGST FEMALE STUDENTS
YEAR 4 IN UNIVERSITY OF MALAYSIA KELANTAN, PENGKALAN CHEPA

508

Nur Isna Najiha Md Iskandar, Nurfarah Hanis Jamaluddin, Nur Hazigah Zulkifli & Nur
Ezzah Syafigah Rohaily @ Abd Rahman

47

KNOWLEDGE, ATTITUDE AND PRACTICE OF SKIN WHITENING PRODUCT AMONG
FEMALE RESIDENTS AT COLLEGE TAMAN BENDAHARA

518

Aisyah Binti Azman, Muhamad Faisal Bin Ishak, Nik Liyana Nabihah Binti Nik
Adnan & Noor Fadhliya Binti Rosdi

48

MOTIVATIONAL FACTORS THAT AFFECT THE VISIT INTENTION TO LOQOH
WELLNESS AND SPA AMONG KOTA BHARU TOWN PUBLIC

528

Muhammad Syakir Abas, Nurul Asfariesna lezzaty Abdullah, Muvina Vijayakumaran
& Nurul Auni Ramli Shariff

49

PREVALENCE, PREDICTORS AND TRIGGERS OF MIGRAINE HEADACHE AMONG
FEMALE STUDENTS IN KEMUMIN RESIDENTIAL COLLEGE

539

Adlina binti Azmi, Arisa Arifah binti Kamaluddin, Azizah binti Zulkifli, Hasbi An Najihah
binti Md Kasim & Muhammad Kama Syabhril Azlan bin Kamaruzaman

50

RISK FACTORS OF INSOMNIA DISORDER AMONG SCIENCE STUDENTS IN
UNIVERSITY MALAYSIA KELANTAN

550

Nur Idayu Bt Kamaruddin, Nur Sufina Binti Azlan, Vinnoth Ganisan, Zul Akigah Bt
Mohd Noor

51

SPIRITUAL PERSPECTIVE AND MENTAL HEALTH STATUS AMONG WELLNESS
STUDENTS AT UNIVERSITI MALAYSIA KELANTAN

562

Nur'ain Syazwani Binti Ruzaidi, Nor Syakirah Binti Mohd Shukri, Norsuhada Binti
Shamsuri, Nor Amira Binti Mahiddin & Nor Dalila Marican

52

THE FACTORS CONTRIBUTING TO CHILDHOOD VACCINATION HESITANCY AMONG
PARENTS IN KAMPUNG ASAM JAWA, BALING KEDAH.

572

Nur Amalia Sabrina Binti Sobri, Nur Anizatul Azna Binti Omar, Nur Ashikin Natasha
Binti Musa, Nur Hazirah Binti Abdul Razak

53

THE FACTORS OF UMK STUDENTS’ VISIT INTENTION TO HALAL SPA IN KOTA
BHARU

582

Ahmad Bukhori bin Che Mahmood, Muhammad Amirul bin Mohamed Azmi,
Muhammad Fariz bin Mohd Puzi & Muhammad Hilman bin Idris

54

THE FACTORS THAT INFLUENCING FAST FOOD CONSUMPTION BEHAVIORS
AMONG UMK STUDENTS IN CITY CAMPUS

593

Ranjitha A/P Marathandi, Siti Najihah Binti Nordin, Siti Noornajiha Binti Mohd Najib,
Tan Yee Yun & Dr. Nur Athirah Binti Sumardi

55

THE INFLUENCE OF WORK STRESS TOWARD WORK PERFORMANCE AMONG
WORKERS IN HUMAN RESOURCES NSK SEREMBAN 2, NEGERI SEMBILAN

607

Syed Lukman Hakim bin Syed Mohd Noor, Olivia Michella A/P Johnson, Rabi’atul
Adawiyah bt Helmeshah & Siti Noor Akmawati bt Ahmad

8




56

THE PERCEPTION OF ART THERAPY TO REDUCE A STRESS LEVEL AMONG
UNIVERSITI MALAYSIA KELANTAN (UMK) STUDENTS

618

Nur Arina Abdul Rashid, Nur Shafigah Nordin, Tri Julianti Yusof & Zafirah Che Zainol

57

THE PREVENTION, CONTROL AND EVALUATION RELATED TO HAND, FOOT, AND
MOUTH DISEASE (HFMD) AMONG CHILD CAREGIVERS AT TAMAN KURNIA JAYA,
PENGKALAN CHEPA, KELANTAN

629

Adni Halianie Binti Adnan, Hanisah Binti Roslee, Kee Shu Wey, Loo Kar Wai

58

THE RELATIONSHIP BETWEEN CONSUMER BEHAVIOUR AND INTENTION TO
PATRONIZE MUSLIM FRIENDLY SPA AMONG A COMMUNITY IN KOTA BHARU,
KELANTAN

638

Norhamizah binti Mohamad Abiah, Nor Syazleen binti Azahar, Nor Farhana binti
Hadidi, Noorzatil Izni Adlini binti Saroni & Nor Dalila Marican

59

THE RELATIONSHIP BETWEEN SELF-ESTEEM AND ACADEMIC PERFORMANCE
AMONG STUDENTS OF UNIVERSITY MALAYSIA KELANTAN, CITY CAMPUS

649

Mai Husna Binti Mior Kamarul Bahrain, Fatin Aini Binti Kamarul Arriffin , Nurul Arifah
Binti Suhaimi, Muhammad Shazzuan Bin Mohd Shaker

60

FACTORS AFFECTING THE PURCHASE INTENTION AMONG UNDERGRADUATE
STUDENTS TOWARDS FAST-FOOD RESTAURANTS IN EAST COAST MALAYSIA

659

Muhammad Nur Hilmi, Nurul Najihah, Nurul Nabilah & Thong Bei Yee




Awareness of Food Hygiene towards Food and Beverage
Establishments among Customers in Malaysia
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ABSTRACT

The increase in foodborne diseases in the country has necessitated the need to investigate
the awareness of food hygiene towards food and beverage establishments among customers
in Malaysia. The objective of this study is to identify the relationships between food handling,
personal hygiene, environmental practice, and kitchen layout towards the awareness of food
hygiene among customers. This study was conducted using a quantitative research approach
on customers who normally dine out in food and beverage establishments in Malaysia. A total
of 406 respondents have participated in this study. Based on the data analysis and findings,
the most significant factor is environmental practice, which achieved the highest mean score
of 4.6515.

Keyword: Awareness, Food Hygiene, Food and Beverage, Food Handling, Personal
Hygiene

INTRODUCTION

Food hygiene practice is a wide subject scope and term that refers to the act of sustaining and
preparing foods in order to guarantee that the food is safe for human consumption (Malcom,
2011). According to the World Health Organisation (2011), food hygiene deals with the
prevention of food ingredient contamination at all stages of consumption, production,
preparation, storage, and sales in food and beverage establishments. This study is
demandingly important in order to support the concern of the awareness of food hygiene
among customers in Malaysia.

This study aims to investigate whether the factor of hygienic food handling practices is
essential to cost-effective and safe food handling procedures. The current study can also
assist in preventing foodborne illness from impacting anyone, especially those with a weak
immune system who can easily be affected by this disease. Hence, customers must be aware
of the food that is safe to eat and not making them sick. Besides, as customers, they should
emphasize food hygiene, especially on the food and beverage operators. In fact, there are
many cases related to foodborne illness due to poor food hygiene standards.

This study consists of three objectives:

1. To examine food hygiene knowledge and awareness among Malaysian customers.

2. To assess the attitude of customers regarding food hygiene towards food and
beverage establishments in Malaysia.
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Significance of the Study
Food and Beverage Operators

This study is significant for the food and beverage establishment in understanding its
responsibility to customers such as ensuring that the food served to the customer is safe to
eat. This study will also increase the awareness of the operators regarding the consequences
to their business performance. Therefore, the operators can improve and focus on the
importance of food hygiene in order to increase their business performance towards practicing
good food hygiene in terms of food and beverage establishment.

Customers

Customers need to emphasize food hygiene, especially in food and beverage establishments.
Hence, this study can help the customers to become more alert about eating hygienic food
and be more concerned about the condition of the dining area and its environment. Other than
that, the customers can also prevent deadly foodborne ilinesses, especially the youngsters,
elderly, or anyone with a weak immune system who can easily get affected by such a disease.

Future Researchers

This study can help future researchers understand and overcome the obstacles faced by
customers of food and beverage (F&B) establishments, besides providing valuable
information to them. Therefore, the customers can understand the importance of food hygiene
and the importance of food hygiene awareness. Besides, this study can also serve as a worthy
guideline for those who intend to start a business in the food and beverage sector so that they
can further understand food hygiene and make some improvements to lower the risk of food
poisoning.

LITERATURE REVIEW

Food Handling

Food handlers are the actual important persons in consideration of food handling. Food
handlers need to perform hygiene practice, which may affect a higher part of the populace
that relies on their food. Food vendors selling ready-to-eat food on the streets can similarly be
recognized as ‘street foods’ (Addo et al., 2007). In fact, street food vendors remain one of the
players causal to food borne-associated illnesses as they are considered to have very little or
no informative background of food hygiene and, therefore, they have little understanding and
awareness of food safety measures (Mensah et al., 1999).

The problem of foodborne sicknesses is further prominent in rising states due to
prevailing poor meal control including sanitation applies, inadequate food care laws, lack of
fiscal assets to capitalize on safer utensils, and low education or training provided for food
handlers (Amshawu, 2018). Hand washing is a protective measure to defend against the
spread of illness and is the main way to decrease the transfer of bacteria from individual to
meal surfaces. The main purpose of controlling contact among ready-to-eat meals and a
person’s hands is to avoid the handover of diseases and microorganisms present in the
person’s body (Amshawu, 2018).
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Personal Hygiene

Personal hygiene is significant for human lives because it is the largest contamination source
of food (Monny, 2014). Handling food with dirty hands might cause cross-contamination,
introducing microbes against the food (Monny, 2014). Personal hygiene practices among food
sellers are observed to be normally good since the food sellers commonly show a neat
appearance such as covering the hair and have short fingernails, which is important to prevent
sickness.

The performance of safe food handling practices learnt through food hygiene training
necessitates food handlers to use the resources provided to them and implement the skills,
information, and knowledge into practical practice (Green et al., 2005). Food workers that are
not committed to good personal hygiene may represent a related risk cause; however, they
have poor to reasonable information and knowledge of the importance of food operatives as
pathogen carriers, such as foodborne pathogens, safe storing, thawing, cooking, and
refreezing the meals. Therefore, observing personal hygiene is dynamic for some food and
beverage establishments.

Environmental Practice

Food safety and environmental hygiene are inseparable. In order to serve safe food to
customers, it is essential to ensure that the environment of the food handling is also safe from
contamination. Environmental practice is significant in avoiding the spread of infectious
illnesses, especially foodborne diseases (South Australia Health, 2019). According to World
Health Organization (WHO), as cited by Corvalan (2000), environmental condition is the
regulator of all causes in the physical situation that exercise or might exercise deleterious or
harmful effects on the physical development, the survival of man, and health.

Additionally, Ademuwagun and Oduntan (1986) described environmental health as the
provider and controller of such aspects in the public that can affect their health. Thus, in order
to investigate whether or not the customers are aware of the environmental practice in every
visited food and beverage establishment, they should observe whether the establishment
provides a covered dustbin, the food handler wears an apron and covers their hair, or the toilet
facilities are clean (Sienny, 2010). In short, practicing a hygienic environment in food and
beverage establishments will prevent food poisoning among customers due to eating
contaminated food.

Kitchen Layout

The layout of a kitchen is important to consider which parts of the kitchen will be used the
most and the distance between them. When designing a commercial kitchen, food and
beverage operators must be concerned about how it will function. The strategy must exploit
effectiveness and productivity, and likewise the necessity to promote proper food safety
procedures (Shaw, 2017). Foodservice specialists must work carefully with their designers
and construction group, and it is also wise to cooperate with a food safety professional who
can guide how the workspace layout can increase food safety practices. Several similar
considerations are also applicable to those in charge of designing and refinishing food and
beverage outlet (Shaw, 2017).

Furthermore, the majority of the customers are aware of the fact that cooked food should
be placed more than 45 cm above the floor to prevent bacterial or germination contact from
the floor to the cooked food (Rizal, 2017). This is because the floor connects the germline
from the dirty area to the clean area, which may cause damage to the food (Jamal, 1993). In
sum, it is clear that the knowledge of hygiene is the important factor for raising awareness and
confidence in the face of consequences that can lead to contamination and food damage.
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Research Hypotheses

In this study, the following four hypotheses were indicated based on the research objectives:

H1: Food handling has a relationship with the awareness of food hygiene knowledge
among customers.

H2:  Personal hygiene has a relationship with the awareness of food hygiene knowledge
among customers.

H3:  Environmental practice has a relationship with the awareness of food hygiene
knowledge among customers.

H4: Kitchen layout has a relationship with the awareness of food hygiene knowledge
among customers.

Research Framework

A research framework has been developed to investigate the connection between the
research variables. The dependent variable of the study includes awareness of food hygiene
knowledge among customers, while the independent variables include food handling, personal
hygiene, environmental practice, and kitchen layout.

Food Handling

(Serli, 2010; Addo et al.,
2007; Amshawu, 2018)

Personal Hygiene (Green,
2005; Monny, 2014)

Environmental Practice among Customers

(South Australia Health,
2019; Jack, 2019)

Awareness of Food Hygiene
Knowledge

(Serli, 2010; Morrison, 1998)

Kitchen Layout
(Shaw, 2017)

Figure 1: Research Framework on the Awareness of Food Hygiene towards Food and
Beverage Establishment among Customers in Malaysia

Source: The role of conceptual frameworks in epidemiological analysis (Victora, Huttly,
Fuchs, & Olinto, 1997)

METHODOLOGY

Research Design

This study used a quantitative method via statistics through the use of large-scale survey
research to collect information by distributing a set of questionnaires through Google Forms.
This study mentions the technique and the procedure custom aimed at collecting and
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analyzing appropriate facts through research. The questionnaires were used to obtain the
respondents’ understanding of the awareness of food hygiene towards food and beverage
establishments in Malaysia. The data were collected by asking the respondents about their
food hygiene knowledge, particularly of food handling, personal hygiene, environmental
practice, and kitchen layout.

Data Collection

In the first stage, this study involved primary data collection using questionnaires using Google
Forms, which were distributed to 406 respondents who participated in this study. The
respondents were also selected randomly to answer the questions related to the awareness
of food hygiene towards food and beverage establishments in Malaysia.

Sampling

The probability sampling technique was the sampling method used in this study, particularly
the simple random sampling, which is a straightforward probability sampling strategy. To
obtain a reliable and valid sample for this study, the researchers used Krejcie & Morgan’s
(1970) equation to determine the sample size. The formula of this equation is as follows:

3 x*Np(1 —p)
T e2(N—-1)+ X2p(1—p)

n = sample size

N = population size

e = the degree of accuracy expressed as proportion (0.05)

x? = chi-square of degree of freedom 1 and confidence 95% (3.841)

p = proportion of population (if unknown, 0.5)

Data Analysis

Three types of data analyses were used in this study, namely frequency analysis, descriptive
analysis, and reliability analysis. The collected data were analysed by using Statistical
Package for the Social Sciences (SPSS) to show the relationships between the dependent
variable and the independent variables as a set of statistical processes approximated by
regression analysis.

FINDINGS
Profile of Respondents

Table 1: Respondents’ Profile

Demographic Category Frequency Percentage
(N) (%)
Gender Female 285 70.2
Male 121 29.8
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Race Malay 318 78.3

Chinese 12 3.0

Indian 8 2.0

Others 68 16.7

Age 13 - 20 Years Old 126 31.0
21 -30 Years Old 210 51.7

31-40 Years Old 38 9.4

41 - 50 Years Old 17 4.2

>50 Years Old 15 3.7

Education Level High School 78 19.2
Diploma 107 26.4

Undergraduate 189 46.6

Postgraduate 32 7.8

Type of Food and Beverage Restaurant 231 56.9
(F&B) Establishment Visited Cafeteria 38 9.4
Food Vendor 29 7.1

Fast Food 108 26.6

Table 1 depicts the profile of the respondents. Out of 406 respondents, the majority of
the respondents are females, which accounted for 70.2% of the total sample. Meanwhile, in
terms of race, the majority are Malay with 78.3%, followed by “others” with 16.7%, Chinese
with 3.0%, and Indian with 2.0%. In terms of the respondents’ age, 31.0% of them are 13 to
20 years old, 51.7% are 21 to 30 years old, 9.4% are 31 to 40 years old, 4.2% are 41 to 50
years old, and 3.7% of them are >50 years old. As for the educational level, out of 406
respondents, 19.2% of the respondents are high school students, 26.4% are diploma students,
46.6% are undergraduates, and 7.8% of them are postgraduates. In terms of the type of food
and beverage establishment visited, the majority of the respondents visited restaurants with
56.9%, fast food with 26.6%, cafeteria with 9.4%, while the remaining 7.1% of the respondents
visited food vendors. The statistics nearly represent the actual demographic tabulation with
regard to the awareness of food hygiene knowledge towards food and beverage
establishments among customers in Malaysia.

Table 2: Descriptive analysis of the awareness of food hygiene towards food and beverage
establishment among customers (N=406)

Item Description Mean Standard
Score Deviation

IV 1: Food Handling
Before handling food, rinsing hands with cold water is enough to

get rid of the bacteria on hands. 261 1.395
Safe food handling is an important part of job responsibilities. 4.82 0.427
Food handlers should be medically examined every six months. 4.54 0.718
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Vegetables should be practically placed on the higher shelf in the

: : 3.44
refrigerator than meat items.
Keeping food at a refrigerator temperature helps prevent food 4.20
poisoning. '
Cooked rice that was stored improperly may contain germs that 465

can make people sick.
IV 2: Personal Hygiene

Food handlers suffering from foodborne diseases should not be
allowed to go to work and steer clear from the premises where 4.69
they work.

Food handlers should wear gloves when they touch ready-to-eat

4.68
foods.
Food handlers who have wounded fingers and hands can handle 4.05
food only if they correctly cover their cuts. '
Food handlers should wear suitable attire before they start 4.75
working. '
Food handlers should use a clean hand towel to wipe their hands 4.85
after washing them. '
Food handlers should change gloves after they handle raw food 4.80
and before they handle ready-to-eat foods. '
IV 3: Environmental Practice

Customers should be concerned about the environmental 4.84
practice of the food and beverage establishment before visiting it. '
Customers should be concerned about a certificate of food 4.79
hygiene and safety of the food and beverage establishment. '
Typhoid fever can be transmitted by a poor environmental 4.48
practice of food and beverage establishments. '
Parasite, fungi, bacteria, and viruses most likely cause food 4.82
poisoning and food contamination. '
Visiting a clean food and beverage establishment with a certificate 4.86
of food hygiene and safety is important. '
Visiting a clean-looking food and beverage establishment without

N . . 4.13
considering food hygiene and safety is not relevant.

IV 4: Kitchen Layout

As a customer, the open kitchen and the front of the store give 4.21
you more confidence to enjoy the food. '
As a customer, the outside kitchen gives you more confidence to 3.83

enjoy the food.
Clean food comes from a cook who keeps the kitchen clean. 4.80

The uniformity of workers in the food premises guarantees

4.39
customer trust.
Sanitation of utensils such as dishes, cups, spoons, and other 4.90
items used to serve customers is a very important practice. '
The store design is the first source to ensure cleanliness in the 4.01

kitchen.

DV: Awareness of Food Hygiene Knowledge among Customers

Raw food ingredients that are not easily damaged cannot be

4.28
stored on the floor.
I am not allowed to enter food premises or handle food if | have
. . . 4.89
or become a carrier of the Coronavirus disease.
I do not cough and sneeze in the direction of food to avoid
. : . 4.90
contaminated food from being contained.
My nails are always short and clean. 4.79

1.326

0.894

0.678

0.729

0.713

1.221

0.523

0.440

0.509

0.385

0.481

0.752

0.506

0.438

1.240

0.944

1.191
0.487
0.824

0.328

1.021

1.125

0.496

0.413
0.552
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If I am a cook, | do not wear jewellery or watches when handling
food.

If I were a cook, | would wear an apron, head covering, and
footwear when handling food.

4.68 0.686

4.77 0.551

Table 2 shows the mean and standard deviation for eighteen statements under four
independent variables and six statements under the dependent variable based on the survey
involving 406 respondents. The highest mean value for the food handling factor was obtained
by Question 2 with 4.82, where the respondents agreed that safe food handling is an important
part of job responsibilities. The lowest mean value belongs to Question 1 with 2.61, where the
respondents agreed that before handling food, rinsing hands with cold water is enough to get
rid of the bacteria on hands. As for the factor of personal hygiene, the highest mean value was
obtained by Question 5 with 4.85, where the respondents agreed that food handlers should
use a clean hand towel to wipe their hands after washing them. The lowest mean value
belongs to Question 3 with 4.05, where the respondents agreed that food handlers who have
wounded fingers and hands can handle food only if they correctly cover their cuts. Meanwhile,
the highest mean value for the factor of environmental practice was obtained by Question 5
with 4.86, where the respondents agreed that visiting a clean food and beverage
establishment with a certificate of food hygiene and safety is important. The lowest mean value
belongs to Question 6 with 4.13, where the respondents agreed that visiting a clean-looking
food and beverage establishment without considering food hygiene and safety is not relevant.
Furthermore, the highest mean value for the kitchen layout factor was obtained by Question
5 with 4.90, where the respondents agreed that sanitation of utensils such as dishes, cups,
spoons, and other items used to serve customers is a very important practice. The lowest
mean value belongs to Question 2 with 3.83, where the respondents agreed that as a
customer, the outside kitchen gives more confidence to enjoy the food. Next, the highest mean
value for the dependent variable of awareness of food hygiene knowledge among customers
was obtained by Question 3 with 4.90, where the respondents agreed that not coughing and
sneezing in the direction of food can avoid contaminated food from being contained. The
lowest mean value belongs to question 1 with 4.28, where the respondents agreed that raw
food ingredients that are not easily damaged cannot be stored on the floor.

DISCUSSION & RECOMMENDATIONS

Discussions are aimed at solving questions and addressing hypotheses as mentioned in the
first chapter of this study. In general, this study has extensively researched the awareness of
food hygiene towards food and beverage establishments among customers in Malaysia.
Based on the findings of the study, the current study would provide several recommendations
for food and beverage (F&B) operators and future researchers that allow the operators of food
and beverage (F&B) establishments to understand their responsibilities towards customers
and express concern regarding the improvement that can be made in future studies.

Food and beverage (F&B) operators should follow the Standard Operation Procedures
(SOPs) to ensure proper implementation of hygienic food handling practices in the
establishment. The SOPs also help the establishment to provide a specific service guideline
to satisfy customer needs or wants. In terms of kitchen operations, the SOPs can be used as
one of the cores of the establishment in order to prevent the customers from getting a food-
borne disease or any other illness due to the poor hygienic practices during the food
preparation. As Malaysia has also encountered the COVID-19 pandemic starting from the 4th
of May, 2020, the government has set several strict conditions in terms of Standard Operation
Procedures (SOPs) in the food sector under the Conditional Movement Control Order (CMCO)
(New Straits Times, 2020). This includes recording employees’ body temperature upon arrival,
personal hygiene practice at the premise, the usage of alcohol-based hand sanitizers, and the
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provision of areas for washing hands.

The research findings are also essential for future research continuation. Thus, it is
recommended that future research examines the knowledge of food hygiene among food and
beverage establishment customers by including more demographic characteristics of the
respondents such as ethnicity, religion, monthly income, marital status, occupation, and many
more in order to generate different results or findings from various perspectives.

Furthermore, it is recommended that future researchers improvise the data collection of
this study, especially in terms of questionnaire distribution. Rather than distributing the
guestionnaires through the internet, future researchers can engage in a face-to-face
guestionnaire distribution. As a result, the researchers can explain the research purpose in
detail while distributing the questionnaires to the potential respondents. Additionally, an extent
of interaction between the researchers and the respondents can also be helpful in order to
enlighten the respondents more clearly about what will be asked in the questionnaires.

CONCLUSION

In conclusion, this study has been accomplished to discover the awareness of food hygiene
towards food and beverage establishments among customers in Malaysia. Four independent
variables, namely food handling, personal hygiene, environmental practice, and kitchen layout
have been chosen to examine their relationships with the dependent variable, which is the
awareness of food hygiene towards food and beverage establishment among customers in
Malaysia. A total of 406 respondents from the age of 13 years old and above were selected
from all states in Malaysia to examine their awareness of food hygiene knowledge. Overall,
based on Pearson’s correlation analysis, the food handling factor scored a value of *0.140,
followed by personal hygiene with *0.296, environmental practice with *0.310, and kitchen
layout with *0.165.
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ABSTRACT

The aim of this study is to examine the determinants of customer satisfaction towards homestay
in Malaysia. The quantitative research method was selected, and structured questionnaire was
used in this study. A total of 374 respondents were chosen for this study. The data collected was
analysed using Statistical Packages for Social Science Version 24 (SPSS Version 24) software
based on descriptive statistic, reliability analysis, and correlation analysis. As for the result, all of
the independent variables (service quality, price and emotional) that had been studied in this
research had significant relationships towards dependent variable (customer satisfaction).
Through this study, a better understanding on the factors that influence homestay users can
found. In addition, this study contributes in better understanding the knowledge that influence
homestay user behaviour in Malaysia.

Keywords: services quality, price, emotional, customer satisfaction

INTRODUCTION

Hospitality industry is a broad category that includes lodging, transportation, entertainment, and
additional fields within the tourism industry (Peter Novak, 2017). The tourism sector is one of the
highest generated income produces and major source of contribution to the economy in Malaysia.
Nation’s tourism industry recorded, there is +4.8% growth of tourist arrivals in Malaysia (My
Tourism Data, 2019). Tourism has been an essential sector to both the developed and the
developing economies. Tourism sector contributes to government revenues, national income,
foreign exchange and the development in Growth Domestic Product (GDP) (Sivalingam, 2007).
Tourism can be defined can be define as the act of travel for predominantly recreational or leisure
purposes. Tourist voluntarily leave their normal surroundings where they reside to visit another
environment for some purpose, and it includes all the things they do during their travel. It includes
travel bookings, transportation, accommodations, food, and destination visits. It usually engages
in different activities regardless of how close or how far the destination they visited (Hall, 2008;
Holloway & Taylor, 2006; Jafari, 2002). They were classified as temporary visitor staying at least
24 hours in a destination.

Hospitality industry is big and diverse. It has traditionally claimed some of the closer
relationship with global consumer of any sector. The hospitality industry is the combination of the
accommodation and food and beverage groupings, collectively making up the largest segment of
the industry. Most of all, hospitality should be a “place” where people can experience different
lifestyle and build own personality (Hogan, 2008).

One of the categories in hospitality industry is accommodation such as homestay. The
concept of homestay programme begin in 1995 in Malaysia and initiated by the Ministry of
Tourism. The concept of homestay is to provide a better understanding of various aspects and
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culture of Malaysian kampung (village) style. Hospitality was essentially a connection between
hosts and guests (Laskley, 2000). Cultural stay and host families is a concept of interaction
between host families and tourist in developing of cultural exchange (Jamilah et.al, 2007). The
homestay needs to play a role in creating values with guest to accomplish their expectations. In
essence, homestay style not only a form of accommodation but one of the concepts in delivering
lifestyle experience, local culture and economic activities (Kalsom & Nor Ashikin, 2005).

In Malaysia, homestay program grows rapidly. President of Sabah Homestay Association
(SHA) reported the number of tourist arrivals for the homestay in 2017 has increased to 70,083
as compared to 2016 which is only 47,291 tourists. Homestay accommodation is primarily
managed by the Kampung people (village) (Clammer, 1996; Kennedy, 1993). Homestay program
provides tourists to gather experiences in multi-ethnic life conditions with the local people that
includes the changing of socio-cultural, differentiation of home cooked food and discovering other
lifestyles (Liu, 2006). The tourist experiences village style activities such as jungle trekking,
fishing, rubber tapping, and handicraft making. Homestay programme not only focus on tourists
but to local people from different states. All the activities are outlined by the Ministry of Tourism
and Culture Malaysia which include culture and lifestyle, recreational, economic activities,
environmental protection.

The aim of the study is to analyse the determinants of customer satisfaction towards
homestay in Malaysia. There are three objectives of this research:

1. To determine the relationship between services quality and customer satisfaction towards
homestay in Malaysia.

2. To determine the relationship between price and customer satisfaction towards homestay
in Malaysia.

3. To determine the relationship between emotional and customer satisfaction towards
homestay in Malaysia.

Significance of The Study
Society

This research will contribute on society or community. This study will provide information to other
researchers in the future to assess customer satisfaction for the hospitality industry. The future
may different in terms of factors affecting customer satisfaction. Therefore, customers can make
this study a reference when traveling to Malaysia and choosing the right homestay and meeting
the needs of the consumers.

Economy

This study will benefit the hospitality industry in term of economic benefits. Homestay businesses
could provide not only cheaper alternative accommodations to tourists but also supplementary
income to operators. Homestay tourism not only creates employment opportunities but also
improves infrastructure and generates investment.
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LITERATURE REVIEW

Service Quality

In this scenario, the provision of high-quality services and the increase of customer satisfaction
are generally recognized as fundamental factors boosting the success of hotel and tourism
industry. Furthermore, quality of service is becoming a big part of business practice as many
businesses are faced with growing rivalry and rapid deregulation. This is important in order to gain
competitive advantage and productivity, high quality service need to be successfully delivered
(Wong Ooi Mei et al., (1999). According to Oh & Parks (1997), hotels with good quality of service
would ultimately boost their profitability. Thus, in a competitive hospitality industry which offers
homogeneous services, individual hoteliers must be able to satisfy customers better than their
counterparts (Choi & Chou, 2001).

Price

In order to gain loyalty and to compensate other rivals, individual hoteliers must be able to obtain
a high degree of customer satisfaction with the service rendered. Price and quality are essential
gualities for creating customer loyalty that are important for all forms of product and service
industry (Bojanic, 1996). Chan (2017) has stated that research shows that as prices rise, so does
the consumer's view of the quality of the products and services being sold, and the use of very
low prices for the products and services, may also make the customer more conscious of their
quality. Thus, pricing products and services on the spot between too expensive" and too cheap"
is a safe way to keep consumers happy.

Emotional

It is now generally recognized that the degree of customer satisfaction and long-term behavioural
intention are affected by emotions during the pre-actual and post-consumption phases of the
service encounter. According to Zorfas & Leemon (2017) by attaching emotional elements to
customers, customer will be purchasing more products and services, and, visiting more
frequently, showing less price sensitivity, paying more attention to emails, following advice, and
suggesting more.

Customer Satisfaction

Generally, customer satisfaction is the starting point to build customer which eventually leads to
in building lorn term relationship. This generates a loyalty stock in an industry that boosts the
corporate image. According to Hongxiu Li, Yong Liu, Chee-Wee Tan, Feng Hu (2020), since
customer satisfaction is a vital barometer for evaluating hotel efficiency, an in-depth
understanding of the factors that lead to both pleased and dissatisfied customers is of utmost
importance to hotel management. The obvious need to please the industry's customers is to invest
the company to attain a higher market share and to acquire a repeat and referral business, all of
which will lead to improved profitability (Kandampully & Suhartanto, 2000).
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Research Hypothesis
In this study, the three hypotheses tested are:

H1:  There is significant relationship between service quality and customer satisfaction towards
homestay in Malaysia.

H2:  There is significant relationship between price and customer satisfaction towards
homestay in Malaysia.

H3:  There is significant relationship between emotional and customer satisfaction towards
homestay in Malaysia.

Research Framework

The research model used for this study is to examine the determinants of customer satisfaction

towards homestay in Malaysia.

H2 : Price Customer Satisfaction

H1: Service Quality

H3 : Emotional

Figure 1: Research framework for Customer Satisfaction Towards Homestay in Malaysia

Source: Customer Perceived Value in Creating Customer Satisfaction and Revisit Intention in
Sharia Hotel (Adirestuty, 2019)

METHODOLOGY

Research design

This study used the quantitative method to gain data through questionnaire. The questionnaire
consisted of 3 sections, total of 26 items. The first section which is demographic profile included
six multiple choice questions. The second and third section is independent variable and
dependent variables included 20 items with five-point Likert-Scale ranging from 1=Strongly
disagree till 5=strongly agree. The questions were adopted from (Eid & EI-Gohary,
2015)(Biswakarma, 2015)(Kunjuraman & Hussin, 2013) and measured customer satisfaction
towards homestay in Malaysia which include service quality, price and emotional.

Data Collection

Pilot test with 10 respondents were conducted in order to test the reliability of the study prior to
conducting fieldwork. Once the pilot test was done, the fieldwork was conducted. A set of
guestionnaires were distributed to the population randomly to 384 respondents who were the
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homestay guest in Malaysia. The data collection process took 3 months and a total of 97.4%
response rate with 374 usable questionnaires were able to be collected.

Sampling

The sampling method used in this study was the simple random. This sampling method is the
simplest form and can be carried out without any biasness.(Fithian et al., 2015). The purpose of
simple random sampling is to select the individual sample as the representative of the population.
In achieving reliable and valid sample of this study, the researchers used the equation from Krejcie
& Morgan (1970) to determine the sample size.

Data Analysis

There were three data types of data anaylsis used in this study, that were frequency anaylsis,
descriptive anaylsis and reliability anaylsis. The data obtained was analysed using Statistical
Package of the Social Science (SPSS). Descriptive analysis was conducted to identify and
examine the relationship between customer satisfaction towards homestay. Pearson’s Correlation
was adopted examines the relationship between service quality, price and emotional towards
homestay in Malaysia.

FINDINGS

Profile Sample

Table 1 Demographic Profile (n= 374)

Respondent Profile  Classification Frequency Percentage (%)
Gender Male 143 38
Female 231 62
Religion Malay 277 74
Indian 39 10
Chinese 58 16
Status Single 199 53
Married 139 37
Divorced 36 10
Education Primary school 13
Secondary school 32
Diploma 86 23
Degree 187 50
Master 51 14
PHD 5 1
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Why you stay in vacation 182 48

homestay? Family day 71 19
Vacation, family day 104 28
Vacation, family 7
days, others 10 3
Others

Table 1 shows the characterization of respondents.143 out of 374 respondents are male
represented 38%, while 231 respondents are female represented 62%. 74% of the respondents
are Malays, 10% of the respondents are Indians and 16% of the respondents are Chinese. The
highest percentage is 53% of the respondents are single, 50% out of total the respondents form
the degree education, 48% of the respondents stay in homestay because of vacation.

Analysis on customer satisfaction towards Homestay in Malaysia

Table 2 Mean, standard deviation (SD) of items and variables (n= 374)

Variables Statements Mean SD

Service quality When | am staying at homestay already has a 4.31 0.652
good service

Quiality of services of the homestay is guarded

4.34 0.676
well

Homestay have a good quality services at front
desk 4.14 0.873

The homestay that | am staying is comfortable

Accommodation provided at homestay are clean 4.38 0.660
and hygienic 434 0.678
Price The homestay where | stayed is cheap
| feel that | have saved more money 4.20 0.840
| stay at homestay when they have special 4.5 0.777
promotion ' '
o - 412 .982
Suitability of pricing package 0.98
: 4.32 0.721
Pay on low deposit
4.20 0.810
Emotional .
| am comfortable with my room
. . 4, .602
| feel relax with the homestay | was staying in 63 0.60
. . . 4.33 0.707
The homestay | stayed in gave a positive feeling
4.33 0.718

Homestay | stayed give a sense of pleasure
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| felt personally safe at the homestay 4.35 0.709

4.36 0.736
Customer
satisfaction | am satisfied with the services provided by this
homestay 4.38 0.707
| am satisfied with responsive homestay
employees
| am satisfied with the level of quality of services 435 0.720
provided by the homestay
| am satisfied with cleanliness around homestay 4.36 0.714
| am overall satisfied with the homestay at the
destination 4.42 0.689
4.43 0.707

“Service quality” scores showed (mean =4.302, SD =0.0929) indicating that service quality
determined customer satisfaction since respondents agreed with most of the items. Respondents
agreed the front desk of the homestay gave good quality service (mean =4.14, SD =0.873).
Respondents agreed that homestay provides good service (mean = 4.31, SD = 0.652). In addition,
respondents agreed that homestay are well guarded (mean = 4.34, SD = 0.676) and very
comfortable (mean = 4.38, SD = 0.660). The homestay is very clean and hygienic (mean = 4.34,
SD = 0.678). Ali et al., (2017) stated that service quality mainly assesses the perceived quality
and is referred to as consumer’s judgment of overall distinction and supremacy of the services
provided.

“Price” scored the lowest among the variables (mean = 4.218, SD = 0.0977). Respondents
agreed that the price is low (mean = 4.20, SD = 0.840). Respondents also agreed they can save
more money (mean = 4.25, SD = 0.777) and stay when the homestay is having promotion (mean
=4.12, SD = 0.982). Respondents agreed that the price offered suitable to the package. (mean =
4.32, SD = 0.721) and the deposit they paid were low (mean = 4.20, SD = 0.810). Triatmanto,
(2020)defined price as something that can be measured which consists of several indicators such
as the affordable price, discounted price and suitability price.

The emotional scored a mean of 4.38 and standard deviation of 0.0529. Specifically,
respondents slightly agreed that comfortable with their room (mean = 4.63, SD = 0.602) and feel
relax when staying at homestay (mean = 4.33, SD = 0.707). Next, the respondents commented
that the homestay gave a positive feeling (mean =4.33, SD = 0.718) and sense of pleasure (mean
=4.35, SD = 0.709). The feel staying at the homestay (mean = 4.20, SD = 0.810).

The dependent variable — customer satisfaction scored (mean = 4.388 (SD = 0.0116).
Literally, respondents strongly agreed that they were satisfied with the services provided by
homestay (mean = 4.38, SD = 0.707) and stated that the employees of the homestay were
responsive (mean = 4.35, SD = 0.720). Respondents feel satisfied with the level of quality of
services provided by the homestay (mean = 4.36, SD = 0.714) and with cleanliness around
homestay (mean = 4.42, SD = 0.689). Overall, respondents were satisfied with the destination of
the homestay (mean = 4.43, SD = 0.709).
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Relationship between service quality, price and emotional on customers satisfaction
towards homestay in Malaysia.

Table 3 Pearson’s Correlation between Service Quality, Price and Emotional on Customer

Satisfaction.
Customer satisfaction
Service quality Person correlation .688
Sig. (2-tailed) .000
N 374
Price Person correlation .688
Sig. (2-tailed) .000
N 374
Emotional Person correlation 741
Sig. (2-tailed) .000
N 374

The result in Table 3 indicates that service quality and customer satisfaction .688, which indicated
moderate linear relationship. Following price and customer satisfaction showed .688 indicating
moderate linear relationship. Meanwhile, emotional and customer satisfaction showed .741,
indicating high positive linear relationship. All three variables positively correlated with customer
satisfaction and the relationship is significant (p<0.05).

H1: There is significant relationship between service quality and customer satisfaction towards
homestay in Malaysia.

The present study shows similarity with the past research that the service quality
dimensions were found to be significant and influenced the visitor satisfaction at homestay (Ismail
et al., 2016). Guest are more comfortable in evaluating functional quality of the performance of
the service and how the homestay delivered their service (Manaf et al., 2015)

H2: There is significant relationship between price and customer satisfaction towards homestay
in Malaysia.

In addition, the statement is proven by past studies from Ali Qalati et al.,(2019) found the
positive influence of price along with satisfaction and trust towards consumer purchases. Kaura
et al., (2015) staed that price is an important antecedent of customers’ satisfaction as consumers
depend on price because it is a signal of quality.

H3: There is significant relationship between emotional and customer satisfaction towards
homestay in Malaysia.
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The finding is in line with past studies and found emotional support from other customers
exerts a significant positive effect on customer satisfaction (Chun-Fang Chiang & SooCheong
Jang, 2006). Zhu et al., (2016) stated that emotions from another guest will influence customer
satisfaction.

DISCUSSION & RECOMMENDATION

This study its own limitations that give the researchers challenges in completing the study. For
future research purposes, some challenges need to be highlighted. Future research needs to
create another method to get superior results such as interview method or create some open-
ended questions for respondents to get high response rate, good explanation and better
understanding. Next, the researchers only focused on three determinants without knowing other
determinants may play an important role in determining customer satisfaction. The scope of study
will be more comprehensive, and more information can be attained.

CONCLUSION

The main purpose of this research is to examine the relationship among the variables of service
guality, price and emotional that determinants ef customer satisfaction towards homestay in
Malaysia. Overall, the results obtained indicated that emotional have high positive relationship on
customer satisfaction towards Homestay in Malaysia. From the result of the reliability analysis,
the overall variables resulted as excellent and accepted in this study. Both variables were
analysed by Pearson Correlation Coefficient. In conclusion, the finding of this study proven that
there is significant between service quality, price and emotional of customer satisfaction towards
homestay in Malaysia.
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ABSTRACT

The purpose of this study is to explore the relationship between attitude, subjective norms,
perceived behaviour control and revisit intention Airbnb in Malaysia. The convenience sampling
approach was used, and 384 respondents were evaluated. The data collected is analysed by
using Statistical Packages for Social Science Version 26 (SPSS Version 26) software based on
descriptive statistic, reliability analysis, and correlation analysis. As for the result, all the
independent variables (attitude, subjective norms, perceive behaviour control) have a significant
relationship towards dependent variable (revisit intention) among customers that have experience
with Airbnb accommodation.

Keywords: Attitude, subjective norms,-perceived behaviour control, revisit intention.

INTRODUCTION

Malaysia is one of the world's most popular tourist destinations and has been successfully
promoted as an ecologically and culturally rich destination. According to Tourism Malaysia (2019),
the country's tourism industry reported a growth in tourist arrivals of +4.8 percent for the period
January to May 2019, recording a total of 10,954,014 tourist arrivals compared to 10,454,447 last
year. With a 69.2 percent share in the short-haul market, ASEAN retained its lead as the largest
contributor to foreign tourist arrivals to Malaysia, representing a +4.7 percent increase to
7,584,128 tourists compared to 7,245,570 tourists in the same timeframe last year. Due to
government support and seriousness in tourism and hospitality industry, varies of accommodation
in Malaysia including hotels, resorts, motels and guesthouses were offered. There was other type
of accommaodation in the city, such as airport hotels, resort hotels and shops. Airbnb was also no
exception as it is one of various categories of accommodations offered in Malaysia. Airbnb,
regarded as a provider of peer-to-peer internet networks, has become one of the most popular
models in the shared economy. Airbnb has gained rapid popularity throughout the world among
its users (Airbnb, 2017). Bookings can be made using its web site and mobile application. The
fundamental phenomenon of tourists living in informal rooms rented by locals has existed for
centuries, but the internet has changed this trend and made it easier to quantify to previously
undecipherable levels by enabling virtual markets where it is possible to create contact and
confidence between hosts and their future guests (Guttentag, 2015). Over 100 million guests had
used Airbnb by the summer of 2016 and over two million global listings have been added to the
service (Airbnb, 2016).

Airbnb is an emerging concept; very little study has investigated why tourists use it. In the
current study, Airbnb guests were viewed as a homogeneous group, thus ignoring the possibility
of users being divided into market segments on the basis of their choice of service (Guttentag, et
at., 2017). It is assumed that the preservation of repeat customers is especially important for the
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sharing economy (i.e. Airbnb), since these current customers can quickly return to traditional (i.e.
hotel) service providers. Therefore, Airbnb is likely to help develop in a sustainable way by
analyzing variables that can impact the repurchase purpose of Airbnb (Tussyadiah, 2016). In this
context, it is important to recognize context-specific precursors or drivers of the purpose of
repurchasing Airbnb.

While networked companies such as Airbnb are a recent development in the world as a
whole, speedy development has made them a major rival for the hospitality industry (Oskam et
al., 2015). Most travelers stayed in conventional hotels a few years ago but Airbnb has changed
it. According to a study by Barron, Kung and Proserpio (2019), Airbnb offers more than 5 million
properties; in more than 85,000 cities all over the world, and its market price exceeds 30 billion
dollars. The goal of this research is to investigate the impact of attitude, subjective norms and
perceived behavioral control on the intention of revisiting Airbnb in Malaysia. In addition, this study
was intended to examine, in particular, the effect of behaviors, subjective standards and perceived
behaviour controls on the decision-making process, as well as the context of Airbnb
accommodations.

There are three objectives of this research:

1. To examine the relationship between attitude and revisit intention for Airbnb
accommodation customers.

2. To identify the relationship between subjective norms and revisit intention for Airbnb
accommodation customers

3. To determine the relationship between perceived behavioural and revisit intention for
Airbnb accommodation customers.

Significance of the Study
Researchers

This study assists the researcher to explore how attitude, subject norms, and perceived
behavioral control in influencing customers revisit intention to Airbnb accommodations. Besides,
this research will allow researchers to discover critical aspects that contribute to customers revisit
attention process that many researchers have not explore, future researchers may gain instinct
from referring to the topic of this research paper.

Hotel industry

In addition, conducting this study the hotel industry will be able to know the factors that affecting
the revisit intention between the customers to the other type of Airbnb accommodation in
comparison of the number of customers in the hotel. It also helps the hotel industry to use the
information in the research paper to find or create new initiatives in order to develop or increase
customers in the hotel such as improving the facilities, services and products.

Future customers

Future customers may gain benefits through the research topic since the research provide
guidance to understand thoroughly on revisit intention of customers to Airbnb accommodations.
The main influence of revisit intention to Airbnb accommodation is demonstrated in the research
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will provide useful information to the future consumers.

LITERATURE REVIEW

Revisit Intention to Airbnb Accommodation

Reuvisiting intention characterized as the willingness to choose the same destination. Revisit
intention means that a customer's intention to persist using a product / service or to return to a
store is reflective of consumer satisfaction or disappointment, and also reflects the probability that
consumers may Visit current product / service providers again and again in the future. Revisit
intention is therefore a major element in assessing marketing relationship performance, because
it helps measure the likelihood of a lasting relationship (Yoo, Se Ran 2020). Previous research
focused mostly on understanding customer behaviour paying a return visit may be associated
with customer paying a return visit intention (Park, Eunil 2018). Previous literatures found that a
positive event substantially affects the intention to return (Han & Kim, 2010).

Attitude

In the field of social psychology, attitude can be characterized as a person's positive or negative,
favourable or unfavourable assessments, an object, an action, a concept, a person's environment,
and so on. When traveling to a certain destination, tourist attitude is an important predictor of
tourist choice (Ragheb & Tate, 1993; Jalilvand & Samiei, 2012. Behavioral intention is conditioned
by attitude, subjective norms and perceived behavior regulation, a theory of expected behavior
(Ajzen, 1991). The meaning behind an attitude may influence external behaviours (Ajzen, 1991,
Lee, 2007). The more favourable the attitude toward the behaviour, the stronger will be an
individual’s intention to perform the behaviour (Ajzen, 2001). Lee (2009) also found that tourist
attitude affects future tourist behaviour.

Subjective Norms

A subjective norm is the assumption that a certain conduct would be agreed and endorsed by a
significant person or community of individuals. Subjective norms are important since they
contribute to the personal experiences of an individual that may influence him. (Utami, 2017).
Subjective norms are determined by perceived social pressure, which causes people to act in
some way and offers an incentive to stick to the choices of other’s opinion. (Ham, 2015). A
subjective norm refers to an assessment of important others (e.g. parents, spouses, friends,
teachers) which affects the perception of a behaviour by an individual (U.n, 2020). A subjective
norm is the degree to which an individual or individual support or does not support a behaviour
(MS & Budic S, 2016). Subjective norms impact deeply on the intentions of consumers (Sun et
al., 2020). Subjective norms can also be view as how people view their actions in each cultural
and social context and how others interpret their behaviors (Gong et al., 2019).

Perceived Behaviour Control towards Revisit Intention

The theory of planned actions, an extension of reasonable practice theory, considers perceived
behaviour control as the third predictor of behavioural intention and behaviour (Chang et al.,
2016). Perceived behaviour control is considered an essential consideration for clients,
considering the attitude towards other behaviours and the comparative community of others within
the culture. Perceived behaviour control means the extent to which one thinks the behaviour is
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under voluntary control. Perceived behaviour control can directly or indirectly influence behaviour
through behaviour intentions (Zandhesami & Parvinchi, 2011). Research shows that perceived
behaviour control is productive in revisit intentions (Meng & Mengxia Cui, 2020; Chan, Lang-lang,
2013). Since the 2000s, researchers have found out that several observational studies have
shown that perceived significance has a positive effect on potential behavioral intentions and
behaviors (Petrick, Backman, & Bixler, 1999; Oh, 2000; Petrick, Morais, & Norman, 2001; Sun,
2004; Petrick, 2004; Kashyap & Bojanic, 2000; Pritchard & Smith, 2000; Petrick & Backman,
2002; Murphy, Chen and Tsai, 2007).

Research Hypothesis
In this study, there were three hypotheses:

H1l: There is a substantial relationship between attitude and the intention of customers to
revisit accommaodation on Airbnb in Malaysia.

H2: There is a substantial relationship between subjective norms and the intention of
customers to revisit accommodation on Airbnb in Malaysia.

H3:  There is a substantial relationship between perceived behaviour control and the intention
of customers to revisit accommodation on Airbnb in Malaysia.

Research Framework

A research framework has been developed in order to investigate the connection between
attitudes, subjective norms, perceive behaviour control towards revisit intention towards
accommodation with Airbnb in Malaysia. In addition, the purpose of customers to revisit the
Airbnb accommodation that will be used to evaluate the hypothesis in this study is defined
by attitude, subjective norms and perceived behaviour control.

Attitude

Subjective Norms Revisit Intention

Perceived
Behavioral Control

Figure 1: Conceptual Framework

Source: The role of conceptual frameworks in epidemiological analysis (Bo Meng and Mengxia
Cui.,2019)
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METHODOLOGY

Research Design

This study used the quantitative method that gather all data through questionnaires. The analysis
unit was to evaluate the purpose of the customers to revisit towards Airbnb accommodation. As
stated by Rahi (2017), in order to conduct research few steps need to be undertaken by using
guestionnaire. Quantitative method was adopted for this research of data, pre-defined instruments
and searching for sample to target population. This study identified the factors of customers revisit
intention towards Airbnb in Malaysia. Descriptive research therefore was used to gain data
through questionnaires that was collected from the respondents.

Data Collection

In the first stage, as a primary data collection tool, the data collection used in this research was
through a self-administered online questionnaire. Primary data is the data collected as the first
time with the aim of finding a solution to the problem. A questionnaire consists a set of questions
or other types of prompts that mean to collect information from a respondent (Kumar, Talib &
Ramayah, 2013). A set of questionnaires was distributed to the population to collect the data of
the customers that have a stay experience with Airbnb accommodation. There are three sections
of the questionnaire, which are Section A, Section B and Section C. Using social media sites, the
guestionnaire connect will be distributed to the respondents. Questionnaires was build using
Google Form platform and been presented to the respondents in dual language which were
English and Malay. The result of the study was collected in 3-week times.

Sampling

The method of sampling used in this analysis was convenience sampling to gather the data. In
convenience sampling, the target population respondents, which refer to the customers who have
a stay experience at any Airbnb accommodation, have an equal and known chance of being
selected as the subject of the study sample. The aim of the convenience sampling was to pick
the individual sample as the population representative. Customers in Kuala Lumpur are the target
audience for the study, since this is where Airbnb accommodation is mostly located. In short, the
population in Kuala Lumpur is 7,996,830 people and the sample size would be 384 people, based
on the rule of thumb proposed by Krejcie & Morgan (1970). The questionnaire will be distributed
equally to the entire sample respondent picked.

In achieving reliable and valid sample of this study, the researchers used the equation from
Krejcie & Morgan (1970) to determine the sample size. The formula will be shown as below:

n = sample size
N = population size
e = the degree of accuracy expressed as proportion (0.05)
= chi-square of degree of freedom 1 and confidence 95% (3.841)
p = proportion of population (if unknown, 0.5)
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Data Analysis

In this study, there were three data types of data analysis used, which were frequency analysis,
descriptive analysis and analysis of reliability. The information collected was analyzed using the
Social Science Statistical Kit (SPSS).

FINDINGS

Table 1 Demographic Profile (n=384)

Respondent Profile Classification Frequency Percentage (%)
Gender Male 155 39.8
Female 229 58.9
Age 1-20 19 4.9
21-40 273 70.2
41 -60 82 211
61— 80 10 2.6
Race Malay 227 58.4
Chinese 72 18.5
Indian 85 21.9
Monthly income Less than RM1,000 107 27.5
RM1,001 — RM3,000 175 45.0
RM3,001 — RM5,000 90 23.1
Above RM5,000 12 3.1
Highest educational Primary school 7 1.8
level High school 132 33.9
College/University 138 355
Post graduate 107 27.5

Table 1 shows the characterization of respondents. 229 out of 384 respondents are female
represented 58.9%, while 155 respondents are male represented 39.8%. 4.9% of the respondent
age below 20 years old, 70.2% of respondents were between 21 and 40 years of age, 21.1%
were between 41 and 60 years of age, and just 2.6% were between 61 and 80 years of age.
58.4% of the respondents were Malays, 18.5% were Chinese and 21.9% were Indian. Majority of
the respondents earned RM1,001 to RM3,000 monthly, representing 45.0%. In addition, 35.5%
of the respondents were college/university highest educational level and only 7% of the
respondents were from primary school.
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Analysis on customer revisits Airbnb accommodation intentions.

In the Descriptive Analysis for the independent variables, the highest mean value was attitude
variable which was 4.2427 and followed by subjective norms variable (4.1661). The lowest mean
value for the independent variables was perceived behaviour control, which is 4.1391. The mean
value for dependent variable was 4.3849. It could conclude that attitude variable was the most
influence in customer’s revisit intention to Airbnb accommodations in Malaysia.

Table 2
Variables Statements Mean SD
Attitude | think Airbnb is a best option for accommodation, compared 4.3047 0.77384
to traditional lodging options (i.e., hotels or motels). | like
using Airbnb.
Airbnb offered good value for the price. 4.2500 0.74749
Using the Airbnb website is a good idea. 4.2188 0.75380
The environment is good. 41901 0.71741
| think the design and layout is functional. 5.2500 0.76817
Subsection score 3.92 1.049
Subjective norms Most people who are important to me think | should revisit 4.1536 0.80458
Airbnb accommodation.
Most people who are important to me would want me to 4.1536 0.80458
revisit Airbonb accommodation.
People who value to me would suggest me to use Airbnb 4.1927 0.74704
when travelling compared to traditional lodging.
My family would ask to choose Airbnb when | am looking for  4.1849 0.77808
an accommodation to stay.
My friends would ask to choose Airbnb when | am looking 4.1458 0.80442
for an accommodation to stay.
Subsection score 3.59 0.945
Perceived Whether or not | revisit Airbnb accommodation is completely 4.0885 0.88058
behavioural up to me.
control
| am confident that if | want, | can go and revisit Airbnb 4.1589 0.79046
accommodation.
| have enough resources, time and opportunities to revisit 4.1380 0.80092
Airbnb accommodation.
| can afford staying at Airbnb accommodation if | want. 4.1380 0.80092
| intend to stay at Airbnb accommodation when | am 4.1719 0.76588
travelling.
Subsection score 3.50 0.912
Revisit intention In the near future, I'll use Airbnb. 4.4193 0.73249

For my next tour, Airbnb will be one of the accommodation 4.4141 0.69906
choices that | will consider.
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As a viable lodging choice, | would like to suggest Airbnbto  4.3255 0.71593
others.

Anytime | have the chance, | will mention to my friends and 4.3776 0.70479
relatives how satisfied | am with the services received from

Airbnb.

As | would like to stay there on some of my future vacations, 4.3880 0.68399
| would like to spend more time in learning about Airbnb.

Relationship between attitude, subjective norms and perceived behavioral control
towards Airbnb revisit intention

Table 3
Pearson’s Correlation between Attitude, Subjective Norms and Perceived Behavioural Control
towards Airbnb revisit intention

Customer Revisit Intention

Attitude Pearson Correlation 423**
Sig. (2-tailed) .000
N 384
Subjective norms Pearson Correlation 276"
Sig. (2-tailed) .000
N 384
Perceived behavioural Pearson Correlation .330**
control Sig. (2-tailed) .000
N 375

The result in Table 3 indicates that attitude and customer revisit intention .423, which indicated
moderate relationship. Following subjective norm and customer revisit intention showed .276
indicating low relationship. Meanwhile, perceived behavioural control and customer revisit
intention showed .330, which also indicating low relationship. All three variables positively
correlated to customer revisit intention and significant since p<0.05.

H1: There is a substantial relationship between attitude and the intention of customers to
revisit accommaodation on Airbnb in Malaysia.

The current study shows that tourism is an important indicator of tourism choices when traveling
to a certain destination (Ragheb & Tate, 1993). External behaviours may be influenced by the
intent behind an attitude (Ajzen, 1991; Lee, 2007). The more favourable the behaviour attitude,
the greater the purpose of a person to conduct the behavior will be (Ajzen, 2001).

H2: There is a substantial relationship between subjective norms and the intention of
customers to revisit accommodation on Airbnb in Malaysia
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The statement is proven by past studies from (Sun, Law, & Schuckert, 2020) that mention
subjective norms impact deeply on the intentions of consumers. It is further supported by (Gong
et al., 2019) that subjective norms are how people view their actions in a given cultural and social
context and how others interpret their behaviour.

H3:  There is a substantial relationship between perceived behaviour control and the intention
of customers to revisit accommodation on Airbnb in Malaysia.

The hypothesis is in accordance to the finding from (Zandhesami & Parvinchi, 2011) that
perceived behaviour control can impact behaviour directly or indirectly through behaviour control.
It is also supported by (Bo Meng & Mengxia Cui, 2020) that perceived behaviour control is
effective on revisit intention.

DISCUSSION & RECOMMENDATION

This research suggest that further studies can be carried out on Airbnb customers because this
study only focuses on customers who have used Airbnb accommodation it could see whether
there are any similarities in the findings. This study can produce different results if it applies to
customers who have not used Airbnb accommodation. In addition, current research focuses only
on Airbnb customer relationships between attitude, subjective norms, perceived behaviour
control, and revisit intention. In this study, however, other important relationships that also play
an important role in forming the revisit goal for Airbnb customers may be ignored. Therefore, other
variables such as economics may be suggested for potential researchers to conduct a news
finding in their analysis. Next, this study is limited to 384 sample that can be measured as small
markets. According to Krejcie & Morgan (1970), that the amount would be sufficient and suitable,
larger sample sizes could be used to systematize millions of Airbnb customers in Malaysia.
Therefore, future researchers should expand their sample size in order to increase the accuracy
and reliability of the study. Lastly, interview method or create some open-ended questions for
respondents instead of respondents answer scaling questionnaire through online. Through
interview method, researchers can get high response rate and ambiguities can be clarified and
incomplete answer can be followed up immediately. Thus, this approach can reduce the
misunderstanding and produce better results of the study.

CONCLUSION

In conclusion, this study explores the link for Airbnb customers between attitude, subjective
norms, perceived behaviour control and revisit intention. The researcher planned to investigate
the relationship of each element in the independent variables to the dependent variables. 384
respondents took part of this study through the online survey method. The data have been
collected and analyse by SPSS software version 26 based on descriptive statistic, reliability
analysis, and correlation analysis. From the result of the reliability analysis, the variables had
exceeded 0.7, so it shows that the questionnaire are highly reliable and can be used for the study.
All the reliability has proven that the respondent understood, and the questionnaire provided well
and this also means that the questionnaires has been accepted for this study. The study is to
understand the relationship of Airbnb customers between attitude, subjective norms, perceived
behaviour regulation and revisit intention. The outcome of the research goals that explore the link
for Airbnb customers between attitude, subjective norms, perceived behaviour control and revisit
intention is accepted.
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ABSTRACT

This study was conducted to test the relationship between empathy, tangible aspects and
responsiveness on customer's satisfaction toward budget hotel in Kota Bharu, Kelantan. Data
was collected using questionnaire form, involving 379 respondents who have stayed or visited
budget hotels in Kota Bharu. Four types of analysis were used to analyze the data, namely:
descriptive, frequency, reliability and Pearson’s Correlation Analysis. Findings from the study
reveals that all three variables are significantly related to customer's satisfaction. The
management of budget hotels can consider enhancing their service quality to develop positive
experience among guests that may increase guest satisfaction.

Keywords: Empathy, tangible, responsiveness, customer’s satisfaction, Budget Hotel

INTRODUCTION

Hotel industry plays a very important role in accompanying tourism as it provides accommodation
to travellers and tourists. Nowadays in Malaysia, many hotels were operating with a choice of
different categories and concepts. The preferred choice that guest choose is staying in a budget
hotel. Gilbert and Hornsnell, (1998) stated that in achieving customer satisfaction with service
providers, service quality has been identified as a determinant factor.

The management of the hotels need to ensure that the service offered is at the highest
acceptable level in order to meet customer loyalty and desires work in this industry hold very
important and significant attitudes in getting good reviews from customers. The article by
Parasuraman et al. (1994) stated that a successful hotel that conveys great quality service to
customers is consider the life of the hotel. Hence, service quality can influence the satisfaction of
the customer when choosing their accommodation while travelling.

The aim of the study is to examine the effect of service quality attributes on customer
satisfaction in budget hotel. There are various researches conducted about factor that affecting
customer satisfactions towards hotels, but it is not focus on budget hotels. Budget hotels in
Malaysia face many problems and challenges that can lead to business failure. Besides
strengthening the previous studies, this study also hopes to provide valuable information to the
budget hotel operators and related authorities that were involved in this industry.

There are three objectives of this research:

1. To examine the relationship between empathy and customer satisfaction on budget hotels
in Kota Bharu.
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2. To examine the relationship between tangible aspects and customer satisfaction on
budget hotels in Kota Bharu.

3. To examine the relationship between responsiveness and customer satisfaction on budget
hotels in Kota Bharu.

In order to meet the above research objective, the following questions were constructed:

1. What is the relationship between empathy and customer satisfaction toward budget hotels
in Kota Bharu?

2. What is the relationship between tangible aspects and customer satisfaction toward
budget hotels in Kota Bharu?

3. What is the relationship between responsiveness and customer satisfaction toward budget
hotels in Kota Bharu?

Significance of the Study
Researchers

Through this study, the researchers explore how empathy, tangible aspects and responsiveness
influence customer satisfaction towards budget hotels in Kota Bahru. Besides, this research
allows researchers to get information on how customer satisfaction contributes in service quality
of budget hotels that is less explored. this research provides important contributions to the present
knowledge.

Industry Players

The industry players can develop an appropriate and outstanding marketing strategy, which could
maximize tourist’s value. Additionally, they may gain the competitive advantages them from
competitors to extend the business profitability, reputation and recognition. budget hotelier can
improve the hotel policy and management more efficiently by focusing on most important factors
which had shown in this research result that leads to customer satisfaction.

Consumers

Future customers may gain benefits through the research topic since the research provides
guidance for the customers to know the reasons of revisit intention to budget hotels in Kota Bharu.
Besides, reasons why customer are satisfied towards budget hotel was demonstrated within the
research which provide useful information for customers in the long run.

LITERATURE REVIEW

Empathy

According to Wieseke, J (2012), empathy is defined as the ability of a person to sense the
thoughts, feelings, and experiences of another, to share the emotional experience of others, and
to react to another person's observed experiences. From a cognitive viewpoint, empathy is the
perspective of the service employee to take the concluded view of the customer knowing their
mind, feelings and expectations. For hoteliers, in order to provide better service, they need to
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have empathy (Cade & Quot, 2015). In addition, according to Markovic, (2015), for the recognition
and satisfaction of customer requirements, empathy is vital during employee and customer
communications.

Tangible aspects

Rose and Thomson (2004) stated that in order to measure service quality in a budget hotel, few
aspects need to be considered. These aspects include the existence of the physical surroundings
and service, appliances, staff and means of communication. The physical dimension, in other
worlds, is about creating first-hand impressions. The article by Delgado and Ballerster stated that
at 2004, a business requires all its customer to have a special, optimistic and never-forgetting
first-hand experience, which allows them to revisit, in the future. Tangibles plays a significant role
in affecting the quality of service in budget hotels and customers would have a stronger
understanding of the service if service providers exploit the tangible aspects. For example, service
price, physical service environment and the appearance of the service provider (Shaharudrn.
Yusof. Elias & Mansor, 2009).

Responsiveness

According to Ding (2017), responsiveness is one of the service qualities factors that applied by
the organizations to improve their customer satisfaction, it defined as the interests appeared in
giving brief administration to customers when needed. Responsiveness is also known as the
extent of hotel capacity in providing rapid service, variety of service and willingness to support
customers in the service delivery process. It is the willingness to comfort customers and to offer
prompt service. According to Nicole Tiedemann, Marcel van Birgele, Janjaap Semeijn (2009),
responsiveness aspect emphasizes consideration and promptness in addressing customer
orders, questions, concerns and issues. Moreover, it's been observed that eagerness or status of
representatives to provide the wanted customers benefit without wasting the time of the customer.
This will also effect on the level of customer loyalty positively (Alkhawaldeh & Eneizan, 2018;
Kumar & Kumar, 2017).

Research Hypothesis

Hypothesis can be defined as a relationship between two variables. There are three hypotheses
in this study

H1: There is a relationship between empathy and customer satisfaction in budget hotel.
H2: There is a relationship between tangible aspects and customer satisfaction in budget hotel.

H3: There is a relationship between responsiveness and customer satisfaction in budget hotel.

Research Framework

A research framework was developed in order to investigate the how service quality affect
customer satisfaction in budget hotel in Kota Bharu. The relationship between experimental
variables with empathy, tangible aspects and responsiveness with variable quantity which is
customer’s satisfaction toward Budget Hotel at Kota Bharu are examined.
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Empathy

T ible A ¢ Customer’s Satisfaction toward
angible Aspec Budget Hotel in Kota Bharu

Responsiveness

Figure 1: Conceptual Framework
Source: Framework adopted from Skogland and Siquaw (2004)

METHODOLOGY

Research Design

This study used the quantitative method to gain all data through questionnaires. In this research,
the researcher identified the determinant of customer satisfaction toward Budget Hotel in Kota
Bharu. Therefore, descriptive research was used to gain data through questionnaires that was be
collected from respondents. The questionnaire consisted 33 items and divided into 3 sections.
The first section is the demographic profile such as gender, age, marital status, how many times
been visited hotel budget and reason they choose to stay in budget hotel. The second and third
sections inclusive of 28 items with five-point Likert-scale ranging from 1=strongly disagree till
5=strongly agree. The questions were adopted from previous studies by Cigdem, Altin Gumussoy
&amp; Berkehan Koseoglu (2016).

Data Collection

The data collection process took 14 days. The setting of the study is budget hotel located in Kota
Bharu which in 70 hotels in total. The respondents are those who have stayed in budget hotel in
Kota Bharu and a total of 384 respondents sample size was chosen. The final questionnaires
collected reported at 98.70% of response rate with total 379 usable questionnaires. Accurate and
reliable information regarding the study situation while managing the field study is essential.

Sampling

The sampling method used in this study was the non-probability sampling. This type of sampling
method was used because it includes short feedback from research and was easy to use.
Convenience sampling is a type of non-probability sampling that is influenced by data collection
from population numbers that are readily accessible to join the study. In achieving a reliable and
valid sample of this study, the researchers used the equation from Krejcie & Morgan (1970) to
determine the sample size. In brief, the sample size would be 384 persons based on the rule of
thumb proposed by Krejcie & Morgan (1970).
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Data Analysis

There were four data types of data analysis used in this study, that were frequency analysis,
descriptive analysis, reliability analysis, and Pearson’'s Correlation Analysis. The data obtained
was analysed by using Statistical Package for the Social Science (SPSS). Frequency analysis
was being used to analyse the data on the respondents’ demographic profile. Descriptive analysis
is to identify and examine customer’s satisfaction toward Budget Hotel in Kota Bharu. The
reliability was conducted to test to what degree tests to what degree an evaluation process yields
accurate and consistent results. Pearson’s Correlation was adopted to examine the relationship
between empathy, tangible aspects and responsiveness on customer’s satisfaction toward
Budget Hotel on Kota. Findings with a p-value of less than the conventional value of 0.05 were
regarded as statistically significant and the hypotheses can be accepted.

Hypothesis  significant Conclusion Correlation Conclusion
Value Value
1 0.000 Accepted 0.606 Moderate Positive Correlation
2 0.000 Accepted 0.648 Moderate Positive Correlation
3 0.000 Accepted 0.640 Moderate Positive Correlation
FINDINGS

Profile Sample
Table 1: Demographic Profile (n=379).

Respondent Profile Classification Frequency | Percentage
(%)
Gender Male 160 42
Female 219 58
Age Below 20 62 16
20-29 164 43
30-39 70 19
40 - 49 54 14
50 and above 28 8
Marital status Single 216 57
Married 130 34
Divorced 23
Widow 10
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How many visits in a year? Once a year 185 49
2 — 4 times a year 132 35
5 times and above 62 16
Vacation 72 71.80
Why do you stay at Budget Hotel? | Family day 41 10.80
Vacation and family 62 16.30
day
other 4 1.10

Table 1 shows the characterization of respondents. 160 out of 379 respondents are male
which represents 42% of the total of sample, while 219 respondents are female represented 58%
of the total of sample. 16% of the respondents age below 20 years old, 43% of the respondents
aged between 20 to 29 years old, 19% of the respondents aged between 30 to 39 years old, 14%
of the respondents aged between 40 to 49 years old and only 8% of the respondents were aged
50 years old and above. 57% of the respondents were single, 34% of the total respondents were
married. 6% were divorced and only 3% were widows. Majority percentage of respondents has
visited Budget Hotel once a year are 49%. 35% for 2-4 times a year while 16% for 5 times and
above. In addition, the reason why respondents stayed at Budget Hotel was classification by
vacation which was 71.80%, family day was 10.80%, vacation and family were 16.30%, for other
reasons it was only 1.10%.

Analysis on customer’s satisfaction toward budget hotels in Kota Bharu

Table 2: Mean, standard deviation (SD) of items and variables (n = 379).

Variables Statements Mean SD
Staff of budget hotels have knowledge to | 3.7810 0.9468
answer customer’s questions.

Empathy

Staff give personal attention to customers. 36148 0.9837

3.6623 0.9467
3.5435 1.0132
4.0185 0.5973
3.4459 1.2037
3.7309 0.9575

Staff understand customer’s specific needs.
Staff of budget hotels are competent.

Staff has excellent communication skills.
Staff are always polite toward customers.

Staff show a positive attitude when receiving
feedback from customers.
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Tangible aspects | The budget hotel has modern looking | 3.4274 0.9633
equipment.
T_he budget hotel physical facilities are 34723 0.9953
visually appealing.
Staff of budget hotels are neatly appearing.
Materials associated with the service are 35119 0.9983
visually appealing. 3.52 0.9273
The budget hotel has standard cleanliness
and comfort of rooms for customers. 3.5673 1.0093
The location of the budget hotel is convenient
The arrangement of furniture in a budget
hotel room is comfortable for customers. 3.6860 0.8992
3.6464 0.9352
Responsiveness | Staff are never too busy to respond to | 3.4354 0.9936
customers' requests.
Staff_ at budget hotels give customer prompt 34512 1.0413
service.
Staff at budget hotels are always willing to
help customers. 3.4037 1.0706
Staff always alert the customers if any
emergency occurs during their stay. 36174 0.9616
The budget hotel ensures to protect
customers' safety during their stay.
. .54 .
The budget hotel provides a proper safety 3.5488 0.9838
and security system to protect their
customers. 3.4512 1.0387
The budget hotel management is always
ready to handle and solve customers' needs
and wants.
3.6069 0.9765
| am satisfied with the service provided by the | 3.7546 0.8609
budget hotel.
Customers
satisfaction | am satisfied with the responsiveness of 37143 1.0028
budget hotel staff.
| am satisfied with the level of quality of
service provided by the budget hotel. 3.7143 0.8997
| am satisfied with the cleanliness around the
budget hotel. 36623 | 0.9523
| am satisfied with the menu that the budget
hotel provided.
3.6508 0.9579
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| am satisfied with the price of the room that

the budget hotel offers. 38654 1.0028

| am satisfied with the facilities provided at
the budget hotel.
3.7836 0.9599

“‘Empathy” scored the highest (mean = 3.6397, SD = 0.9855) indicating that empathy
determined customer revisit intention since respondents agreed with most of the item.
Respondents agreed that staff of budget hotels have knowledge to answer customers' questions
(mean=3.7810, SD=0.9468) and staff give personal attention to customers (mean=3.6148,
SD=09837). Besides, the respondents agreed that staff understand customer’s specific needs
(mean= 3.6623, SD=0.9467) and the staff of budget hotels are competent (mean=3.5435,
SD=1.0132). Respondents also agreed that staff of budget hotels have excellent communication
skills (mean=4.0185, SD=0.5973). Meanwhile, staff always polite towards customers scored the
lowest (mean=3.4459, SD=1.2037). Next, the respondents agreed that staff of budget hotels show
a positive attitude when receiving feedback from customers (mean=3.7309, SD=0.9575). The
finding was in line with previous research by Mayshak, Sharman & Harley (2014) that empathy is
one of the elements that drives employees to engage helpful and helpful action towards customer.

“Tangible aspects” scored second (mean = 3.5474, SD = 0.9647). Respondents agreed that
the budget hotel has modern looking equipment (mean=3.4274, SD=0.9633) and the budget hotel
physical facilities are visually appealing (mean=3.4723, SD=0.9953). Next, the respondents
agreed that staff of budget hotels are neatly appearing (mean=3.5119, SD=0.9983) and the
materials associated with the service are visually appealing (mean=3.52, SD=0.9273).
Respondents also agreed that the budget hotel has their own standard cleanliness and comfort
of rooms for customers (mean=3.5673, SD=1.0093), which is in accordance to finding of Tanineez
(1990) that room cleanliness, particularly, was one of the foremost vital traits for customers in
selecting their hotel. Furthermore, the respondents also agreed that the budget hotel has a
convenient hotel location (mean=3.6860, SD=0.8992) and the arrangement of furniture in the
budget hotel room is comfortable for customers (mean=3.6464, SD=0.9352).

“‘Responsiveness” scored the lowest among the variables (mean = 3.5021, SD = 1.0122).
Specifically, respondents agreed that staff at budget hotels are never too busy to respond to
customers’ requests (mean=3.4354, SD=0.9936) and staff at budget hotels give customer prompt
service (mean=3.4512, SD=1.0413). Meanwhile, staff at budget hotels are always willing to help
customers score the lowest (mean=3.4037, SD=1.0706). Next, the respondents agreed that staffs
always alert the customers if any emergency occurs during their stay (mean=3.6174, SD=0.9616),
the budget hotel ensure to protect customers’ safety during their stay (mean=3.5488, SD=0.9838)
and the budget hotel provide a proper safety and security system to protect their customers
(mean=3.4512, SD=1.0387). Respondents also agreed that the budget hotel management is
always ready to handle and solve customer’s needs and wants (mean=3.6069, SD=0.9765). The
finding indicates that responsiveness was one of the service qualities factors that applied by the
organization to improve their customer satisfaction and this was supported by Ding (2017).

The dependent variable — customer’s satisfaction scored (mean=3.7351, SD=0.9507).
Respondents agreed that they are satisfied with the service provided by the budget hotel
(mean=3.7546, SD=0.8609) and they are satisfied with responsiveness of budget hotel staff
(mean=3.7143, SD=1.0028). Besides, they agreed that the level of quality of service provided by
the budget hotel (mean=3.7143, SD=0.8997) and the cleanliness around budget hotel
(mean=3.6623, SD=0.9523) influenced their satisfaction toward the budget hotel. Meanwhile, the
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respondents are slightly satisfied with the menu that the budget hotel provided (mean=3.6508,
SD=0.9579). Next, the respondent strongly agreed that they were satisfied with the price of the
room that the budget hotel offers (mean=3.8654, SD=1.0028). Moreover, respondents were also
satisfied with the facilities provided at budget hotels (mean=3.7836, SD=0.9599). In the past
research, it has proven that service quality may affect the customer’s satisfaction in choosing their
accommodation while traveling (Parasuraman et al. 1994).

Relationship between empathy, tangible aspects and responsiveness on customer’s
satisfaction toward Budget Hotel on Kota Bharu

Table 3: Pearson’s Correlation between Empathy, Tangible Aspect and Responsiveness on
Customer’s Satisfaction toward Budget Hotel at Kota Bharu.

Customer’s Satisfaction

Empathy Pearson Correlation .606™
Sig. (2-tailed) .000

N 379
Tangible Aspect Pearson Correlation .648"
Sig. (2-tailed) .000

N 379
Responsiveness Pearson Correlation .640™
Sig. (2-tailed) .000

N 379

**_Correlation is significant at the 0.01 level (2-tailed)

The result in table 3 shows empathy and customer’s satisfaction .606, which indicated
moderate positive linear relationship. Following tangible aspects and customer’s satisfaction
showed .648 indicating moderate positive linear relationship. Meanwhile, responsiveness and
customer’s satisfaction showed .640, indicating moderate positive linear relationship. All three
variables positively correlated to customer’s satisfaction and statistically significant since p<0.05.

H1: There is a significant relationship between empathy and customer’s satisfaction toward
Budget Hotel at Kota Bharu.

The present study shows similarity to the past research that by Wieseke which empathy in
2012 as the ability of a person to sense the thoughts, feelings, and experiences of another, to
share the emotional experience of others, and to react to another person's observed experiences.

H2:  There is a significant relationship between tangible aspect and customer’s satisfaction
toward Budget Hotel at Kota Bharu.
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The statement was proven by past studies, tangibles play a significant role in affecting the
guality of service in budget hotels and customers would have a stronger understanding of the
service if service providers exploit the tangible aspects. In this study, tangibility is operationalized
by the service price, physical environment and the appearance of the service provider,
Shaharudrn. Yusof. Elias & Mansor (2009).

H3:  There is a significant relationship between responsiveness and customer’s satisfaction
toward Budget Hotel at Kota Bharu.

This finding is in line with study by Tiedemann, Birgele and Semejin (2009) where hotel
responsiveness can be done to the customers through knowledge sharing, variety of services and
willingness to support customers in the service delivery process.

DISCUSSION & RECOMMENDATION

There are several challenges and limitations faced in the study and need to be highlighted for
future research. In order to increase the reliability of the study, future research should consider
using qualitative methods in collecting data. This This is to avoid from respondents not reading
and answering the questions thoroughly. Next, the researchers face limitations in accuracy of the
data interpretation due to exclusion of unusable data collected. In this study, the researchers only
covered three determinants. However, there might be other essential determinants that play an
important role in determining customer’s satisfaction toward Budget Hotel on Kota Bharu.
Moreover, the researchers just focused on the study at Budget Hotel in Kota Bharu which findings
cannot be generalized throughout Malaysia. Therefore, future research should consider in
exploring more on other variables that may lead to customer satisfaction towards budget hotels.
Future researchers should consider targeting a new location survey since customers may have
different opinions due to different demographic profiles.

CONCLUSION

This study has provided empirical evidence on how service quality, such as empathy, tangible
aspects and responsiveness affected customer satisfaction in budget hotels in Kota Bharu,
Kelantan. SPSS was used to test the three hypotheses developed for this study. All three
hypotheses were supported (H1, H2, H3). In particular, the results shown are reliable and the
research objectives which examined the relationship between two variables are accepted.
Meanwhile, such results often foretold about the factor of empathy, tangible aspects and
responsiveness that attributes to customer’s satisfaction toward Budget Hotel in Kota Bharu. The
results of this study may help budget hotels managers in understanding the importance of service
quality which leads to customer satisfaction.
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ABSTRACT

This study aims to examine the awareness towards domestic waste management among
households at Kota Bharu, Kelantan. The objective of this study is to identify and analyse the
factors contributing towards domestic waste management awareness among households. This
study adopts quantitative research 351 questionnaires have been distributed randomly to selected
participants around Kota Bharu, Kelantan. Data collection has been done by reaching the
participants via online survey through social media. SPSS software has been used to analyze the
data collected from the respondents. The result shows a positive relationship between the factors
contributing towards domestic waste management awareness among households at Kota Bharu,
Kelantan. The implication and recommendation also provided for the future researchers that will
conduct this kind of study in the near future.

Keywords: Factors, awareness, domestic waste management, household

INTRODUCTION

Environmental issues are one of the most significant issues in the world. As the amount of
domestic waste keeps increasing globally, every country needs to take proactive action for global
wellbeing. Correspondingly, the awareness about waste management has to be instilled among
every household around the globe for a sustainable tomorrow. So, by just being aware of this
situation will atleast save the environment for future generation. Human activities create waste,
and the way how this waste is handled, stored, collected and disposed are creating risk to the
environment and public health (Zurbrugg 2003).

This study investigates the factors that influence domestic waste management awareness
among households at Kota Bharu, Kelantan. The key of awareness towards domestic waste
management is compounded further by several factors that can influence people aware of
domestic waste issues, especially in the household. Three factors namely; government practices,
level of knowledge and attitude have been predetermined based on previous studies to study the
awareness towards domestic waste management. The outcome is expected to be helpful
practitioners, researchers and citizens. There are three objectives in this research:

1. To examine the role of government practices towards domestic waste management
awareness among households.

2. To study the role of level of knowledge towards domestic waste management awareness
among households.

3. To measure the role of attitude towards domestic waste management awareness among
households.
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Significance of the Study

Researchers

This research is intended to provide comprehensive information about waste management to the
new researchers interested in studying waste management. This study may influence the
researcher’s perception towards the importance of the domestic waste management. Through
this study, future researchers will be able to understand the advantages and disadvantages of
domestic waste management among household and further expand the area.

Government

The outcome of this study is expected to assist the local government by setting up policies related
to domestic waste management within Malaysia. It is important to ensure that the Malaysian
citizens are aware of the policy that’s already in practice and thus improvements can be observed.
The results of this study may also help to improve the efficiency of industrial operations when it
comes to waste management.

Community

The result of this study will enhance the knowledge and information regarding domestic waste
management among the local community. They can learn more about the advantages and
disadvantaged of domestic waste management among household and practice accordingly.

LITERATURE REVIEW

Government practice

As Malaysia move towards industrial revolution, waste management has continued to be an issue
due to uncontrolled dumping that is widespread due to urbanization and shortage of landfill sites.
Indeed, the separation of household waste is unpopular in developing countries, including
Malaysia, due to the negative perception towards waste management. Consequently, the lack of
separation of solid waste increases the inefficiency of waste recycling and waste materials
become contaminated (Jereme et. al., 2015).

In order to promote public involvement in waste management, the ministry of Housing and
Local Government (MHLG) has engaged with one of the renowned public realtion company to
promote recycling activity by creating pamphlets, posters, billboards, promotional ads and songs.
Then, many buy-back centers have slowly been set up in major Malaysian cities for easy disposal
of recycled materials. Indeed, in June 2016, the Malaysian government has implemented
compulsory segregation of waste. Penalties for citizens who do not comply with rules has been
imposed and it include penalties of up to 500 Malaysian Ringgit. However, the effort somehow
failed Sile, A.W, 14th November 2016.

Lack of Knowledge

The lack of knowledge on waste disposal is a major drawback to human health. Owing to the lack
of knowledge and short handling of dustbins among households, the region is divided into double
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sided issues (Kiran et al., 2015). It essential for the local people to have basic knowledge about
waste management. Inadequate knowledge on household waste management may have
significant health implications to the people and huge effect towards the environment. Contrarily,
if people have knowledge about household waste disposal, they can stop themselves from
infectious diseases and keep their environment safe (Jatau, 2013).

People with lack of knowledge on household waste disposal may negatively perceive waste
disposal in their homes. People should think about innovative practices for household waste
management for their benefit. Moreover, poor waste disposal practices may result in
environmental pollution and rise of infectious diseases among residents. Mass media, television
and, radio should play a critical role in creating awareness and follow-ups about waste disposal
among public (Thirumarpan et al., 2015).

Attitude

Attitude is referred to an individual that have positive or negative perspective in the act of specific
behaviours (Yazdanpanah M., Forouzani M et al., 2015). This study telling about perspective as
young people’s perceptions and tendencies of behaviour toward municipal solid waste sorting. If
youngsters hold a positive perspective toward that, then they become a lot of conscious of the
importance of municipal solid waste sorting and area unit consequently a lot of bent partaking in
municipal solid waste sorting, and contrariwise (J. Hosp. Manag et al, .2014).Many of us shows
lack of interest towards waste disposal. thirty second individuals were best-known regarding ways
of waste disposal however that have lack of dustbins they weren't waste the rubbish in an
exceedingly correct means (Azuike et al., 2015).

Research Hypothesis
Three hypotheses have been included in this study:

H1: There is a relationship between government practices and domestic waste management
awareness among households at Kota Bharu Kelantan.

H2: There is a relationship between the levels of knowledge and domestic waste management
awareness among households at Kota Bharu Kelantan.

H3: There is a relationship between attitude and domestic waste management awareness among
households at Kota Bharu Kelantan.

Research Framework
The conceptual framework in Figure 1, illustrates the diagrammatic representation of relationships

between independent variable and dependent variable.
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INDEPENDENT

VARIABLE DEPENDENT VARIABLE

Government practices

Domestic waste management

| ———» in households at Kota Bharu

Level of knowledge Kelantan.

Attitude

Figure 1: Conceptual Framework

Sources: Adopted from Jayashree, S., Marthandan, G., & Malarvizhi, C. (2012)

METHODOLOGY

Quantitative approach has been used to study the awareness towards domestic waste
management among household at Kota Bharu Kelantan. Quantitative approach has been used
for data collection by considering respondent’s privacy concern. Online surveys have been
designated and distributed to the potential respondents via social media.

Research Design

For this study, the researcher has been used the quantitative approach to study on the awareness
towards domestic waste management in household at Kota Bharu Kelantan. This research has
been used descriptive analysis for the variable to complete this research. The researcher more
prefers to use quantitative method to collect the data because the questionnaire might be privacy
for staffs.

Population

Populations are branched into subject or subject that has certain criteria quality that is being set
up by the researcher to be studied and then to pull out the conclusion from it. The population as
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in whole had all the values that might occur, derived from calculation or its quantitative or
gualitative that comes from a character of a subject that is wanted to be studied. The total
population of the data stated are 3673 residents in the area of Kemumin which got from the
Department of Statistics Malaysia official websites. The reason why we are choosing Kota Bharu
because there are varieties of households in this area such as families and students. The
domestic waste from every households is not the same and there will be variety of data collected
from the research. Therefore, 351 respondents have been choosing from the households inKota
Bharu, Kelantan. We are choosing the household because the household is most likely to interact
with the domestic waste management the most in their daily lives as domestic waste is the
ordinary day-to-day use of a domestic premise waste that is generated as a result.

Data Collection

Primary data is the firsthand data gathered and assembled specifically for the research project at
hand. As for this study, primary data has been gathered through online survey. The primary data
collected serves as the leading resources for this research (Lance P.Hattori 2006). Secondary
data refers to information gathered by the researcher based on the others’ work. The secondary
sources have been collected from the third-party resources such as books, journals, articles,
websites and etc. The secondary sources are also defined as the data that has been previously
gathered for some mission. Secondary sources can be used in different situation and it is
assessable, inexpensive, and available at all time.

Sampling Method

The sampling method is the most useful technique to reach the right respondents since the
population size are large and the time associated to get the information from the population is
high (Deming W.Edward 2007). Convenience sampling refers to the sampling technique that is
used to reach people who are conveniently available. As such, convenience sampling technique
has been adopted to reach the respondents in this study. In achieving a reliable and valid sample
for this study, the researchers used the equation from Krejcie & Morgan (1970) to determine the
sample size. The formula is as shown below:

n = sample size
N = population size

e = the degree of accuracy expressed as proportion (0.05)

X2 = chi-square of degree of freedom 1 and confidence 95% (3.841)

p = proportion of population (if unknown, 0.5)

Research Instruments

The research instruments used in a survey study is usually a questionnaire designed specially to

collect the data. A questionnaire has many uses for the researcher. It can serve as a checklist to

record observations of the behavior of the respondents. The list of question (items) in the

guestionnaire can also being used especially during the interview sessions with the respondents.
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Data Analysis

Three types of data analysis have been used in this study namely, reliability analysis frequency
analysis, descriptive analysis and correlation analysis. The data obtained was analyzed by using
Statistical Package for the Social Science (SPSS) version 2010. This exploration has been utilized
clear investigation of the variable to finish this examination. Graphic investigation is utilized to
depict the essential highlights of the information in the examination. Expressive investigation is
significant on the grounds that empowers us to introduce the information in a more significant
manner which permit easier translation of the information. The examination is finished by
techniques for a quantitative outline investigate design including a composing study and definite
affirmation requests about describes a survey as an assessment strategy used to assemble
information in the midst of a significantly put together gathering.

FINDINGS

This topic was delineated about the discussion of research finding. Thus, the objective of this
research is to identify the relationship between the government practice, level of knowledge and
also attitude in Household at Kota Bharu, Kelantan.

Government Practice

Firstly, the result shows that there is a significant relationship between government practices and
domestic waste management awareness among households around Kota Bharu, Kelantan. The
table 4.5.1 of Pearson Correlation in independent variable 1 (government practice) it can be seen
that the correlation coefficient (r) equals to 0.495, which indicated a moderate positive correlation
between awareness towards domestic waste management and government practice. The result
presented in Table 4.5.1 shows that the relationship between government practices and domestic
waste management awareness among households is significant and moderate at r=0.495. The
finding is in line with the study by (Jereme et.al,.2015) that lack of separation of solid waste at
source increases the inefficiency of the recycling activity.

Table 4.5.1 showed the correlation between awareness towards domestic waste management
and government practice

Correlations
Awareness Government Practice
Awareness Pearson Correlation 1.000 .495”
Sig. (2-tailed) .000

N 350.000 350

Government Pearson Correlation 495" 1.000
Practice Sig. (2-tailed) 000
N 350 350.000

**_Correlation is significant at the 0.01 level (2-tailed).
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Level of knowledge

The result presented in Table 4.5.1 shows that the relationship between level of knowledge and
domestic waste management awareness among households is significant and moderate at
r=0.419. The finding is supported by (Kiran et. at., 2015) that lack of knowledge and short handling
of dustbins in households contributes to domestic waste management issues.

Attitude

The result also shows that the relationship between attitude and domestic waste management
awareness among households is significant and moderate at r=0.552. According to Yazdanpanah
M., Forouzani M et al., (2015) attitude refers to the individual with a positive or negative
perspective in acting a specific behaviour that is comparatively persistent. Their study has also
highlighted the importance of young people’s attitudes and perspectives.

DISCUSSION & RECOMMENDATION

The success of domestic waste management indeed begins with people’s action. Every
household should be aware and know the composition of the solid waste that needs to be
separated, placed in an acceptable container or plastic trash and put on the edge of the bin on
the day of collection specified in a area. However, bulk waste should be neatly arranged on the
shoulder of the road on the day of collection to ease the collection process. The collection of
waste material will be carried out once a week by the concessionaire who has been hired.

Mass media and government should work together to create awareness among the citizens
on the need for proper waste management and the need for 3R practice, reduce, reuse and
recycle. Information and promotion activities regarding waste segregation can be done through
television, radio, announcements through regular newspaper articles and through social media
such as Facebook, Twitter and etc.

The local government should encourage "pay-as-you-throw" systems within the community
to boost up waste management awareness. Typically, residents will have to pay for garbage
collection through property tax or fixed costs, based on the amount of waste generated by a
household. According to EPA (2009), more than 7,000 communities have implemented a 'pay-as-
you-go' scheme where the community pays based on the amount of garbage they throw. This
increases direct economic incentives to recycle and produce less waste.

CONCLUSION

The goal of this study was to determine factors that affect domestic waste management in
awareness of household in Kota Bharu, Kelantan. In this study, awareness of domestic waste
management in household influenced by government practice, level of knowledge and attitude.
Therefore, the awareness of domestic waste management was represented by household at Kota
Bharu. In addition, there were three independent variables which are government practice, level
of knowledge and attitude. Those independent and dependent variables were analyse Pearson
Correlation Coefficient. Its show that the dependent variable is influenced by independent
variable.
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ABSTRACT

Nowadays, food applications are very common around the world. Many people prefer to buy food
online as itis very fast and simple. This study aimed to identify key elements of whether customer
loyalty can be improved or whether food applications are the right choice for food ordering. The
purpose of this study was to identify customer satisfaction on using food applications in Malaysia.
There are factors that play important roles in creating a good perception that will influence
customers. Therefore, the food industry needs to consider the impact of service delivery, customer
service and food quality. The data collected through questionnaire surveys and SPSS software
were used for the decision analysis processes. This study identified the most important factors that
can influence customer satisfaction in the food industry.

Keywords: Food Applications, Customer Satisfaction, Good Perception, Influence

INTRODUCTION

Hospitality industry is an industry that provides services that satisfy customers and provide them
with better quality services. In this context, Langhorn (2004) stated that service given to customer
is the product of that establishment in hospitality industry. In 2017, food and drink services
reported a brudge based production figure of RM 82.8 billion compared to RM 66.4 billion in 2015
with an annual growth rate of 11.7 per cent, according to the Department of Statistics, Malaysia
(DOSM) (2019). The online food supply segment is projected to hit revenue (RM599 mil) based
on a Statista on-line food supply survey for Malaysia (Mein, 2019).

Online food ordering is rising day by day in Malaysia. Local tourists who are travelling to
places that they have never been to before, will experience difficulty to choose their food,
especially if they are travelling by themselves. However, some people will find it difficult to make
choices about where to eat or due to other factors such as time constraints and energy savings.

Nowadays, food and beverage sector is growing with a greater focus on the hospitality
industry. Because of the difficulty in finding the right place to eat, this situation has made people
to engage with online food and beverage delivery services which were created because of the
high demand from the customers. The food mobile app is the device with other user information,
as reported by Li (2010). There are many types of food and beverage delivery that use food
applications in Malaysia such as Grab Food, Food Panda, Honest Bee, “Dah Makan”, Deliver Eat,
Running Man Delivery, Food Time, Mammam Delivery and Shogun2U (Lim, 2018). Studies on
the online sense showed that e-satisfaction influences e-loyalty (Anderson & Srinivasan, 2003;
Pee et al., 2018). Satisfied consumers will expect to buy back food in the future, promote food
delivery services online for other potential customers, and say good things about online food
delivery services.
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There are three objectives of this research:

1. To identify the influence of service delivery towards customer satisfaction on using food
applications in Malaysia.

2. To identify the influence of customer service towards customer satisfaction on using
food applications in Malaysia.

3. To identify the influence of food quality towards customer satisfaction on using food
applications in Malaysia.

Significance of the Study

To Academic Researcher

This work aimed to provide better knowledge to new researchers and new entrepreneurs relevant
to the food industry and discussed all the presence of knowledge. This was just a sample. This
would allow them to develop and deliver new products into the market successfully.

To the Food and Beverage Sector (Restaurant)

The study results were significant as they gave advantages to the food and beverage sector
(restaurants) that supply food and beverages for the entrepreneur and the consumers. This was
just a sample. The benefits come either from constant gradual product and service improvement
or a significant product and service step change.

To the Future Consumer

This investigation could likewise expand the information on the shopper as this examination filled
in as a rule for the future buyer to see how they could pick and assess the food and drinks part
(eatery) when they utilize the food applications. This was just a sample. This examination allowed
helpful and clear data with respect to the fulfilment by the clients when utilizing food applications
in Malaysia.

LITERATURE REVIEW

The purpose of this literature review is to study the relationship between the service delivery,
customer service and food quality of the food industry and how they had affected the customers’
satisfaction on using food application in Malaysia. According to Varsha Chavan (2015) the use of
smart device- based interface for customers to view, order and navigate had helped the
restaurants in managing orders from customers immediately.

Satisfaction Service Delivery

Nowadays, in a dynamic and demanding market climate, such as the restaurant industry, having
customer loyalty on its own is not enough to ensure business survival. The Harvard Business
review recently said “companies that aim ‘zero defections’ (maintaining every customer they will
profitably serve) can maximize their profits. There were three main key factors which can increase
customers’ satisfaction. Those key factors were quality, on time delivery and responsiveness.
According to Pigatto et al. (2017) these services can be characterized as business platforms that
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provide order services, payment and monitoring of the process but are not responsible for the
preparation and order delivery operations.

Besides, mobile applications are becoming a strong way for companies of all sizes to meet
potential customers. However, as an emerging phenomenon from the computer mediated
interaction between customers and providers, collaborative consumption is present in a vast
range of business, such as transportation Uber, Grabcar and online food delivery services such
as Foodpanda, Makan, Just-Eat.com, Clickdelivery.com, UberEATS (Pigatto et al., 2017). Online
loyalty or e-loyalty broadens conventional loyalty by involving online technologies as a mediation
of the relationship between the company and its consumers. The growth of the hospitality industry,
development in infrastructure, rapid development and expansion of cities are major contributing
factors to the growth of the food delivery industry and service providers (Goldstein, 2018).
Consumers are now turning to e-commerce area to shop due to the comfort it offers them to shop
at home conveniently without physical and time limitations (Jiang et al., 2013).

Satisfaction Customer Service

Services are the non-physical, intangible parts of our economy, as opposed to goods, which we
can touch or handle. There are many types of services like banking, medical treatment, and
transportation. According to Christian Gronroos (1998) a service is a complex phenomenon and
most service contains the following characteristics: 1. they are intangible, 2. they are activities
rather than things, 3. they are produced and consumed simultaneously. 4. The customer
participates in the production process to some extent. As we know, online food application can
make our daily life much easier and also online food systems’ have the ability to save customers’
time. The research by Alagoz and Hekimoglu (2012) on online food ordering found that factors
like usefulness, innovativeness, and trust shaped customers’ attitudes towards mobile food
ordering apps. Furthermore, Amoroso and Lim (2017) proposed that as long as customers are
satisfied about their experience of using mobile food ordering apps, they are expected to
habitually reuse such applications.

Satisfaction Food Quality

Quiality is seen as the cumulative value of the goods shipped to the consumer on the basis of
whether or not the order is damaged or faulty upon delivery. The term food quality refers to an
overall performance of food to fulfill customer need and is considered an important element of the
customer experience with the restaurant (Ha & Jang, 2010; Sulek & Hensley, 2004). Other
scholars (Namkung & Jang, 2007) proposed variety of the menu, food presentation, healthiness,
taste, freshness, and food temperature to evaluate food quality. Along with service quality, the
quality of food is regarded as basic element that influences customers’ experience with the
restaurant (Ha & Jang, 2010; Liu et al., 2017; Namkung & Jang, 2007). The higher the level of
food quality ensures a greater the level of customers’ satisfaction.

Food Application

Nowadays, the food application has become common thing that people have to use in their
everyday lives. The trend nowadays, has promoted Online Food Delivery (OFD) Service in Food
and Beverage (F&B) Industry. This new marketing channel intends to increase sales and grab
bigger shares of F&B industry, either through partnership with food delivery companies (e.g.,
Foodpanda, GrabFood, Running Man delivery etc., or restaurant delivery service, e.g.,
McDonalds, KFC, Domino’s Pizza, Pizza Hut delivery service). In the restaurant field, the
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availability of online technology enables customers to order food via the restaurant website or via
online food delivery such as Foodpanda and GrabFood.

The Relationship between Customer Satisfaction and Food Application

It seems now that almost everybody has food application in their mobile phone such as
Foodpanda, Grab Food, McDelivery and so on. This study was trying to understand the
relationship between customer’s satisfaction and food application among people in Malaysia.
Therefore, the preceding discussion proposed four important elements of website quality, namely
information quality, website design, security and payment system. Trust is earned based on
previous experience of the customer. In the e-commerce environment, if the customer had
positive experience from his or her previous use of a product or service, then he or she will choose
the same website to place the order. Likewise, in the case of online food ordering, customers will
revisit the website if they trust it. Therefore, based on this discussion, it is expected that website
trust will have a significant effect on customer satisfaction.

Research Hypothesis

In this study, there were three hypotheses built to identify the influence of service delivery,
customer service and food quality towards customer satisfaction on using food applications in
Malaysia.

H1: There is a significant relationship between Service Delivery and customer satisfaction on
using food applications in Malaysia.

H2: There is a significant relationship between Customer Service and customer satisfaction on
using food applications in Malaysia.

H2: There is a significant relationship betweenFood Quality and customer satisfaction on using
food applications in Malaysia.

Research Framework

A research framework was designed to investigate the connection between delivery services,
customer service and food quality towards customer satisfaction on using food applications in
Malaysia. It is proposed that the customer satisfaction on using food applications in Malaysia will
positively predict or gives customer loyalty intention.
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Figure 1: Research framework on Customer Satisfaction on
Using Food Applications in Malaysia
Source: Zulkarnain Kedah, Yusof Ismail, A.K.M. Ahasanul Haque & Selim Ahmed (2015)

METHODOLOGY

Research Design

This study used the quantitative method using questionnaires which were distributed to 384
respondents from the consumer group among Malaysian. Moreover, the research design provided
an overview of the research and specified the information that was being studied. The researcher
primarily made used of this method in developing knowledge consisting of experiments, surveys
and collecting data from predetermined instruments.

Data Collection

In the first stage, this study used the primary data. The primary data was the first and original data
that was collected by the researcher from people who were using the food application in Malaysia
during Covid-19 pandemic when they had restricted movement. This data was collected from
original sources like the respondent of the research and the view of the researchers. It was not
collected from any journal or other published paper.

The second stage of data collection was a fieldwork. A set of questionnaires were distributed
to the 384 respondents to collect the data from answers to the questionnaire. The questionnaire
used multiple choices format and modified Likert fashion scale. The questionnaire used English
and Malay language and there were 4 parts in the questionnaire.

Sampling

The sampling method used in this study was the non-probability inspecting convenience
sampling. The population in this research were people who used food applications that were
available near their place to order food. This research started with a few questions that would be
directing towards the correct and suitable sample for this research. Therefore, questionnaires will
be passed through an online platform because it is extremely cost efficiency, saves time,
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convenience, more accurate, easy and anonymity for respondents. They filled up the
guestionnaires when they chose to start and stopped at their own leisure time.

In achieving reliable and valid sample of this study, the researchers used the equation from
saturated data 1000000 which is 384 sample based on the table of Krejcie and Morgan (1970).
Their sample size calculation is shown as p=0.5 which is the probability in committing sort | error
is p<0.05 or less than 5%. The formula used is as follows:

~ 1*Np(1-p)
et(N =1} +Xep(1-p)

n = sample size

N = population size
e =the degree of accuracy expressed as proportion (0.05)
x2= chi-square of degree of freedom 1 and confidence 95% (3.841)

p = proportion of population (if unknown, 0.5)

Data Analysis

There were three types of data analysis used in this study, which were descriptive analysis,
reliability analysis and Pearson correlation analysis to evaluate the data of 384 respondents. The
data obtained was analysed by using Statistical Package for the Social Science (SPSS) version
26.0.

FINDINGS

This study was conducted to see the influence of delivery service, customer service and food
guality towards customer satisfaction on using food applications in Malaysia. This was just a
sample analyses of data including the frequency analysis and descriptive analyses. The
discussion of recapitulation from the findings that researchers had done in previous chapter
(Chapter 4) which was based on the research objective, research questions and hypothesis for
this study.

The Pearson Correlation Results

Table 1 presented the results of the Pearson Correlation analysis among independent variables
and dependent variable. It shows the different correlation coefficient value which is 0.699 for
service delivery, 0.601 for customer service and 0.723 for food quality, all of this could answer
the relationship be accepted or a linear. The correlation coefficient indicated in p-value is 0.000
less than 0.01. It shows the significant relationship between food quality and customer satisfaction
is high positive correlation indicated by correlation coefficient value 0.723.

72



Table 1: The Pearson Correlation Results between service delivery, customer service and food
guality towards customer satisfaction on using food applications in Malaysia

Service Customer Food
Delivery Service Quality
Pearson Correlation 1 0.806** 0.764**
Service . .
Delivery Sig. (2-tailed) 0.000 0.000
N 384 384 384
Pearson Correlation 0.806** 1 0.729**
Customer . .
Service Sig. (2-tailed) 0.000 0.000
N 384 384 384
Pearson Correlation 0.764** 0.729** 1
Food . )
Quality Sig. (2-tailed) 0.000 0.000
N 384 384 384
Customer Pearson Correlation 0.699** 0.601** 0.723**
Satisfaction Sig. (2-tailed) 0.000 0.000 0.000
N 384 384 384

**correlation is significant at the 0.01 level (2-tailed)

The Summary for the Hypothesis Testing

Table 2: Relationship Hypothesis Testing and Discussion of Results

Findings of

Result data analysis

Hypothesis

H1 : There is a significant relationship between r=0.699** p =0.000 H1: Accepted
Service Delivery and customer satisfaction on
using food applications in Malaysia

H2 : There is a significant relationship between r=0.601** p=0.000 H2: Accepted
Customer Service and customer satisfaction on
using food applications in Malaysia

H3 : There is a significant relationship between r=0.723** p=0.000 H3: Accepted
Food Quality and customer satisfaction on using
food applications in Malaysia

* moderate positive

*moderate positive

*high positive

Table 2 shows the relationship hypothesis testing and discussion of results. This study
was conducted to see the influence of service delivery, customer service and food quality towards
customer satisfaction in using food applications in Malaysia. Satisfaction can be said a creation
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made by an assessment of the customers expectation before and after utilization (Aliman, et al.,
2016). In this case, primary data was undertaken by which a set of questionnaires were used to
get feedback from respondents.

Research Objective 1: To identify the influence of service delivery towards customer
satisfaction in using food applications in Malaysia.

The results of hypothesis H1 were reviewed in Chapter 4 to answer RQ1. H1 indicated that there
is a relationship between Service Delivery and customer satisfaction on using food applications
in Malaysia. Based on the study conducted, the outcome showed that Service Delivery was also
at a moderate level of strength of relationship (r=0.699, n=384, p<0.000). It also implied that
service delivery and customer satisfaction on using food applications in Malaysia have such a
positive and meaningful relationship with each other. In response to service requests, service
delivery was achieved through the operation of the service system, which was the
communications from consumers or end users that recognized a need to provide an accepted
service (Valarie A. Zeithaml, 1990). On the other hand, analysis synthesis of the context and
effects of the service system, which plays a key role in the service atmosphere that causes the
conduct of service delivery, which in turn causes customer satisfaction attitudes as part of the
mediation chain (Bowen and Schneiders,2014).

Research Objective 2: To identify the influence of customer service towards customer
satisfaction on using food applications in Malaysia.

The results of hypothesis H2 were reviewed in Chapter 4 to answer RQ2. H2 indicated that there
is a relationship between Customer Service and customer satisfaction in using food applications
in Malaysia. Based on the study conducted, the outcome showed that Customer Service was
also at a moderate level of strength of relationship (r=0.601, n=384, p<0.000). This finding
seemed close to a previous study by Omar, M. S., Ariffin, H. F., & Ahmad, R. (2016) the result
also indicated that there are positive relationships between all independent variables and
customer satisfaction.

In this case, Kasiri, L. A. (2014) suggested that the consistency of both technological and
functional service has a positive effect on the satisfaction of customers. These recent studies
illustrated the fact that both functional and technological characteristics had a critical impact on
customer satisfaction when providing high-quality service. It was also revealed that service quality
delivered by service providers had a positive impact on the intention of reuse by improving
customer satisfaction (Wang, Zhang, Zhu and Wang 2020).

Research Objective 3: To identify the influence of food quality towards customer
satisfaction in using food applications in Malaysia.

The results of hypothesis H3 were reviewed to answer RQ3. H3 assumes that the quality of food
would have a positive effect on the customer satisfaction. Based on the analysis done, it was
found that the strength of the statement that there is a relationship between Food Quality and
customer satisfaction on using food applications in Malaysia is at the highest level factor (r=0.723,
n=384, p<0.000). The finding revealed that a highly positive relationship was important. That is
the basis of the quality of food and beverages, including flavour, quantity, freshness, quality,
temperature, health and nutrition. The second element is external consistency, which includes
the tangible aspect of food and beverage, including the variety of presentations, colours and
menus. This dimension is especially important given that the complex atmospheric conditions
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reflect the apparent characteristics of food and beverage products that modify and confuse the
palatability of the food during a meal experience (Mouawad, 2012).

DISCUSSION & RECOMMENDATION

During the entire study, there were some limitations that could not be prevented from hindering
the research process to run smoothly especially due to this spread of Covid-19. This study
focused on three independent variables which were service delivery, customer service and food
quality that measured customer satisfaction on using food application in Malaysia. Besides, the
primary data of this study was collected by distributing questionnaires using online Google Form.
By using this method, researchers could not classify the true thought of respondents while they
are answering the questionnaires. The respondents read the questions in various ways and
responded to each question based on their interpretation. Hence, there was a level of bias and
subjectivity that was not been acknowledged. Therefore, the result gained from the research might
not quite reliable to determine the satisfaction of the consumers in a certain community.

For the recommendation, the future researcher should carry out this research topic about
the customer satisfaction on using food applications in Malaysia, by applying or focusing on other
type of variables that may have high impact or effect on customer satisfaction that lead to maintain
customer loyalty. Other than that, the researchers can also post the questionnaire in the survey
website so that researchers can reach a maximum number of audients. The targeted respondent
will be the person that had previous or current experienced which able to help in answering the
guestionnaire. Moreover, it was highly recommended for the future researcher to narrow down
the number of sample size with focus by state and the selection food applications in whole
Malaysia that can obtain the data to be more accurate. It also makes the research paper to be
more quality and persuasive in this industry.

CONCLUSION

The aim of this study was to determine customer satisfaction in using food applications in
Malaysia. In this study, customer satisfaction was influenced by service delivery, customer
service, and food quality. Therefore, customer satisfaction was represented by using food
applications in Malaysia which was dependent variable. Moreover, there were three independent
variables which were service delivery, customer service, and food quality. Those independent
and dependent variables were analyses by Pearson Correlation Coefficient. It showed that
dependent variable influenced by independent variables. Then the result showed the correlation
between service delivery, customer service, food quality and customer satisfaction was highly
significant. In conclusion, the finding of this study had proven that there is connection between
service delivery, customer service, and food quality and maintaining the loyalty of the customers
in using food applications in Malaysia.
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ABSTRACT

The aimed of this study was to examine the factors contributing to sexual harassment among
employee in Malaysian hotel industry. The objective of this study was to identify and analyze the
factors that contributed to sexual harassment among the employee in Malaysian hotel industry.
The research design for this study was quantitative approach as the researchers used the
guestionnaires to collect the data. About 384 of questionnaires had been distributed to the
randomly selected respondents in certain hospitality outlets in Malaysia. The results of the
research had been obtained from the respondents through online survey method. The
researchers used online survey through social media as the third party to collect the data. SPSS
statistics was used to analyze the data after being collected from the respondents at the selected
outlets. The results had shown a positive relationship between the factors contributing to the
sexual harassment among employee in Malaysian hospitality industry.

Keywords: Factors, sexual harassment, employee, hotel industry.

INTRODUCTION

This chapter roughly explains the background of the study and the discussion on the problem
statement. Through this chapter the researcher is aware about the issues of the main topics and
would like to go through a deep study on the topics. Moreover, this research was important to
investigate the perception of both genders as well as to give the understanding of the factors
contributing to sexual harassment in the workplace while highlighting the reasons of their wrong
doings. It is important to study the factors in order to know the reasons why the harassers take
that action and involved in sexual harassment. Besides that, this chapter is showing a research
objective and research questions related to the problem statement and the scope of the study as
well as the significance of the study. At the same time, the definitions of terms are also included
in this chapter.

Sexual harassment is a problem that is universally faced by workers all over the world.
However, most of the available researches were conducted in western countries (Crocker &
Kalemba, 1999). There is lack of such studies in developing countries in general (Lui, 1996;
Limpaphayom & Williams, 2006) and Malaysia in particular. The phrase of sexual harassment
has been called as a term of art that holds many different meanings based on different persons
(S. Merit Systems Protection Board, 1998). After the phrase had been introduced in the 1690’s,
various definitions of sexual harassment had been released. Sexual harassment can be
recognized as a phenomenon disturbing the wellbeing of the member of an organization since
1970s. It becomes universal and increased significantly (Hadjin, 2002; Crouch, 2001). The extent
of sexual harassment cases in American workplaces has been called as a pandemic problem,
due to the fact that it had led to many unexpected situations such as a lowered morale, increased
absenteeism and employee turnover.
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The objectives of this research were:

1. Toidentify and analyze the factors that contributed towards sexual harassment among the
employee in Malaysian hotel industry.

Significance of the Study

The Hotel Establishment

This study would give a better explanation on the relationship between the factors like dressing
code, unprofessional working environment, power of position and the gender and age towards
the cases of sexual harassment among employee in hotel industry. It would give an opportunity
to the industry or hotel establishment to take the effective ways to solve this matter and also
raising the reputation of their hotel.

The Employee

This was significant since outcomes of this study would give some advantages to the employees
in the hotel industry. This was because the employee would know the factors contributing to
sexual harassment and it would make the employee become more alert about their appearance.
This also could decrease the number of sexual harassment cases that likely to occur in the
workplace.

The Future Researcher

This study tried to provide the data to future researchers related to this topic. It also would help
the researcher to investigate more details on the factors contributing to sexual harassment among
the employees in Malaysian hotel industry. This also could be taken as a source of perspective
for the future researcher and the researcher can prepare the literature review based on this study
to get information with the outcomes from the previous study presented. It would benefit future
researchers where the data can be taken as a reference for future studies.

LITERATURE REVIEW

Dressing Code

Regarding the dressing code, certain companies were not aware about the dressing code
especially to female employees compared to male employees.

Organizations are more likely to report higher levels of sexual harassment if sexist dressing
prevails, female employees are perceived as sex objects and inferior to males. Those who have
attractive bodies were more at risk for being sexually harassed compared to the obese. Those
who were skinny would increase by nearly two-fold the risk of being sexually harassed than those
who were obese.

The lack of gender neutrality is reinforced by room attendant experiences during
interpersonal interactions with their dress signalling socially defined norms of sex categorization
linked to gender stereotyping (Hatmaker, 2013). Overt and covert restrictions are placed on
behaviour through the artifice of dress (De Beauvoir, 1972). Room attendants fill a gendered job
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where they are expected to be pleasant, accommodating, caring and unobtrusive which exhibit
stereotyped the feminine behaviour (Folgero & Fjeldstad, 1995). The uniforms thus established
behavioural schemes of the room attendant role, identified by the sex role spill-over model. These
behavioural schemes shape how male guests interpret the service encounter and, in the attendant
eyes, contribute to the likelihood of sexual harassment.

Unprofessional Working Environment

The next point is unprofessional working environment. A working environment characterized by
vulgarism, alcohol consumption, disrespect among employees, and employee involvement in
non-work activities, would facilitate sexual harassment. It hypothesized women who work in an
unprofessional climate have a greater tendency to suffer harassment compared to those in a more
professional environment. This factor makes the workers feel uncomfortable to the staffs who are
not of the same gender. This contrasts with a study, which revealed that room attendants in Welsh
hotels felt powerless and too embarrassed to report incidents of sexual harassment (Powell &
Watson, 2006). The key issue was elaborated by Handy (2006) who, borrowing from other
research on the nature of service work, described a ‘cult of the customer’, wherein women who
were sexually harassed frequently did not report it. Within an organizational model of causality,
those with lower status such as room attendants have few options regarding how to deal
effectively with these customers, which in turn perpetuates the pervasiveness and persistence of
harassment in contexts such as room attendant work.

The hotel workplace culture encompasses the organizational climate’s tolerance of sexual
harassment (Fitzgerald et al., 1997) and the outcomes of attend performance of emotional labour.
With respect to power relations, guests as agents from outside the hotel wield social power,
having significant influence through informal evaluations (Gettman & Gefand, 2007). Their status
as hotel guests gives them legitimate power over room attendants via the guest survey (Popovich
& Warren, 2010). Despite their relatively insecure tenure of employment, the attendants in this
study related no hesitation in reporting the most serious type of incidents, as Bianca and Elaine’s
statements show.

Power of Position

Power is additionally viewed as a supply of sexual harassment. According to organizational
theory, sexual harassment is brought on with the aid of organizational and non-personal factors.
The organizational structure of an agency regularly places men in positions of authority over
women. This motives them to try to get sexual gratification from their subordinates. Because most
of the hierarchies in the organization are predominantly male, this makes sexual harassment more
likely to take place as these businesses’ workout their power. They use their power by way of
threatening to be given no higher incentive to no longer treat or receive their treatment. Then,
power is also seen as a cause for harassment because the superior feels challenged when sexual
assault is denied by the victim. Sexual harassment is used as a mechanism of social control by
men to keep women in a lower position through sexual discrimination (Farley, 1978).

Other than that, women retaining authority positions consequently offered an exciting
paradox for idea and research on sexual harassment, and students had advanced two distinct
positions. The first, the vulnerable-victim hypothesis, suggested that more vulnerable employees
along with women, racial minorities, and these with the most precarious positions and least place
of business authority were difficult to increase harassment. The second, the power-threat model,
suggested that ladies who threaten men’s dominance were extra established targets. Although
the reply was some distance from settled, look-up had found greater help for the paradoxical
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power-threat model, in which girls in authority positions were most likely to face harassment
(Chamberlain et al., 2008) and discrimination (Stainback, Ratliff, & Roscigno, 2011).

Gender and Age

Another factor contributing to sexual harassment among employees is the gender and age.
Stedham and Mitchell’'s (1998) discovered that the younger team of workers were more possibly
to be sexual burdened than the older staff. It was due to the fact that researcher had determined
a range of gender variations that appeared indispensable from a personal coverage
implementation perspective. For example, extensively familiar uncertainty surrounds essential
problems related to gender family member in workplace, whether or not the bother was overrated,
whether or not boys and girls used their sexual splendour to collect benefits at work, whether or
not the place of business was an awesome venue for setting up sexual relationships and whether
or not personal of unique ranks should interact in romantic relationships.

The male and female feel about being pressured are different, with guys extra in all
likelihood to experience flattered. It additionally has an impact on by using the cultural ideologies
(Hergoz, 2007) which view girls as sexual objects (Lewis & Simpson, 2012). Women are
increased probably to preserve away from reporting sexual harassment, worried that nothing will
be done, fearing retaliation or understanding nothing has been achieved in other cases.

Research Hypothesis
In this study, there were four hypothesises that had been identified;

1. The dressing codes

Ho: Dressing code has no relationship with sexual harassment.
Hi: Dressing code has relationship with sexual harassment.

2. The unprofessional working environment

Ho: The unprofessional working environment has no relationship with sexual harassment.
H»: The unprofessional working environment has relationship with sexual harassment

3. The power of position

Ho: The power of position has no relationship with sexual harassment.
Hs: The power of position has relationship with sexual harassment.

4. The gender and age

Ho: The gender and age have no relationship with sexual harassment.
Has: The gender and age have relationship with sexual harassment.
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Research Framework

A research framework was designed to investigate the relationships between the dependent
variable which was sexual harassment in hotel industry workplace and the other four independent
variables namely dressing code, unprofessional working environment, power of position, and
gender and age

DRESSING CODE

(Hatmaker, 2013; Toups et
al.,2011; Gervais et al.,2013b)

UNPROFESSIONAL
WORKING ENVIRONMENT

(Sabitha, Norul Huda, & Roza,
2013; Sabitha & Asmak, 2012)

SEXUAL HARASSMENT
IN HOTEL INDUSTRY

POWER OF POSITION
(Hirsh & Lyons, 2010)

GENDER AND AGE
(Arabsheibani et al., 2004)

Figure 1: Research framework of factors contributing to sexual harassment among employee in
Malaysian hotel industry.

METHODOLOGY

Research Design

This study used the quantitative method that approached the factors that were contributing to
sexual harassment among employee in Malaysian hotel industry. The result for this study is very
important to prove the factors factually correct. The researchers preferred to use quantitative
method to collect the data because the questionnaires might give privacy to staffs. For data
collection, the researcher had distributed the questionnaires through social media as third parties
during data collection process.

Data Collection

In the first stage, the data collected in this study was acquired and analyzed using Statistical
Programmed for Social Sciences for Windows (SPSS) using descriptive and inferential as mean
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scores, and percentages. The end results had been presented using tables. In this study, each
statement was in accordance with the Likert scale questions. As for this study, the researcher had
decided to use each major and secondary data. The statistics series strategies will be discussed
below.

The second stage is Primary data. Primary Data is a data that had been collected for the
first time. Primary data is the data gathered and assembled specifically for the research project
at hand. As for this study, primary data was gathered through questionnaire. The primary data
collected had become the main resource for this research.

Next is the Secondary Data which refers to information gathered by other people and not
the researcher conducting the current study. The secondary sources were the third party such as
books, journals, articles, online searching and so on. The secondary sources is also defines as
data that had been previously gathered for some mission other than the one in hand. Secondary
sources can be used in different situation. Secondary sources have many advantages since they
are easily assessable, inexpensive and save a lot of time to collect.

Sampling

The sampling technique is the most useful technique since the population size is large and it
would be time consuming to analyse all the information from all the population. The convenience
sampling refers to sampling by obtaining units of people who are conveniently available. For this
study, the researcher used convenience sampling to distribute and answer the Questionnaire
among the employees in Malaysian hotel industry.

In achieving reliable and valid sample of this study, the researchers used the equation from
Krejcie & Morgan (1970) to determine the sample size. The formula is shown below:

XZNP (1 —P)

S=D2(N—1)+X2P(1—P)

Where:
S = Required sample size
X = Z value (example 1.96% for 95% confidence level)

N = Population size (assumed to be 2.5 million) P = Population proportion (assumed to be 0.5) or
50%) d = Degree of accuracy (assumed to be 0.05 or 5%

X2NP (1 —P)
SE W -Df XPI-P)
1.962(2,500,000 x 0.5)(1 — 0.5)
S = 0,052 (2,500,000 — 1) + (1.962 x 0.5) (1 —05)
2,401,000
~ 6249.9975 + 0.9604
2,401,000
~ 6250.9579
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1. =384.10

Data Analysis

Evaluation of information is required to analyse the data and to make sure of the reliability,
completeness and suitability of the data collected. The SPSS or known as Software product was
used for statistical analysis. This type of application is able of handling large amounts of data and
can perform all of the analyses covered in the text and much more. The type of analysis that had
been used were descriptive analysis and reliability analysis.

FINDINGS

To complete this study, the researchers distributed the questionnaires through Google Form and
there were only 361 respondents out of 384 were chosen. In addition, this study only focused on
four independent variables which were dressing code, unprofessional working environment,
power of position and gender and age. The results are shown in mean score and standard
deviation as in Table 1 below.

Table 1: Descriptive Statistic of Independent Variable and Dependent Variable

Variables N Mean Standard Deviation
Score

V1 Dressing code 361 4, 1242 0.71083

vV 2 Unprofessional working 361 3, 8906 0.68490
environment

IV 3 Power of position 361 3, 8565 0.76210

IV 4 Gender and age 361 3, 7048 0.78760

DV Factors contributing to 361 3, 8877 0.63702

sexual harassment

DISCUSSION & RECOMMENDATION

The researcher found that several steps needed to be taken by employers and employees in
addressing and finding the solution to these problems. The researchers also recommend that
employers should work together to prevent this from happening in the organization. There are few
recommendations that can be applied to prevent from being harassed. They are sexual
harassment policy, awareness on sexual harassment, always be sensitive at work and creating
an anti-sexual harassment environment.

CONCLUSION

This research has been accomplished to discover the factor contributing to sexual harassment
among employee in hotel industry. There are four independent variables in this research, among
them were dressing code, unprofessional working environment, power of position and gender and
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age. The sexual harassment case is a serious case and every department should make a serious
effort to stop this crime.
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ABSTRACT

The reason for the study was to determine the awareness on food waste in food and beverage
sector among the customers in Malaysia. The objective in this research was to measure the
awareness of food waste among customers, to measure the frequency of food waste per day and
to make sure the customers know about the impact of food waste. The research design of this
study was quantitative method, where the researcher used questionnaires to collect all the data.
The questionnaires had been given randomly to the selected 384 respondents who acted as
customers in Malaysia. The results of the research data was obtained from the respondent
through online survey method. IBM SPSS Statistic was used to evaluate the data after being filled
by the respondent. The results had indicated a positive relationship between the awareness on
food waste in food and beverage sectors among customers in Malaysia.

Keywords: Awareness, impact, food waste, food and beverage

INTRODUCTION

From past research by Papargyropoulu, Steinberger, Wright, Lozano, Pedfield and Ujang (2019)
mostly, the food that was produced by human was wasted, which amounted to about 1.3 billion
tons every year. The food waste had given an effect to the environment, social and also economic.
It had already been recognised the uses and production force us half per capita of global food
waste at the retail and consumer levels and also would decrease food losses along the production
and supply chains by the year 2030. Due to the many stages of the food supply chain, food waste
was produced. The hospitality and food service (HaFS) sector which is a sector that has a big
potential to avoid food waste, therefore, food waste at this time has received increased interest
among the researchers.

This study aimed to investigate the effect of food waste to the environment, social and also
economic. In Malaysia the issue is significant as households and business outlets like motels,
hotels, restaurant, and resort left a large quantity of foods after their daily activities such as
wedding, conferences, and others. Malaysians are throwing away about 930 tons of unconsumed
food every day. (Aruna, 2011). There were three objectives of this research:

1. To identify the awareness of food waste among customers.
2. To determine the frequency of food waste per day.

3. To measure the impact of food waste in food and beverage sector among customers.
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Significance of the Study

Food and Beverage Operators

The hospitality operator could utilize the findings in trying to recognize the best way to moderate
the dangers of food waste in food and beverage outlets. The results from this research could be
used completely by the industry to make changes in order to decrease food waste.

Consumers

The results would also be helpful for consumers in self-learning and can start learning about the
way to reduce food waste, especially in food and beverage sector.

Future Researcher

The research would be important for related researchers and academic students who conduct a
research and would be able to refer to this research as a basis to search for new problems and
progress to research on them. Policy originators could use this as a guide in creation and guiding
procedures.

LITERATURE REVIEW

Environmental Impact of Food Waste

Due to the negative impact of food waste, researcher had suggested that to prevent food waste
and change consumer behaviour is by addressing environmental sustainability and food
production as strategies (Schmidt, 2016; Shafiee-Jood & Cai, 2016). Decreasing large amount of
food waste not only contributes to the decrease of fresh water and fuel consumption, but also
lowers unnecessary usage of fertilizers, decrease methane and carbon dioxide emissions, and
reduces energy usage (Hall, Guo, Dore & Chow 2009). Societal, cultural, economic and
institutional factors have different effects in every household based on the handling of food waste
at household level (Parizeau, Massow & Martin, 2015). It was found that food waste had an
environmental impact to the world. It contributed to the deficiency of nature resources used to
make the food and the greenhouse gas emissions that was generated during its production and
disposal. While, in food production, energy and resources demand are high which increase the
amount of pollution been emitted into the environment. This means that food waste not only
affects the environment during the management process but also during the life-cycle stages of
food production (Jereme, Siwar, Begum & Talib, 2016).

Food production is a high-water consumption activity. During the production process,
as plant transpiration and evaporation from fields, canals, reservoirs and high-water levels, too
much water is converted into vapour. The growth in food production over the past decades has
outpaced the warning of population expansion in the horizon. Most parts of the world run out of
water to produce more food, and the production context is changing. The pattern of lifestyle and
human consumption will increase consumer preferences and buying power. In addition, there is
an extremely high concern about the food waste that goes into the landfill. When organic waste,
including food waste breaks down, methane gas is produced resulting in a greenhouse gas that
is 25 times more potent than carbon dioxide (Jereme, 2016).
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Social Impact of Food Waste

The customer attitudes toward food waste are health concern. Specifically, customers who have
a good outlook about eliminating food waste and do not think about getting sick from the leftovers
prefer to try to avoid household food waste (Chen, 2019). The situation of awareness of the
information provided by television and other platforms for food waste reduction programmes
received very little positive reaction, particularly in the context of this study. Many are unaware of
the Governments' efforts to help curb this threat. Otherwise, the householder's consciousness of
what is happening around them in relation to food waste will go a long way (Jarjusey & Chamhuri,
2017).

In some situations, the government needs to play an important role on food waste
management for households to decrease the amount of food waste disposal from households.
For examples, provide a program of food waste management to increase the environmental,
social well-being and economic of the community by sustainable food waste management system.
By comparison, it describes as an approach to the most productive and effective use of resources
over their lifecycles. It aims to reduce the use of materials which is associated with environmental
effects. Without sacrificing future needs and recycling or otherwise gaining value from the waste
that occurs, it will decrease the amount of food waste that consumers and producers generate
each year (Jereme et al., 2016).

Economic Impact of Food Waste

For the economic impact, the terms of economic impact refer to food waste with money wasted
and high waste management. In Malaysia, it was found that five of the household spends money
a usual of RM900 a month on food. Apart from that food is wasted while preparation, cooking and
usage. According to SWCorp (2015), around RM225 goes into trash bin every month, from the
whole sum of RM2,700 a year per household. The customers are mostly aware and concerned
about the potential monetary savings to reduce food waste. Then, the customer awareness and
attitudes toward food waste also must be focused. This is because, customers who recognise the
negative impact of food waste mostly tend to practice and follow the food managing to reduce the
guantity of food waste for example, only buy the necessary food and stored the food properly.
The food waste shoots mainly from consumer behaviour, as well as the failure to well plan when
purchasing food (Tucker & Farrelly, 2015). Means that, most of the consumer not aware about
the expired date before they purchase and when they purchase the food that was expired lastly,
they throw the food.

Next, the food products generally have a short shelf-life especially after the packaging was
opened. If the whole food item like bread was not used directly it can get spoilt. In addition, it was
found that 50% of the household food waste was contributed from making poor choices and lack
of adequate plan when purchasing food. For example, purchase the food while starving and being
influenced by the nice scent and physical look of the food, influenced by the promotion that had
been promoted by the seller or buy in-store advertising world are the contributing factors. Not only
that, the owner of the store also regularly encourages consumers to buy more than what is needed
with repeatedly deals, give a discount and lucky draw. Only a few researches that had identified
the character of eating practise in terms of food waste generation. According to Cappellini and
Parsons (2012), some studies identified that households who have a child generate more food
waste from meals. This is because of preferences and eating patterns of children. People who
spend extra cash to eat in restaurants can contribute to high food waste and not express high
levels of guilt for wasting the food. According to Parizeau et al. (2015), eating out regularly is
considered natural, thus the bought foods are wasted because of more expedient or time-saving
choices such as going to restaurants.
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Research Hypothesis

In this study, there were 3 hypotheses. The hypothesis in this research was based on the food
waste awareness which were Environmental, Social and Economic Impact of Food Waste. Three
hypotheses were established to be answered on the research objectives.

1. Ho: Environmental impact has no relationship with awareness on food waste in food
and beverage sector among customer in Malaysia.

H:: Environmental impact has relationship with awareness on food waste in food and
beverage sector among customer in Malaysia.

2. Ho: Social impact has no relationship with awareness on food waste in food and
beverage sector among customer in Malaysia.

H.: Social impact has relationship with awareness on food waste in food and beverage
sector among customer in Malaysia.

3. Ho: Economic impact has no relationship with awareness on food waste in food and
beverage sector among customer in Malaysia.

Hs: Economic impact has relationship with awareness on food waste in food and
beverage sector among customer in Malaysia.

Research Framework

A research framework has been conducted to investigate the connection between independent
variable and dependent variable. Figure 1 shows that conceptual framework of awareness on
food waste in food and beverage sector among customers in Malaysia. The Independent
Variables (IV) represent the impact on food waste. There are 3 Independent Variables that had
been determined in this study which were environmental, social and economic while the
dependent variable is relying on awareness on food waste in food and beverage sector in
Malaysia.

Environmental Impact

(Schmidt, 2016; Cai, 2016; Hall,
Guo, Dore & Chow 2009; Klein &
Mentad, 2016)

Awareness on Food

Social Impact Waste in Food and
Beverage Sector Among
(Jarjusey & Chamhuri, 2017; Chen, Customer in Malaysia

2019; Jereme et al., 2016)

Economic Impact

(Tucker & Farrelly 2015; Cappelini
& Parsons, 2012; Parizeau et al.,
2015)

Figure 1: Conceptual Framework of awareness on food waste in food and beverage sector

Source: The role of conceptual frameworks in epidemiological analysis (Victora, C. G., Huttly, S.
R., Fuchs, S. C., & Olinto, M. T., 1997)
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METHODOLOGY

Research Design

The researcher used quantitative approach which is based on data analysis to generate reliability.
For this study the researcher had utilised a quantitative research approach where questionnaires
were used as the tool for the data collection. Questionnaire is widely used especially when
studying a large number of respondents because it is easier to develop and administer. This
method has advantages such as high reliability, lower cost and shorter time to implement (De
Vaus, 1986).

Data Collection

In the first stage, the researcher used the primary method of data collection. To collect the data
for this study, the researcher used quantitative method. This is because the quantitative method
is easier to apply compared to the qualitative.

The second stage of data collection was a fieldwork. A set of questionnaires were distributed
to the population to collect the data. The questionnaire had been developed based on the
research question and the variables. The format of the questionnaire can be bilingual close-ended
format with English and Malay languages. In this study, the researcher also used bilingual
guestionnaire.

There are three sections in the questionnaire which were section A, section B and section
C. Section A was explaining the demographic information of respondent, for example gender,
race, and age. Section A is used to know the background of the respondents. Next, the Section
B is used to get the knowledge about food waste among the respondent. The scales that were
used in this section were ‘Yes’ or ‘No’. Section B consisted of six questions. Lastly, Section C was
measuring the awareness of food waste on environmental, social and economic impact. Section
C consisted of twelve questions. For the Section C, the respondents need to answer the question
according to the Likert scale that was given in the questionnaire. Likert scale is easy to construct
and easy to answer by the respondents. The respondents were needed to express their opinion
by using the scale given.

Sampling

The sampling method used in this study was the non-probability sampling method. Convenience
sampling method was used to select the respondents. A convenience sample of 384 customers
in Malaysia had been targeted. The sample was structured to cover Peninsular Malaysia and also
Sabah and Sarawak. The survey was conducted in a period of a month. The respondents were
requested to complete a google form questionnaire about their awareness on food waste in food
and beverage sector. All the 384 questionnaires were distributed to individuals either through
WhatsApp or e-mail with the prediction that some of the targeted respondents might not respond
to the questionnaire. The subjects were customers in Malaysia. The respondents expected
suitable for the study were aged from 18 until 45 years old and above. The early recipients of the
guestionnaire were also requested by the researcher to help extending the questionnaire to their
friends, family, and relatives until the targeted samples were achieved. A reminder had been e-
mailed to the individuals who received the questionnaire through e-mail when there was no
response received after three days. The data collection process took about a month.
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In achieving reliable and valid sample of this study, the researchers used the equation from
Krejcie & Morgan (1970) to determine the sample size. The formulae are shown below:

B X2NP (1-P)
~ DZ(N—-1)+X2P(1-P)

S

Where:

S = Required sample size

X = Z value (example 1.96% for 95% confidence level)
N = Population size (assumed to be 1 million)

P = Population proportion (assumed 0.5 or 50%)

d = Degree of accuracy (assumed 0.05 or 5%)

. X2NP (1-P)

" D2(N-1)+X2P(1-P)
B 1.96%(1000000 x 0.5)(1— 0.5)
~0.052 (1000000 — 1) + (1.962 X 0.5)(1 — 0.5)
960400
"~ 2500.488
=384

Data Analysis

There were three types of data analysis used in this study namely frequency analysis, descriptive
analysis and reliability analysis. The data obtained was analysed by using Statistical Package for
the Social Science (SPSS).

FINDINGS

Table 1 showed the total number, mean, and standard deviation of independent variables and
dependent variable. The highest mean for the independent variable was environmental, 4.1219,
and followed by social, 3.7836 and economic 3.6095. The mean for dependent variable which is
awareness on food waste was 1.0050.
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Table 1: Descriptive Statistic of Independent Variables and Dependent Variable

Variables Mean Std. Deviation
IV 1: Environmental impact 41219 .70096
IV 2: Social impact 3.7836 .78669
IV 3: Economic impact 3.6095 .71966
DV 4: Awareness on food waste 1.0050 .07045

Descriptive statistic for Environmental Impact

Table 2 shows the descriptive statistic for environmental impact. It shows the mean of respondent
response on the environmental variable according to 5-likert Scale. To elaborate, the highest
mean for question 1 where Food waste will affect the environment was 4.6990. The second
highest mean for question 2 where Food waste can cause pollution was 4.6741. Next, the third
highest mean of question 3 Food waste can make organic fertilizers was 4.4179. Lastly, the lowest
mean for question 4 that Food waste can cause global warming was 3.8607. For the data set from
402 respondents with the standard deviation which lower than 1, it indicated the values were
closer to the mean.

Table 2: Descriptive Statistic for Environment

Items N Mean Std.
Deviation
Food waste will affect the environment. 402 4.6990 .58361
Food waste can cause pollution. 402 4.6741 .68528
Food waste can make organic fertilizers. 402 4.4179 .88178
Food waste can cause global warming. 402 3.8607 1.12797

Descriptive statistic for Social Impact

Table 3 shows the descriptive statistic for social impact. It shows the mean of respondents’
responses on the social variable according to 5-likert Scale. To elaborate, the highest mean is
guestion 3 where we need to be concerned on our health rather than getting sick because of food
leftover is 4.4055. The second highest mean is question 1 where from the campaign we can
reduce food waste is 4.2910. Next, the third highest mean is for question 4 where from the
government policy, food waste can be reduced is 4.2040. Lastly, the lowest mean is question 2
where magazine and newspaper are the best platform to reduce food waste is 3.5647.
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Table 3: Descriptive Statistic for Social Impact

Items N Mean Std.
Deviation
From the campaign we can reduce food 402 4.2910 .87205
waste.
Magazine and newspaper are the best 402 3.5647 1.15918
platform to reduce food waste.
We need to concern on our health rather 402 4.4055 .85466

than getting sick because of food leftover.

From the government policy, food waste 402 4.2040 .86390
can be reduced.

Descriptive statistic for Economic Impact

Table 4 shows the mean and standard deviation for economic impact. The highest mean score
for this dependent variable is | always check expiry date when purchasing food item with 4.5025.
Next, the second highest mean score is | made adequate plan when buying food which is 4.0697.
The mean score of | spend more money on food is 3.9751. | spend more money on food is the
lowest which is 3.9751.

Table 4: Descriptive Statistic for Economic Impact

Items N Mean Std.

Deviation

| spend more money on food. 402 3.9751 1.02067
| made adequate plan when buying a food. 402 4.0697 .97353
| always check expiry date when purchasing food item. 402 45025 .79037
| always buy food more than needs. 402 3.2313 1.32263

Awareness on Food Waste

Table 5 shows the mean and standard deviation for awareness on food waste. The highest score
for this is Food waste per day with 2.0572. Followed by the score | know that food waste can
cause social impact 1.1318, | know that Malaysia has a high rate of food waste 1.0796, Wasting
food can cause economic problem is 1.0672, | know that reducing food waste can decrease
environmental hazards is 1.0274 and | know that | can avoid food waste is 1.0249. | know that
wasting food is a bad habit is the lowest one which is 1.0100.
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Table 5: Descriptive Statistic for Awareness on food waste

ltems N Mean Std.
Deviation
I know that wasting food is a bad habit. 402 1.0100 .09938
Wasting food can cause economic problem. 402 1.0672 .25062
I know that reducing food waste can decrease 402 1.0274 .16334
environmental hazards.
I know that | can avoid food waste. 402 1.0249 .15594
I know that food waste can cause social impact. 402 1.1318 .33874
I know that Malaysia has a high rate of food waste. 402 1.0796 27101
Food waste per day. 402 2.0572 .76664

DISCUSSION & RECOMMENDATION

The questionnaire distributed to 402 respondents through an online survey method and the data
was analyzed by IBM Statistics version 25. The Cronbach’s Alpha Coefficient was used to test
the reliability of study which indicated the range from 0.639 to 0.678. All the variables were the
value of 0.6 and this showed that the result was good, reliable and accepted.

In the Descriptive Analysis for the independent variables, environmental impact which is
the first independent variable recorded the highest value of mean which is 4.1219. According to
Hall et al., (2009), decreasing large amount of food waste not only contributes to the decrease of
fresh water and fuel consumption, but also lower down unnecessary usage of fertilizers, decrease
methane and carbon dioxide emissions, and reduces energy usage. The pattern of lifestyle and
human consumption will be increased by consumer preferences and buying power. In addition,
extremely high concern of food waste that goes to landfill is that when organic waste including
food waste breaks down, methane production results in a greenhouse gas that is 25 times more
potent than carbon dioxide (Jereme, 2016). This had shown the reason why the environmental
impact scored the highest value of mean.

On the other hand, social impact, which was the second independent variable, it had
recorded the second highest value of mean which was 3.7836. The customer attitudes toward
avoiding food waste were health concern. According to Chen (2015), specifically, customers who
have a good outlook about eliminating food waste and do not think about getting sick from the
leftovers prefer to try to avoid household food waste. According to Neff et al., (2015) on several
fronts, 65% of Neff, Spiker and Truant’s sample agree that they worry about food poisoning when
making food discard decisions, which aligns closely with the 69.7% in the sample that agreed that
reducing food waste can reduce the risks of foodborne illness. This showed that the respondent
agreed the attitudes toward avoiding food waste were health concern and the respondent also
agreed that customer needed to concern about their health.

Furthermore, the third independent variable, economic impact which scored the lowest
mean value which was 3.6095. The customers were mostly aware and concerned about the
potential monetary saving by reducing food waste. According to SWCorp (2015), around RM225
goes into trash bin every month, from the whole sum of RM2,700 a year per household. The
household food waste shoot up mainly from consumer behaviour, as well as the failure to well
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plan when purchasing food (Tucker & Farrelly, 2015). It means that the household or customer
always buy food more than what they need. In addition, 50% of household food waste was caused
by making poor choices and lack of adequate plan when purchasing food. For example, they
purchased the food while starving and being influenced by the nice scent and physical look of
food, influenced by the promotion that was promoted by the seller. Not only that, the owner of the
store also regularly encourages consumers to buy more than what they needed. According to
Tucker and Farrelly (2015), this is very big problem that will be hard to solve it on a personalized
stage if the customer purchasing more items or wholesale packs, which they realized as cheaper.
This had shown that the respondent agreed that buy food more than what is needed can cause
food waste.

The researcher found a few points while conducting this study that can be changed or
make recommendations among customers in Malaysia regarding food waste awareness in the
food and beverage sector. Firstly, the customers need to keep testing their serving sizes. For
several individuals, overeating is a problem. Knowing the right serving size not only helps to hold
your weight down, it also eliminates food waste, making sure the portion sizes remain within a
safe range. Although customers might not think twice about scraping the rest of the food on their
plate into the garbage bin, note that food waste has a huge environmental effect. Great strategy
to minimize food waste is to be more aware of how hungry they are and to use portion
management.

The other ideas are that customer should take home restaurant leftovers and refrigerate
them within two hours of serving them. Eat three or four days from now or freeze. At the beginning
of the meal ask for a take home container when portions appear particularly large, pick the take
home food portion from the plate at the beginning of the meal, so that leftovers are as appetizing
as the initial meal rather than the picked-over remains. Or, pick a smaller size and dine with a
dining partner or share a plate.

A beneficial way to reuse food scraps is to recycle discarded food, converting food waste
into energy for plants. Although not everybody has room for a compositing system outside, there
is a wide variety of composting systems for countertops that make this activity convenient and
available to everyone, including those with minimal space. For those with a large garden, an
outdoor composter can fit well, whereas a countertop composter is better for city dwellers with
houseplants or tiny herb gardens.

Next, since there were only 402 respondents in this study, the advice for future researcher
is that future research should increase consciousness among customers of food waste in the food
and beverage field for sample size. This is because the researcher had just circulated the
guestionnaires to the customers in Malaysia. Future studies will expand the reach of the analysis
by including a broad community, such as the consciousness of Asian consumers about food
waste. This will allow future researchers to achieve greater response as well as a broader
viewpoint.

Other than that, when leading the research, prospective experts should use spoken
responses with technologies as opposed to using polling. Through using the conference
technique, researchers can legitimately illuminate the inquiries of respondents instead of
deciphering the investigation without the input of anyone else. Any uncertainty can be clarified
straight away. This approach will consequently reduce the fallacy and show stronger research
results. Finally, by integrating subjective study in which respondents are requested or encouraged
to comment on the final analysis or respond to any open-ended questions, potential researchers
may get a good feedback.
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CONCLUSION

In conclusion, the main aim of this study was to measure the awareness of food waste in food
and beverage sector among customer in Malaysia and to make sure the customer knows about
the impact of food waste. This research had been accomplished to discover the awareness on
food waste in food and beverage sector among customers in Malaysia. Three independent
variables namely environmental, economic and social were chosen to examine the relationship
with the dependent variable which was awareness on food waste. Total of the respondents were
402 aged 18 years old and above were chosen from all the states in Malaysia that had some
knowledge about food waste. We can reduce food waste in food and beverage sector by creating
a team responsible for managing the garbage. To do a waste audit, we can employ a specialized
team, or we can do it with our team. Depending on the restaurant capability and variety of activities
conducted in the restaurant team, who should be in the team can consist of one or more
individuals. It would be better if these people were interested in the preparing of meals, since they
are familiar with the amount of particular ingredients used in the preparation of such dishes.

REFERENCES

Alabama Department of Public Health. (2017). Avoid Food Cross-Contamination. (Retrieved 16
April 2018 from website: hitp://www.alabamapublichealth.gov/infectiousdiseases/assets/
Cross_Contamination_Flyer.pdf).

Ali, F., Omar, R., & Amin, M. (2013). An Examination of the Relationships between Physical
Environment, Perceived Value, Image and Behavioral Intentions: A SEM Approach towards
Malaysian Resort Hotels. Journal of Hotel and Tourism Management, 27 (2), pp. 9-26.

Babbie, C. & Earl, R. (2015). The Practice of Social Research. (12th ed). Belmont, CA.
Cardy, D. (2012). Managing Human Resources. Delhi: Pearson Education.

Chaib, F. & Lawe-Davies, O. (2017). “WHO'’s First Ever Global Estimates of Foodborne Diseases
Find Children under 5 Account for Almost One Third of Death”. (Retrieved 16 April 2018
from website: http://www.who.int/mediacentre/news/releases/2015/ foodborne-
diseaseestimaste/en/).

Djekic, I., Smigic, N., Kalogianni, E. P., Rocha, A., Zamioudi, L. & Pacheco, R. (2014). Food
Hygiene Practices in Different Food Establishments. Food Control, 39, pp. 34-40.

Fyha Elwaleed Yahia Yousief. (2017). Impact of Knowledge, Attitude, Practice, and Training of
Quiality Inspectors of Food Safety in Ministry of Agriculture, Animal Wealth, and Irrigation —
Sudan. Total Quality Management & Excellence, pp. 1- 55.

Gupta, D., Drabik, A., & Chakrabortty, S. (2016). A New Nominal Scale (Yes-No-Don't Know-
YNDK Scale) and Its Correlation with Standard Ordinal Scale (Numerical Rating Scale-
NRS): Our Experience among University Based Pain Clinic Patients.

Hargreaves, J. S. & Cantab, B. (2006). Laboratory Evaluation of the 3-Bowl System Used for
Washing-Up Eating Utensils in the Field. Wilderness Environ. Med, 17 (2), pp. 94-102.

Hartley, J. (2014). Some Thoughts on Likert-type Scales. International Journal of Clinical and
Health Psychology, 14 (1), pp. 83-86.

Johnson, K. & Yurchisin, J. (2011). Appearance and Dress as a Source of Information: A
Quialitative Approach to Data Collection. Clothing and Textiles Research Journal, 20(3), pp.
125-137.

97


http://www.alabamapublichealth.gov/infectiousdiseases/assets/

Julie, G. (2007). A Reference Guide for Food Service Operations. Food Safety Basic. (Retrieved
16 April 2018 from website: http://www.ng.ndsu.edu).

Kim, W. G. & Moon, Y. J. (2009). Customers' Cognitive, Emotional, and Actionable Response to
the Servicescape: A Test of the Moderating Effect of the Restaurant Type. International
Journal of Hospitality Management, 28 (1), pp. 144-156.

Krejcie, R. V., & Morgan, D. W. (1970). Determining Sample Size for Research Activities.
Educational and Psychological Measurement, 30, pp. 607-610.

Lee, L. E., Niode, O., Simonne, A. H. & Bruhn, C. M. (2012). Consumer Perceptions on Food
Safety in Asian and Mexican Restaurants. Food Control, 26, pp. 531-538.

Lunden, J., Vanhanen, V., Kotilainen, K., & Hemminki, K. (2014). Retail Food Stores' Internet-
based Own-check Databank Records and Health Officers' on-site Inspection Results for
Cleanliness and Food Holding Temperatures Reveal Inconsistencies. Food Control, 35(1),
79-84.

98



Acceptance of Consumers Towards Traditional Food Innovation;
Ready Meal Nasi Lemak In Malaysia

Loke Man Hui, Muhammad Nor Farhan Nabil Bin Nooralam, Nurul Syazwani Aida Binti Roslan, Siti
Noriana Binti Azani & Nur Hafizah Muhammad

Faculty of Hospitality, Tourism and Wellness, Universiti Malaysia Kelantan
Corresponding email: hafizahm@umk.edu.my

ABSTRACT

The study was pursued to investigate the acceptance of consumers toward traditional food
innovation of Ready Meal Nasi Lemak in Malaysia. There are three aspects that contribute to the
acceptance: attitude, expectation and perception of consumers. The quantitative approach
through online questionnaire was used to collect the data. The results showed that there was no
significant relationship between attitude and acceptance. However, expectation and perception
showed a significant relationship toward Ready Meal Nasi Lemak. This study could be a reference
to those who are in food sectors as they will understand widely about the consumer’s attitude,
expectation and perception especially towards ready meal. The companies have more information
to design their marketing strategies and consumer’s preferences to improve the ready meal.

Keywords: Food innovation, Ready meal, Nasi Lemak, Malaysia

INTRODUCTION

It is the culture of Malaysians to start the day by eating rice to satisfy energy supply. Rice is the
staple food in almost all Asian countries including Malaysia. Malaysians are well known in the
heritage dishes such as rice-based, leave-wrapping, and the tastes of hot and spicy, sour,
creamy, and sweet flavors of traditional cuisines particularly, the unique and long-established
traditional food, Nasi Lemak. Historically, it had started as the farmer’s meal. Long days in the
field meant a filling dish ready for nasi on-the-go eating was important. A packet filled with rice,
fish, oils and other ingredients provided a balancing nutrition for farmers. In the original Malay
recipe, it is used from seafront harvests, coconuts, and fish. The ingredients and cooking
technique of Nasi Lemak make the special fragrance that attracts people to taste it repeatedly in
daily life.

From time to time, food industry is facing competition to meet the demands of consumers
who are ‘foodie’ who are looking for new version and modern touch to enjoy the dish anytime.
However, the tradition and innovation are seldom aligned together. On the one hand, in ready
meal industry, Nasi Lemak is one of the potential alternatives to innovate from packaging and the
cooking method; where the industry does take consideration from different view of consumers,
distributors and producers. On the other hand, past generation is actively trying to retain the
tradition of Malaysia’s diverse cuisines with a colourful and symphony of savory sensations,
making the food rich in salt and spicy texture. The perplexing situation between accepting the
new innovation or retaining the status was circulating in recent years of Malaysian’s industry.
Despite of that, there are food producers who are actively looking for new technologies to fulfil
the demand, at the same time seek the best method to satisfy traditional palate.
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Therefore, this study was aimed to investigate the acceptance of consumers toward traditional
food innovation of Ready Meal Nasi Lemak in Malaysia. Sometimes, consumers are unable to
understand and explain their personal behaviour or not sharing their true feelings to others. There
is a lacking of information about the acceptance of consumers toward Ready Meal Nasi Lemak in
Malaysia. There are three factors of acceptance found in the literature namely attitude,
expectation and perception of consumers toward ready meal of a traditional food (Almli, 2012)
which significantly parallel with the aims of this study. Below are the specific objectives explored
in this study.

There were three objectives of this research:

1. To identify the relationship between consumer’s attitude and acceptance of food innovation
of Ready Meal Nasi Lemak.

2. To examine the relationship between consumer’s expectation and acceptance of food
innovation of Ready Meal Nasi Lemak.

3. To determine the relationship between consumer’s perception and acceptance of food
innovation of Ready Meal Nasi Lemak.

Significance of the Study

Managerial aspect

The result of this study about Ready meal Nasi Lemak will be reviewed by entrepreneurs and
related authorities which would help in decision making and strategize the future plan to innovate
the dish. This research can be a reference to understand the consumer behaviour and marketing
skills of ready meal industry. The companies would be able to understand consumer’s
preferences and expectations of innovation in traditional food.

Body of knowledge

This study contributed to the existence academic field, primarily to the food and technology
industry. It would encourage future study to view this study in different perspective rather than
just sharing journal concepts or even work in academic journals.

LITERATURE REVIEW

Origin of Nasi Lemak and its innovation

Nasi Lemak was mentioned in 1909 by Richard Olaf Winstedt. It appeared in a newspaper article
in 1935 stated that the dish was available at the Kuala Lumpur Malay Market at Kampong Bahru.
In 1970s, Nasi Lemak packets were sold door-to-door by traveling vendors who had allocate the
rice wrapped in banana leaves. The national media had promoted the features of Nasi Lemak to
the worldwide. Nasi Lemak was promoted the official website and brochure in tourism industry.
Nasi Lemak could be eaten by people throughout the day and night by all races in Malaysia. There
was a movie “Nasi Lemak 2.0” to appeal Malaysian concern about the racism in Malaysia (Ngo,
2019).
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The word of Nasi Lemak is recognized by people and has high acceptance in Malaysia for
a long time. The traditional packaging gives an opportunity to innovator to improve better and
make the shelf life of this dish longer and able to consume at any time of the day. Ready Meal is
one of the innovative products. The minimal processing technologies and improved the packaging
of foods and the way to extend shelf-life refrigerated foods are the desirability of food producers.
The improvement of food technology provides convenience for people in food preparation and
save time. The reason of consumers to choose Ready Meal is the convenience and value for
money compared to home cooking (Russly, 2008).

The reason Nasi Lemak is chosen as a part of Ready Meal because of the long history in
Malaysia and it is well-accepted to the food industry. Moreover, the word Nasi Lemak is
recognized in the mind of Malaysian. When the innovated food product is related to Nasi Lemak,
it is becoming an attraction to consumers. For example, McDonald has launched a Nasi Lemak
Burger and attracts consumers to taste the combination of burger and Nasi Lemak flavour
(Russell, 2017).

Acceptance of traditional food innovation

Acceptance is the reaction, agreement or approval to a product by a consumer. Every traditional
food has the specific production steps that performed in a certain area in a country. The different
at the raw material and the recipe make the specialty of the food. An acceptance of consumers
toward innovation depends on the innovation itself as well as on the carrier product to which it is
applied, especially in the food industries. This encourages producer to meet consumers’ demand
in order to innovate various foods. The consumers’ acceptance or rejection on new technologies
is the result of a complex decision-making process (Vidigal et al., 2015).

Attitude toward food innovation

Attitude is a psychological object captured in different attribute dimensions. Good or bad, harmful
or beneficial, pleasant or unpleasant, likeable or dislikeable are the attitude of consumers toward
new things (Ajzen, 2001). Attitude is a mental and neural state of readiness, organized through
experience, exerting a directive or dynamic influence upon the individual’s response to all objects
and situations with which it is related. Attitudes are opinions, emotional state and beliefs toward
an item or issue. Consumers are individual from different culture, demography, values and
lifestyle. Attitude towards behaviour is another important determination. Affective attitudes such
as satisfaction, pleasure and excitement seem to influence the intention to consume ready meals
as a food innovation. Attitude, one of the independent variables because of the attitude towards
traditional food innovation is based on the origin of the person (Nie & Zepeda, 2011).

Expectation towards food innovation

Expectation expresses the acceptance of a food product while the product is not in a position to
taste it, as in shopping situation or prior to consumption. There are extrinsic and intrinsic attributes
to attract consumers onto the product. Extrinsic information is such as product’s brand, production
method, ingredient composition and others (Tuorila et al., 1994). While the intrinsic characteristics
are brand, value of the origin, and image of traditional product, appropriateness and the
consumption experience are the consideration to build up the expectation of the products to the
consumers. Consumers are increasingly demand for ready meal based on the variation,
attractiveness and convenience. Expectation is one of the independent variables because the
expectation or hope is a determination of producer to improve the way to innovate the traditional
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food at real market situation. At the same time, it will also be the hope of consumers on the
authenticity of the original dish.

Perception towards food innovation

Perception refers to the way of sensory information, interpreted and consciously experienced of
a food product (Almli, 2012). The product’s sensory properties, individual genetics physiological
characteristic, the consumer’s previous eating experience and familiarity to the product are the
main contributor to perception. The potential determinants for convenience food purchase, the
perceived value for money aspect of convenience foods, perceived health value of ready meal
and the perceived time saving element of convenience foods are the beliefs of consumers toward
ready meal (Boer, McCarthy, Cowan & Ryan, 2004). Consumers not only compare the price as a
financial sacrifice but also as an indicator for quality of a product. Perception is an independent
variable because the idea or thought of the consumers to the innovated food product is significant.

Research Hypothesis

In this study, there were three hypotheses to find out there is the relationship between the three
factors of acceptance.

H1: There is a significant relationship between attitude and acceptance of consumers in food
innovation Ready Meal Nasi Lemak.

H2: There is a significant relationship between expectation and acceptance of consumers in food
innovation Ready Meal Nasi Lemak.

H3: There is a significant relationship between perception and acceptance of consumers in food
innovation Ready Meal Nasi Lemak.

Research Framework

A research framework was designed to investigate the connection between independent variables
which were attitude, expectation, perception, while the dependent variable was acceptance of
consumers toward food innovation Ready Meal Nasi Lemak.

Attitude

Expectation Acceptance of consumers
P toward Ready Meal Nasi
Lemak
Perception

Figure 1: Research framework
Source: Almli, 2012
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METHODOLOGY

Research Design

Quantitative and descriptive approaches were applied through questionnaire as the research
instrument. The questionnaire was designed to accumulate all the information related to the
objectives of the study. Questionnaire contains demographic section with multiple choices
guestions. In the attitude, expectation and perception section, Likert- Scale was applied to know
the degree of acceptance towards ready meal. The choice was between 1 which was strongly
disagree until 5 which was strongly agree.

The sample chosen in this study consisted of working adults aged 18 and above who lived
in Federal Territory of Kuala Lumpur, Selangor, Johor and Perak. Those criteria chosen because
working adults are able to give opinion about the innovation on ready meal Nasi Lemak as they
are in control of their expenses. All the data was analyzed using the latest version of SPSS version
25.

Data Collection

Electronic questionnaire was designed using Google Form application with a filter question after
the consent page. The question on the Ready Meal Nasi Lemak consumption was set as the filter
in order to select the potential respondents that actually consume that ready meal in the real
world. Then, all the factors and acceptance statements were permitted to be answered by the
respondents.

The questionnaire was distributed through online platform such as Instagram and
Facebook. The survey was conducted through online due to current situation of devastated Covid-
19 pandemic in Malaysia. Based on the four states mentioned above, the 384 questionnaires
were divided; thus, each state was allocated 96 questionnaires and the data collection was
conducted from April to November 2020.

Sampling

The sampling method used in this study was convenience sampling method. The convenience
sampling technique used to choose any of their preferable respondents who are available instead
of selecting from entire populations. The convenience sampling method applied in this study was
because this method could save the time and cost of data collection.

The target respondents of the questionnaire would be the consumers that had experienced
the Ready Meal Nasi Lemak in Malaysia. Most of the Malaysian had tried Nasi Lemak, so the
respondents were selected randomly in Malaysia. It allows anyone to answer the questionnaire
given. In achieving reliable and valid sample of this study, the study chose to use the table from
Krejcie & Morgan (1970) to determine the sample size. Since the population in Federal Territory
of Kuala Lumpur, Selangor, Johor and Perak are over 1000000, the sample size was 384.

Data Analysis

There were four types of data analysis used in this study namely frequency analysis, descriptive
analysis and reliability analysis and correlation analysis. Frequency analysis was used to analyse
demographic profile of the respondents while descriptive analysis was used to describe the level
of agreement of the variables. Reliability test was to ensure the data was reliable, satisfied the
purpose for the analysis for a specified amount of time in a given environment and able to execute
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an error-free operation. Correlation analysis was a statistical method used to evaluate the strength
of relationship between independent variables and dependent variable

FINDINGS

Demographic profile

There were 344 respondents answered to the survey where 40 respondents answered ‘No’ to the
consumption on Ready Meal Nasi Lemak and discarded from the data analysis. Table 2 below
showed the overall demographic profile where the total frequency for male were 102 respondents
(29.7%) and female were 242 respondents (70.3%). Next, there are four alternatives in race
categories. The highest frequency was Malay at 59.9% followed by Chinese at 24.1%, Indian at
12.5% and other races at 3.5%. Four groups of age of the respondents were 16-20 with 27
respondents, 7.8%. 21-30 years were the most, 204 respondents, 59,3%. 31-40 years were 73
respondents, 21.2%. 41-50 years were 25 respondents, 7.3%. Respondents who were above age
of 51 were the least, 15 respondents with 4.4%.

Single, Married and others were the three marital statuses of the respondents. There were
248 respondents, 72.1% were single, 95 respondents, 27.6% were married, 1 respondent, 0.3%
in other status. The groups of monthly income were divided into less than RM1000, RM1000 to
RM2000, RM2001 to RM3000 and more than RM3000. The frequency of below RM1000 were
the highest, 175 respondents with 50.9%, RM1001 to RM2000 were 41 respondents, 11.9%,
RM2001 to RM3000 were 73 respondents, 21.2%, more than RM3000 were 55 respondents,
16%. Lastly, the categories in frequency of consumption Ready Meal Nasi Lemak were once and
more than once. There were 146 respondents, 42.4% responded to the once consumption while
198 respondents with 57.6% responded to more than once consumption.

Table 2: Respondents’ demographic profile (n=344)

Characteristics N %
Gender
Male 102 29.7
Female 242 70.3
Race
Malay 206 59.9
Chinese 83 241
India 43 12.5
Others 12 3.5
Age
16-20 27 7.8
21-30 204 59.3
31-40 73 21.2
41-50 25 7.3
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51+ 15 4.4

Marital Status

Single 248 72.1
Married 95 27.6
Others 1 0.3
Occupational Status
Student 142 41.3
Working 175 50.9
Unemployed 27 7.8
Monthly Income
<1000 175 50.9
1000-2000 41 11.9
2001-3000 73 21.2
>3000 55 16.0

Frequency of consumption
Ready Meal Nasi Lemak

Once 146 42.4

More than once 198 57.6

Level of agreement of the acceptance factors

Table 3 shows the descriptive analysis of independent variables; attitude, expectation, perception
and dependent variable; acceptance of consumers toward Ready Meal Nasi Lemak. The mean
represents the level of agreement of consumers toward Ready Meal Nasi Lemak. In attitude
section, on average, respondents’ attitude towards the Ready Meal Nasi Lemak lean to the agree
level. Almost all statements on the ready meal itself such as “Ready meal Nasi Lemak focuses
more to urban residents instead of rural residents”, “You consider environmental-friendly
packaging before buying ready meal Nasi Lemak”, “Price of Ready Meal Nasi Lemak is unworthy
for some people”, “You prefer Ready Meal Nasi Lemak over homemade Nasi Lemak” and
“Appearance and brand affect consumers to buy Ready Meal Nasi Lemak” had the in the agree
level. However, only a statement “You prefer Ready Meal Nasi Lemak over homemade Nasi

Lemak” was 2.35 which is in disagree level.

In expectation section, statement “Authentic taste is the main factor to purchase Ready
Meal Nasi Lemak”, “Pricing is the main factor to purchase Ready Meal Nasi Lemak” and “Portion
is the main factor to purchase Ready Meal Nasi Lemak” show the mean in the strongly agree
level.

In perception section, statement “Ready Meal Nasi Lemak mostly purchased by very busy
consumers”, “Ready meal Nasi Lemak mostly purchased by lazy consumer in preparing their own
food” and “Ready meal Nasi Lemak only sold in well-known convenience store” had the mean in
the agree level.
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Lastly,
commercialized widely”,

in acceptance section, statement “Ready Meal

Nasi Lemak should be

Ready Meal Nasi Lemak should be accepted in nowadays community”,

“‘Ready Meal Nasi Lemak is recommended to opt for instead of traditional Nasi Lemak”, “As
overall, you prefer Ready Meal Nasi Lemak more than traditional Nasi Lemak” and “As overall,
you gladly accept the innovation of Ready Meal Nasi Lemak” had the mean in the neutral level.

Table 3: Mean and level of agreement of attitude, expectation, perception and acceptance of

consumers toward Ready Meal Nasi Lemak

v Item description/ Average Mean Mean Level of agree
Attitude Ready meal Nasi Lemak focuses more to urban 4.45 Agree
residents instead of rural residents.
You consider environmental-friendly packaging before  3.90 Agree
buying Ready Meal Nasi Lemak.
Price of ready meal Nasi Lemak is unworthy for some 4.56  Strongly Agree
people.
You prefer ready meal Nasi Lemak over homemade 2.35 Disagree
Nasi Lemak.
Appearance and brand affect consumers to buy Ready  4.44 Agree
Meal Nasi Lemak.
Average mean 3.94 Agree
Expectation Authentic taste is the main factor to purchase Ready 4.66  Strongly Agree
Meal Nasi Lemak.
Pricing is the main factor to purchase Ready Meal Nasi  4.51  Strongly Agree
Lemak.
Portion is the main factor to purchase Ready Meal 4.53  Strongly Agree
Nasi Lemak.
Average mean 456 Strongly Agree
Perception Ready Meal Nasi Lemak mostly purchased by very 4.40 Agree
busy consumers.
Ready Meal Nasi Lemak mostly purchased by lazy 3.92 Agree
consumer in preparing their own food.
Ready Meal Nasi Lemak only sold in well-known 4.21 Agree
convenience store.
Average mean 4.18 Agree
Acceptance Ready Meal Nasi Lemak should be commercialized 3.50 Neutral
widely.
Ready Meal Nasi Lemak should be accepted in 3.42 Neutral
nowadays community.
Ready Meal Nasi Lemak is recommended to opt for 3.34 Neutral

instead of traditional Nasi Lemak.
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As overall, you prefer Ready Meal Nasi Lemak more  2.77 Neutral
than traditional Nasi Lemak.

As overall, you gladly accept the innovation of Ready  3.38 Neutral
Meal Nasi Lemak.

Average mean 3.28 Neutral

Correlation analysis

Table 4 shows the relationship between independent variables and dependent variable
accordingly. Overall, all the relationship between the variables were negatively correlated. The
relationship between expectation and acceptance of consumers toward Ready Meal Nasi Lemak
is significantly weak negative correlation with -0.201 (p-value 0.00). This implies that relationship
between expectation and acceptance on Ready Meal Nasi Lemak is negatively related among
consumers. The relationship between perception and acceptance of consumers toward food
innovation Ready Meal Nasi Lemak is weak negative correlation with correlation coefficient of -
0.145. This implies the relationship between perception and acceptance on Ready Meal Nasi
Lemak is negatively related among consumers. The p-value for perception is 0.007 which is less
than the significant level of 0.01. Therefore, there is a significant relationship between expectation
and acceptance of consumer in food innovation Ready Meal Nasi Lemak. However, results show
that there is no significant relationship between attitude and acceptance of Ready Meal Nasi
Lemak in this study. All the negative relationships indicated that respondents are not well-
accepted the new invention of this Nasi Lemak. This implied that they anticipate more on this
ready meal in order for them to show a positive relationship.

Table 4: Spearman Correlation

Hypothesis Results Supported
H1 There is a significant relationship between attitude and r=-0.045 No
Z%cs?pl)_t:rr:];i of consumers in food innovation Ready Meal p-value= 0.403
H2 There is a significant relationship between expectation and r=-0.201 Yes
ﬁg(r:ne;)liance of consumer in food innovation Ready Meal Nasi p-value= 0.000
H3 There is a significant relationship between perception and r=-0.145 Yes
Egcr::zg)liance of consumer in food innovation Ready Meal Nasi p-value= 0.007

DISCUSSION & RECOMMENDATION

Hypothesis 1:

There was no significant relationship between attitude and acceptance of consumers in food
innovation Ready Meal Nasi Lemak.
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Hypothesis 2:

There was a significant relationship between perception and acceptance of consumers in food
innovation Ready Meal Nasi Lemak. The negative opinions of the consumers towards Ready
Meal Nasi Lemak, was because the product was concentrating more on the food technology more
than the food itself. For example, Ready Meal Nasi Lemak is a microwavable food. The
consumers believed the homemade Nasi Lemak is worthy than Ready Meal Nasi Lemak from the
perspective of taste, price and portion.

Hypothesis 3:

There was a significant relationship between perception and acceptance of consumer in food
innovation Ready Meal Nasi Lemak. Ready meal in Malaysia is in developing stage and not many
options available at the supermarket shelves to be chosen. A lot of improvement is needed to the
packaging and the ingredient to attract more people to consume Ready Meal Nasi Lemak.
However, there are a lot of street vendors sell homemade Nasi Lemak even in the city centre.

RECOMMENDATIONS

As the recommendations for future studies, the researcher suggests future researcher to conduct
research among older people of different races. This would be helpful to the study to collect more
opinions about traditional food such as Nasi Lemak because the senior citizens are having more
suggestion about the food innovation. The focused should also be on people who live in rural area
as they might give different opinion towards food innovation of Ready Meal Nasi Lemak. Rural
area has been far away from hustle life in city. It is more suitable to collect data through interview
and survey. Based on the surveys conducted in this study, it is quite unsuitable as people who
answered the questionnaire might give irrelevant answers as the questionnaire was distributed
through online. One of the ways could be providing a sample of Ready Meal Nasi Lemak to the
people who were chosen as random respondents. By so doing, respondents who had never tried
the innovated Nasi Lemak would also be able to give opinions. On the other hand, Ministry of
Education and the Ministry of Rural Development can establish mechanisms to encourage more
research and development in Malay traditional food through a Centre or Institute. Wellness
program could organize to promote Malay traditional food knowledge to the young generations.
A module and curriculum in Malay traditional food could be taught to secondary school teenagers
and youth who are interested in the food business.

CONCLUSION

In conclusion, some of the innovations are applied in terms of packaging, the way to cook the
traditional food and also the additional ingredients to vary the taste of the food. The lifestyle of
Malaysian might have changed slowly due to the new era. Same go for food which is needed as
necessary thing to live healthy and comfortably. People nowadays have a lot of differences
compare to older lifestyle especially when it comes to the food preparation. Either it is different in
the ingredients used or the presentation of the food itself might be considered as changes.
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ABSTRACT

Food waste is defined as thrown away food from human consumptions; whether it has been
preserved or allowed to decay after it has expired. Food wastes had caused major environmental
impact such as air and soil pollution through the incarnation and decomposition processes.
Previous studies recorded that households’ food waste were more than other sources, particular
in condensed populated places. Therefore, the study aimed to investigate the understanding on
the factors causing household food waste in three urban areas on Peninsular Malaysia. There
were 384 respondents participated in this study which had been conducted through social media
such as Instagram, Facebook, WhatsApp, E-mail, We Chat and others. This study focused on
household food waste in three urban areas in Peninsular Malaysia which were Alor Setar, Kota
Bharu and Ipoh. The results showed that personal attitude and awareness positively play a
significant role in someone’s intention not to waste food in the cities where the most polluted areas
of any states in Malaysia due to the highly dense population.

Keywords: Household, Food Waste, Attitude, Value of Awareness

INTRODUCTION

About 1.3 billion tonnes of edible food from production to human consumption were lost annually
in the supply chain, accounting for one third (32%) of global food production (Balakrishna et al.,
2015). Sources of food waste can be categorized into three categories: food loses (food lost
during the storage, refining and manufacturing process), unintentional food waste (food lost during
the consuming period, such as fruit peel and core) and avoidable food waste (Thi et al., 2014).
Food waste has led to several global sustainability issues, such as environmental problem and
social problem.

The environmental issue caused by food waste is the excessive production of greenhouse
gases (GHGSs). The effect of climate change and global warming on food waste is related to major
volumes of GHGs. GHGs improve the natural greenhouse effect by absorbing ultraviolet radiation
and by absorbing heat in the atmosphere. According to NASA, the Environmental Protection
Agency (EPA) and other science and political agencies, if global warming is unimpeded, it could
contribute to severe climate change, rising sea levels, water acidification, life-threatening weather
disasters and other serious ecological and social impacts (Williams et al., 2018). Therefore, in
order to minimise the environmental effects of food consumption behaviours, the reduction of food
waste has become an important environmental concern while at the same time offering a
persuasive market for other economic industries, such as waste disposal firms and the hospitality
industry (Stefan et al., 2013).

Since many people already live-in poverty, food waste is economically and morally
unacceptable. It is expected that the world population will continue to grow over the next five
years, which ensures that current food supply will have more constraints. It seems that reducing
food waste is seen as a tactic for rising food supply to feed the growing global population (Godfray
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et al., 2010). Besides that, reducing food waste also can save the environment. This is because
the food waste had caused climate changes and global warming that led to greenhouse gases.
In addition, food waste that is dumped at the landfill contributes to air pollution. Explosions or fires
occurring at the landfill will cause haze and lead to deterioration of vision due to the smoke. This
contaminated air can affect public health. Therefore, it is important to reduce food waste to protect
the environment from being polluted be it water, air and soil pollution.

This study aimed to investigate the factors that were causing household food waste in three
urban areas in Peninsular Malaysia. Likes other countries in the world, urban population
generates more organic waste compared to rural population. These organic wastes that
happened at urban population is due to rapid development of the urban areas, increase level of
income, rural-urban migration and consumption pattern that was caused by development (Jalil &
Md Abdul, 2010). The urban areas chosen were Alor Setar, Kota Bharu and Ipoh.

There were two objectives of this research:

1. Toinvestigate the relationship between attitude and intention not to waste food among the
citizen in urban areas.

2. To examine the relationship between value of awareness and intention not to waste food
among the citizen in urban areas.

Significance of the Study

Researchers

This research was seeking to provide clearer information and to address the full existence of
information to new researchers. This research also provided the future studies with new
resources, knowledge and latest information on the factors that might affect the accumulation of
food waste in Malaysia. In Malaysia for example, 15000 tonnes of food are consumed daily and
3000 tonnes are eatable. This may help them to investigate the household waste survey more
tightly, whether in Malaysia or abroad.

Authorities

The next significance of this study is for authorities. This report aimed to provide specific
information to the authorities on rising food waste in Malaysia. This research would provide the
authorities with information about how to handle the way to eliminate household food waste. For
example, in Malaysia, the government had started to take a closer look at the establishment of a
national food bank following the establishment of a food bank in Penang through the Food Aids
Foundation. This is because the initiative to set up a food bank to save food is the most important
thing to plan not to waste food at the farms, restaurants, hotels and even at home. Campaigns,
programs and others can raise awareness among the government and the community, whether
in the household or food production sectors.

Consumers

This study was also significance for the consumers. Since consumers or communities were
significant contributors to food waste, several studies had looked at consumer or community food
waste behavior from a variety of perspectives, such as factors affecting food choices, the impact
of social influence on food waste or food shopping practices, and their relationship to food waste
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(Farr-Wharton, Foth & Choi, 2014). Community needs to change their behaviors, including their
routine, and to manage leftovers, such as reusing leftovers, is considered to be one of the most
effective strategies for combating food waste at the community or household level. This study was
also of considerable interest to the society to help them become more concerned with food waste.
The importance of this study was to lead in minimizing waste in food consumption.

LITERATURE REVIEW

Definition of food waste and its cause

Food waste is defined as the loss of food during distribution, retail and final consumption. Usually,
food waste occurs in urban area due to the dense population. According to the European
Commission, as much as 42% of the food produced in Europe is wasted in the final consumption
phase, regardless of the stage of agricultural production. Two thirds of this amount referred to as
avoidable and possibly avoidable food waste (Secondi et al., 2015). Population growth and rapid
urbanization process had led to increase in food waste created by the people. Food waste
management is one of the major problems faced by the society especially in the urban area,
because many people do not have awareness and indifference.

Rapid population growth had caused more food being purchased and more people hang
out to shop for food. Many people do not know how to manage leftovers. For example, Malaysians
produce about 37,890 tonnes of waste daily with at least 1.17 kilograms generated per person.
That number is expected to continue to grow as the population grows and moreover, in Malaysia
15000 tonnes of food is consumed daily and 3000 tonnes is edible and this cause an increase in
food waste. The reasons of this escalating quantity of food waste are because of the changes in
eating habits as living standards have improved where people can order more food products than
before. Due to rapid population growth and urbanization, it improves community living standards
and broad job opportunities as well as high income opportunities. When communities have high
incomes, it leads to an increase in their purchasing power. They will tend to buy more food without
planning and eventually, they will waste the food. Consequently, food waste in Malaysia is
pursuing an increase (Elmenofi et al., 2015).

Intention not to Waste Food

Many countries suffer from food waste including Malaysia. There is food related practice and
routine intention not to waste the food. Food planning is one of the most important ways to reduce
food waste. It takes some time to manage your daily spending on food. Most consumers fail to
use storing strategies in their households to extend the life of their food and set the refrigerator
temperature higher than the recommended temperature, which speeds up food decay. The reuse
of leftovers is considered one of the most effective strategies for combating food waste at the
household level. People who eat regularly and consume their leftovers, they produce less food
waste (Secondi et al., 2015).

Instead, managing the leftover or warming food can help individuals or the communities not
to waste the food. According to psychological theory, intention is predominantly important in
determining someone actual behaviour. Individual behaviour and own behaviour control is
determined by the intention to perform the respective behaviour, and thus, the motivation and
willingness to act comes from the intention of the individual (Karin Schanes, 2018). With that in
mind, it is significant to act upon the theory that intention is the main determinant to predict the
behaviour not to waste food in this study. There are two significant factors that contribute to this
food waste: personal attitude and awareness.
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Attitude

Food waste relates to the personal attitude of community or household members. Household
members need to change their attitude to reduce food waste such as their daily routine about
food. Given the complexity of food waste, daily habits such as planning, shopping, storage,
cooking, eating and managing leftovers play a decisive role in food supply and also in food waste
generation (Waitt et al.,, 2016). In addition, various psychological approaches increasingly
emphasize the critical role that everyday household behaviours such as eating, cooking and
planning play a key role in food waste generation (Stancu et al., 2016).

Besides, individual level was observed that people living in urban areas tend to produce
more food waste. In addition, education levels, classification practices, attitudes and concerns
about food waste were shown to correlate with individual behaviour towards food waste. In fact,
people living in urban areas (UK) are more likely to produce higher quantities of food waste than
people living in rural areas (India) but mostly kids had to generate minimum food waste. Focusing
on socio-economic status and standards of living, it was found that highly educated individuals
and with higher disposable income as well as higher income families waste more than poorer
households while other researchers found little or no correlation between income and food waste
(Secondi et al., 2015). People living in urban areas have great jobs and high income that tend to
indifference also have attitude of extravagant in buying instead, people who are living in rural
areas are more concern and have awareness about food waste which is help them to produce
less food waste.

Value of Awareness

Value of awareness is closely related to daily activities related to food, such as planning,
shopping, reuse of leftovers and household skills. Put in other perspective, household food waste
results from buying more food than is consumed. It is discarded after performing a complex set
of behaviours, each of which increases the likelihood of waste (Lisanne van Geffen, 2019).
Raising awareness of households is crucial in reducing food waste but sometimes personal
concerns are ways of raising awareness. Generally, personal concerns, such as saving money
are more motivating to reduce food waste than environmental and social issues. It is often
assumed that the main motivation for minimizing food waste is the financial issues associated
with wasting food money (Schanes et al., 2018).

Other than that, there are some related personal characteristics that affect food waste which
are age and gender. Regarding gender, most studies found that women wasted more than men
and it was found that women were more likely to reduce food waste compared to men. As for age,
studies carried out in the UK found that the youths wasted more than elderly people above all
compared with people aged 65 or over who were found to waste significantly less food than the
rest of the population (Secondi et al., 2015). Young people wasted more food than old people, so
age is a factor that affects food waste. It will continue to happen if communities do not increase
the value of awareness. The influencing factors of food waste include social norms, attitudes,
cultural upbringing, experience, knowledge and understanding of food. Lack of knowledge seems
to be one of the causes of food waste.

Research Hypothesis

The literature review highlighted that the independent variables like attitude and value of
awareness do affect the household food waste in Malaysia. Therefore, the study planned to
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examine the level of effect among these variables. Based on the literature discussed, the
hypotheses of this study were summarized in the following manner:

H1l:  There is a significant relationship between attitude and intention not to waste food among
citizen in urban areas.

H2:  There is a significant relationship between value of awareness and intention not to waste
food among citizen in urban areas.

Research Framework

A research framework is illustrated as shown in Figure 1 to investigate the connection between
the attitude, value of awareness and intention not to waste food among household living in three
urban areas in Peninsular Malaysia. The independent variables are attitude and value of
awareness. The dependent variable is the intention to not waste food.

Attitude \
Intention to not waste food

/

Value of awareness

Figure 1: Research framework

METHODOLOGY

Research Design

This study used the quantitative method where questionnaires were distributed to 384 households
living in the three urban areas. In this research, the target populations chosen were Malaysian
citizens who live in the urban areas which comprised of three major cities of three states, namely
Alor Setar, Kota Bharu, and Ipoh. This was due to the drastic economic development, coupled
with rising commercialisation and urbanisation, had resulted in large and increasing amounts of
food waste in these three areas.

Moreover, a set of questionnaires was distributed to the population to collect the data
which are households living in the three urban areas in Peninsular Malaysia. The researcher
divided questionnaire into 4 sections which are Section A, B, C and D. For Section A, the
guestionnaire requested for the general information about the Malaysian citizen's households’
demographics such as the living area of respondents, gender, age, race, education level, working
status, income level and family members of demographic information. For Section B, C and D,
the questions elaborated more on the dependent and independent variables which were (i)
Intention not to waste food, (ii) Attitude, (iii) Value of awareness that were examined in the survey.
This questionnaire used the format of multiple choices and 5-point Likert scales of agreement.

Data Collection

The data collection was conducted using questionnaires. This study chose to distribute the
guestionnaires using Google form application. The link to the Google form was distributed to all
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social media such as Instagram, Facebook, WhatsApp, E-mail, We Chat and others. It was very
convenient to minimize cost, save time and significantly applicable during this pandemic outbreak
around the world.

Sampling

The sampling method used in this study was the non-probability sampling which was convenience
sampling. The study used this method because questionnaires were prepared and distributed
online or posted them to social media pages to gather information from the respondents. The
guestionnaire was distributed to the respondents who are among the household living in three
urban areas in Peninsular Malaysia through online and social media.

In achieving reliable and valid sample of this study, Table 1 shows the total population of
the the three urban areas significantly changing from the previous census in 2010. It seems
noteworthy that the populations had increases more than that (N > 100000). Therefore, according
to table by Krejcie and Morgan (1970), the significant number of sample size for this research was
384 to representing those selected cities.

Table 1: The number of households in three states of Malaysia

City Name Number of Households: 2010 Census: Urban: (unit)
Kelantan (Kota Bharu) 127.460
Kedah (Alor Setar) 288.488
Perak (Ipoh) 403.777

Source: www.CEICDATA.COM, Department of statistics, Database Malaysia.

Data Analysis

There were four types of data analysis used in this study, namely frequency analysis, descriptive
analysis, reliability test and pearson correlation analysis. The data obtained was analysed by
using SPSS version 26.

FINDINGS

Demographic Profile

The total frequency for Alor Setar representative were 116 respondents, followed by Kota Bharu
which was represented by 156 respondents and followed by Ipoh which was 112 respondents in
total. Table 2 below shows that 30.2% of the respondents are living in Alor Setar, then followed
by Kota Bharu which is 40.6% and also followed by Ipoh which is 29.2%.

The frequency of male respondents is 178 respondents while the frequency of female
respondent is 206 respondents. The highest of the respondents is female. The results have also
been visualised below showing the percentage of respondents by gender which is 46.4% for male
and 53.6% for female.

Next, the number of respondents by age consisted of 18-24 years old (197 respondents),
25-34 years old (81 respondents), 35-49 years old (64 respondents) and for 50 years old and
above (42 respondents). Subsequently, it shows the percentage of respondent by age which are
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18-24 years old (51.3%), 25-34 years old (21.1%), 35-49 years old (16.7%) and 50 years old and
above (10.9%).

Lastly, the respondents were also categorized by races which were Malay, Chinese,
Indian and others. Total respondents collected were 384 respondents. The highest frequency
race is Malay which was 239 respondents and followed by second highest race the Chinese which
were 93 respondents. The third highest race was Indian which was 41 respondents and followed
by other races which were 11 respondents. Therefore, the percentages of respondents by race
were, Malay 62.2%. Second highest percentage was Chinese 24.2%. Third highest percentage
of race was Indian 10.7% while other races were 2.9%.

Table 2: Respondents’ socio- demographic profile (n=384)

Characteristics N %
Living Area

Alor Setar 116 30.2
Kota Bharu 156 40.6
Ipoh 112 29.2
Gender

Male 178 46.4
Female 206 53.6
Age

18-24 197 51.3
25-34 81 21.1
35-49 64 16.7
50-above 42 10.9
Race

Malay 239 62.2
Chinese 93 24.2
Indian 41 10.7
Others 11 2.9

Reliability Test

The questionnaire results undergone a reliability test using reliability Cronbach’s Alpha Coefficient
based on each independent variable and dependent variable. The first independent variable,
attitude with 5 questions showed the Cronbach’s Alpha value 0.91 which was ranked as very good
in term of the internal consistency and Likert-Scale questions are considered as more reliable.
The second independent variable, value of awareness with 5 questions where the Cronbach’s
Alpha Coefficient result was 0.86 which range as very good so that the Likert-Scale question was
considered as more reliable. Lastly in measuring the dependent variable, 5 questions pertaining
to the intention not to waste food were tested for reliability and validity. The Cronbach’s Alpha
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Coefficient result was 0.90 which range as very good and the Likert-Scale question was
considered as more reliable.

Correlation Analysis

Table 3 shows the relationship between attitude and intention not to waste food among citizen in
urban areas is strong positive with correlation coefficient of 0.85. This implies that relationship
between attitude and intention not to waste food among citizen in urban areas is strongly positive
towards not to waste food. The p value of attitude is 0.00 which is less than highly significant level
0.00. Therefore, there is a significant relationship between attitude and intention not to waste food
among citizen in urban areas. Next, is the relationship value of awareness and intention not to
waste food among citizen in urban areas is strong positive with the correlation coefficient of 0.82.
This implies that the relationship between value of awareness and intention to not waste food
among citizen in urban areas is strongly positive. The p value of awareness is less than the highly
significant level 0.00. Therefore, there is a significant relationship between value of awareness
and intention not to waste food among citizen in urban areas.

Table 3: Pearson Correlation Analysis

Attitude Value of Awareness
Intention to not Pearson 0.85** 0.82**
waste food Correlations
Sig.(2-tailed) 0.00 0.00
N 384 384

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

Comparison of Mean and Standard Deviation among Urban Areas

Table 4 below shows the mean and standard deviation for the attitude that was compared among
the urban areas which were Alor Setar, Kota Bharu and Ipoh. For Alor Setar, there are two
statements that get similar mean (3.98), which are the means for statements 2 and 3. However,
the standard deviation for each statement is different which are 1.40 and 1.46. Next, Kota Bharu
highest mean on statement respondents was raised to believe that food should not be wasted
where the mean is 3.99 (1.45). In addition, Kota Bharu also had the lowest mean which is 2.90
(1.59) on respondents often throwing away edible foods or vegetables. That value also is the
lowest compared to the other results. Then, the highest mean for Ipoh is on statement 2 with 4.01
(1.41). 1t is the highest mean compared to the other urban areas. Based on the results,
respondents from Ipoh are more reluctant to throw food and are responsible for the food waste.

Comparing the value of awareness of the three areas (Alor Setar, Kota Bharu and Ipoh),
it can be seen that the mean value for Ipoh is dominant being the highest mean on all statements
compared to other states. The mean for statement 1 is 3.74, statement 2 is 3.91, statement 3 is
3.48, statement 4 is 3.64 and statement 5 is 3.62. The standard deviations for all the statements
are 1.36, 1.07, 1.20, 1.34 and 1.26 respectively. The second highest mean is for Kota Bharu’s
respondents and the third highest mean is for Alor Setar’s respondents. The only differences are
that the respondents at Kota Bharu and Ipoh are likely to buy food during promotion and make
plans of purchasing food for their weekly.
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Lastly, is the comparison between the intentions not to waste food among the urban areas.
There are 5 statements that get different mean and standard deviation for each urban area. Ipoh
gets the highest mean on statement 1 and statement 2 compared to other urban area which is
3.83 (1.33) and 3.29 (1.34). For statement 3, the highest mean is Alor Setar which is 3.71 (1.46).
However, Kota Bharu gets the highest mean for statement 4 and statement 5. The value of that
mean and standard deviations is 3.87 (1.40) and 3.76 (1.41) respectively. From the results,
respondents from Ipoh are more responsible for food waste because they do not intend to
generate food waste and at the same time, they are also using for food trimming to avoid
household food waste.

Table 4: Mean comparison between three urban cities

Variables Alor Kota Ipoh
Setar Bharu
Attitude
| feel bad when uneaten food is thrown away. 3.48(1.54) | 3.76(1.53) | 3.90(1.32)
| was raised to believe that food should not be | 3.98(1.40) | 3.99(1.45) | 4.05(1.35)
wasted.
| think food should not be wasted. 3.98(1.46) | 3.90(1.43) | 4.16(1.19)
Throwing away food does not bother me. 3.17(1.56) | 3.05(1.62) | 3.49(1.47)
| often throw away edible foods or vegetables. 3.28(1.66) | 2.90(1.59) | 3.43(1.46)
Value of Awareness
It feels like if | do wastage, | got a bad conscience. | 3.14(1.56) | 3.54(1.46) | 3.74(1.36)
| do purchase based on promotions. (buy 1, free 1, | 3.38(1.46) | 3.58(1.37) | 3.91(1.07)
half price, etc).
I make several purchases of food items in a week. | 3.22(1.38) | 3.47(1.33) | 3.48(1.20)
Food waste is harmful to the environment. 3.33(1.39) | 3.48(1.47) | 3.64(1.34)
Food waste creates economic damage to people. 3.27(1.40) | 3.43(1.41) | 3.62(1.26)
Intention not to waste food
| intend not throw away the food. 3.68(1.64) | 3.79(1.48) | 3.83(1.33)
| intend to eat leftover food. 3.20(1.44) | 3.01(1.49) | 3.29(1.34)
| intend to generate as little food waste as possible. | 3.71(1.46) | 3.60(1.52) | 3.67(1.32)
I intend to make shopping list of food products | want | 3.59(1.52) | 3.87(1.40) | 3.61(1.37)
to buy.
| intend to find a use for food trimmings. 3.49(1.40) | 3.76(1.41) | 3.58(1.32)

Values in parentheses are standard deviation

118




DISCUSSION & RECOMMENDATION

Based on the result obtained, attitude gives most influence towards intention not to waste food
among citizens in urban areas. Based on the data obtained in descriptive variable for all
independent variables, most of the respondents were satisfied with the attitude because the data
was higher than other variables which is 3.62. Most of the respondents in each city were aware
the important of not to waste food and the correlation results indicated the strong positive
relationship between attitude and the intention not to waste food. This would probably show that
the more positive attitude towards not wasting any food at home, the higher the intention of an
individual at the cities not to throw away any food that is consumable. Next, based on the result
independent variable, value of awareness, and dependent variable, intention not to waste food,
has a relationship. This is because the majority of the households showed more aware about not
to waste food. This awareness is also closely related to daily activities related to food, such as
planning, shopping, reuse of leftovers and household skills and the correlation results indicated
the strong positive relationship between value of awareness and the intention not to waste food.
This would probably show that the more positive value of awareness towards not wasting any
food at home, the higher the intention of an individual at the cities not to throw away any food that
is consumable.

Recommendation, information sharing campaigns can be organised to raise awareness
among local people about waste separation at source and enable them to practice in 3Rs which
are reuse, reduce, and recycle. Another alternative may be to develop a home composting bin
where households can first dispose the food waste in a bin until it is full or have the truck clear
the bin once a week or once per fortnight to reduce the transport pressure for waste collection.
Moreover, consumer groups also have an important role to play in raising consumer
understanding of food waste and promoting behavioural improvement through the distribution of
suggestions and realistic tips to eliminate food waste at home.

CONCLUSION

The aim of this study was to determine factors causing household food waste in three urban areas
in Peninsular Malaysia. In this study, household food waste was influenced by attitude and value
of awareness. Therefore, household food waste was represented by households living in the three
urban areas in Peninsular Malaysia which was dependent variable. Moreover, there were two
factors being studied which were attitude and value of awareness. It shows that someone
intention not to waste food was significantly affected by their personal attitude and value of
awareness. In conclusion, an individual activity does give impact on how he or she is planning
the house chores and how he/she personally values the food that had been gratefully obtained.
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ABSTRACT

Traditional food referred to as food that has been eaten for several generations including all the
native food plants found in that area or locality. Traditional foods apply to food types that have
been eaten for several generations regionally over a long period of time. One of the states in
Malaysia that is still proud and sustaining their food tradition is Negeri Sembilan. The purpose of
this research was to find out the factors that influence young generation interns to eat Negeri
Sembilan Traditional Food by sensory appeal, familiarity, health, weight control, convenience,
price, ethical concern and natural content. In conducting research on traditional food in Negeri
Sembilan, there were several aspects to consider. For instance, young generations felt traditional
food was overrated rather than modern cuisine. Thus, in this study we identified the individual
behaviour related to the attitude of the young generation intent to eat Negeri Sembilan traditional
food. In addition, the findings of this research would improve the consideration of the eight factors
in the framework which influenced the intention of the young generation to eat Negeri Sembilan
traditional foods. This study was conducted in a quantitative way related to systematic research
using statistical or numerical data. Results from this study revealed that there were four factors
namely health, sensory appeal, convenience, and weight control that influenced the most in
determining the young generation's intent to eat Negeri Sembilan traditional food.

Keywords: Negeri Sembilan, traditional food, young generation

INTRODUCTION

Traditional food is often regarded as a midpoint of cultural identification that belongs to a specific
culture or ethnicity, and some elements of food preparation and consumption are the recognizable
identification badges. Traditional food referred to as food that has been eaten for several
generations including all the native food plants found in that area or locality. According to
Trichopoulou, Soukara, & Vasilopoulou (2007), the traditional foods usually are the food types
that have been eaten and practised over a long period of time. Thus, the traditional food can be
identified as an important component to elucidate the cultural heritage and culture. Knowing to
recognise the identities of the cultural identity is one of the unique ways to Incorporate and
organize multiple overlapping cultures, such as food traditions, which belong to the culture
(Melville, 2012). The finest and freshest found ingredients surrounding the neighbourhood make
Malaysian traditional food creatively prepared and later the recipes are passed on to the younger
generation (Salleh, 2006).

Knowing that, there are many foods in Malaysia that are attractive and symbolize the identity
of a state. For instance, in southern Malaysia, Laksa Johor is the popular dish and it is represented
as Johor heritage food (Omar & Omar, 2018). With that, the Negeri sembilan state has a popular
dish and it is symbolized as their state identity. In conjunction with that, the uniqueness of Negeri
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Sembilan state is still practising the fascinating 'Adat Pepatih,’ until to date. The Adat Pepatih is
a matrilineal system of inheritance and administration, including traditional food, and it is unique
to the state (Omar & Omar, 2018). This matrilineal system was influenced by the Minangkabau
tradition and it brought a rich cultural heritage with them, which is still preserved until today. Negeri
Sembilan is a state situated on the western coast of Peninsular Malaysia and bordering Selangor
on the north, Pahang on the east, Melaka on the south. The capital city is Seremban. The royal
town is Seri Menanti, in the central district of Kuala Pilah. "Negeri Sembilan" is founded on a
combination of nine states or regions.

Among the popular and well-known dishes in Negeri Sembilan is Masak Lemak Cili Padi.
Immemorially, this dish is cooked and prepared in a traditional way, the bird eye chillis, turmeric
and lemongrass are cooked without adding an oil and then poured in coconut milk. However,
several studies had postulated that the young generation felt too embarrassed to have traditional
food taken to school (Muhammad, Ab. Karim, Hamzah, 2015; Md. Nor, Mohd Shazali, Mohd
Salehuddin, Hannita Mohd Salleh, and Muhammad, 2012). On the other hand, the younger
generation at home is less exposed to traditional foods. At home, they were introduced to
traditional food when helping their mother preparing family meals, making sure that the younger
generation typically lends a hand during the festive season preparation process. (Muhammad,
Ab. Karim, Hamzah, 2015). Processes normally began during their adolescent daughter days.

While they were still staying with their mother and gradually occurring especially during
school holidays and religious festivals such as Hari Raya and so on. (Md. Nor, Mohd Shazali,
Mohd Salehuddin, Hannita Mohd Salleh, and Muhammad, 2012). Lastly, they wanted more
shacks and other non-traditional foods to fill their appetite (Nur Hafizah Muhammad, Humairah
Hamzah, 2015). Therefore, in this study researchers were attempting to investigate the young
generation intention to eat or consume their traditional food. This is due to the young generation
today who are less aware of the traditional food available in Malaysia especially traditional food
in Negeri Sembilan.
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There are three objectives of this research:

1. To identify the weight control, price and ethical concern of the young generation intent to eat
traditional food.

2. To study the convenience, natural content and health among the young generation intent to
eat traditional food.

3. To measure the sensory appeal and familiarity in determining the young generation intent to
eat traditional food.

Significance of The Study

The significance of the study was divided into three parts, hamely Academic, Community, and
Industries. The first is academic. Academics can record proposals related to the intention of eating
traditional Negeri Sembilan food among the younger generation and can also be a reference for
young people who want to know about traditional food information in the state. This study was
useful for academics to serve as a source of reference in the future. The next is the community.
Through this study, the community could identify traditional foods in Negeri Sembilan and could
find out why the young generation was unfamiliar with traditional foods. The community can see
how traditional food is growing. The last is the industries. This study also benefited the industry
especially the food industry as they could find information on traditional food in Negeri Sembilan.
The industry will certainly involve students. For students who chose the food industry, of course,
they would be looking for a variety of sources of reference related to this particular food.

LITERATURE REVIEW

Weight Control (WC)

Weight control is an important thing for some individuals. Eating the right foods can help
individuals to maintain weight control. Good weight control can help to maintain good health. (Tan
& Yow, 2016) (Pieniak et al., 2009). There are many types of traditional foods served during the
festive season that make them love to eat them and no longer care about their weight control.
Negeri Sembilan’s cuisine has great influence from Minangkabau and West Sumatera
(Brissenden 2003). The best example of culinary heritage is dishes such as 'Rendang’ and ‘Masak
Lemak Cili Api' both suggesting features of strong thick coconut milk and spicy. These traditional
foods would definitely make the Malaysians forget about controlling their weight.
3

Price (P)

Price is an important thing to consider when buying goods or services. Price is the quantity of
some payment given by one party to another in exchange for a unit of goods or services. (Tan &
Yow, 2016) (Pieniak et al., 2009). In this study we had shown the importance of prices when
buying daily food but failed to be significantly associated with general attitudes toward traditional
foods and good use of traditional foods for samples collected in every country. However,
consumers were aware of the potential price premium associated with traditional foods compared
to other foods. The traditional food prices generally do not prevent young generation from being
attracted to traditional foods compared to local foods.
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Ethical Concern (EC)

The ethical concern is an important part of an individual's life. Concern refers to something that
can be seen through passion for someone or something (Tan & Yow, 2016; Pieniak et al., 2009).
Ethical eating is a type of ethical consumerism. This finding indicated that ethical issues related,
e.g. to the production and image of traditional foods neither act as a motive nor as a barrier to feel
favourable about traditional foods or to purchase and consume traditional foods more frequently.
Similarly, in Negeri Sembilan traditional foods, it does not prevent or interfere with the society
from eating the traditional foods because it has no ethics that would cause the people to dislike
or eat them.

Convenience (C)

Convenience is an essential part of everyday life for individuals. This facility is a situation that can
make it easier for some people to get things going without any difficulty and problems (Tan &
Yow, 2016; Pieniak et al., 2009). The comparison of the general attitude and level of use among
the Malays, Chinese and Indians in Malaysia, the atmosphere and amenities that have become
their choice in the selection of food for all three ethnic groups. This was strongly supported by
Chambers et al. (2007) that the importance given to convenience had been closely linked to
general attitudes and consumption of traditional foods. However, people who are more focused
on the convenience of choosing food are more likely to have a more negative attitude and to show
lower consumption of traditional food products.

Natural Content (NC)

Natural content is something that is important for everyone, especially in terms of food. Foods
that contain natural content can benefit an individual because the food has its own specialty (Tan
& Yow, 2016; Pieniak et al., 2009). Natural content indicates that it is important because it is
positively associated with traditional food consumption. Natural content is the best ingredient in
preparing traditional foods because it has its own unique flavour. These findings had shown that
the natural food character or description is one of the key assets for consumers.

Health (H)

Health is a very important condition for an individual. Health refers to a person’s physical, mental,
and social well-being. This health has two conditions in which the individual is healthy or ill (Tan
& Yow, 2016; Pieniak et al., 2009). There are different health therapies for Malaysians and health
demands are growing for food. Malaysian's growing health issues have made more health-
promoting products available on the market. A better educated Malaysian was the driving force
behind the increase of natural foods purchasing, nutraceuticals and organic foods (Stanton,
Emms & Sia, 2011).

Sensory appeal (SA)

The sensory appeal is very important to everyone. The sensory appeal can help an individual to
feel something they want to feel like food and so on (Tan & Yow, 2016; Pieniak, Verbeke,
Vanhonacker, Guerrero, & Hersleth, 2009). Traditional foods already have the sensory appeal to
attract the young generation to eat the type of food based on the culture of their place. Sensory
appeal can be associated to Negeri Sembilan food which has a spicy and chile-based taste. Foods
that have a hot and spicy taste have been identified as Malay food since long ago (Wan Hafiz,
W.Z.S., TOH, & Hamdin, 2008).
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Familiarity (FAM)

Familiarity is associated with close contact with someone or knowledge of something. This
familiarity can be the result of a family relationship to something about hereditary recipes and so
on (Tan & Yow, 2016; Pieniak et al., 2009). The younger generation who is familiar with Negeri
Sembilan foods will know where the attraction of their traditional foods comes from. According to
Brissenden (2003) the main influence of Negeri Sembilan cuisine is from Minangkabau and West
Sumatra.

Research Hypothesis

In this study, there were eight hypotheses between intention to eat traditional food Negeri
Sembilan and independent variables such as weight control, price, ethical concern, convenience,
natural content, health, sensory appeal, and familiarity.

H1: There is a significant relationship between intention to eat traditional food of Negeri
Sembilan and weight control among young generations.

H2: There is a significant relationship between intention to eat traditional food of Negeri
Sembilan and price among young generations.

H3: There is a significant relationship between intention to eat traditional food of Negeri
Sembilan and ethical concern among young generations.

H4: There is a significant relationship between intention to eat traditional food of Negeri
Sembilan and convenience among young generations.

H5: There is a significant relationship between intention to eat traditional food of Negeri
Sembilan and natural content among young generations.

H6: There is a significant relationship between intention to eat traditional food of Negeri Sembilan
and health among young generations.

H7: There is a significant relationship between intention to eat traditional food of Negeri Sembilan
and sensory appeal among young generations.

H8: There is a significant relationship between intention to eat traditional food of Negeri Sembilan
and familiarity among young generations.

Research Framework

A research framework was designed to investigate the connection between the factors
determining the younger generation intent to eat Negeri Sembilan traditional food. A conceptual
framework was a method used to examine complex alternatives and contexts. It was used to
systematize concepts and create logical apps. Strong conceptual structures capture something
specific and do so in a manner that is easy to remember and apply.
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W

Natural Content (NC)

Figure 1: Research Framework

Sources: Adapted from Pieniak, et.al. (2009)

METHODOLOGY

Research Design

This study used the quantitative method that was related to systematic research using statistical
or numerical data. This method is more accurate and easier to collect and analyse the data of the
study when the researcher uses questionnaires form to obtain the research data. The researcher
distributed the questionnaires to the respondents to test the dependent variables and the
independent variables. Researchers used questionnaires as a method of data collection since
this study was using a quantitative approach.

Data Collection

During the first stage of the data collection used in this study is researchers used questionnaires
together the information or data needed. The types of sources mentioned in this study have a lot
of data available (Dudovskiy, 2019). Researchers also use secondary data to collect data, this is
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because through secondary data, much of the data can be obtained. In addition, the questionnaire
used in collecting the data is in the form of quantitative studies based on calculations in a specific
format. The researcher used a questionnaire which was divided into two sections, part A and part
B.

The second stage of data collection was a fieldwork. A set of questionnaires was distributed to
the population to collect the data through online Google form. In this simple random sampling
method, the researcher had chosen the target sample among the students at UMK as they fell
into the young adult category. The estimated population for this study were 8891 students at
Universiti Malaysia Kelantan based on the annual report in 2018. The researcher only took 367
UMK students to be the sample of this study. The target population was determined by
researchers to examine the relationship between sensory appeal, familiarity, health, weight
control, convenience, price, ethical concern, and natural content with the intention to eat
traditional food in Negeri Sembilan.

Sampling

The sampling method used in this study was the simple random sampling in collecting the
information as the respondents were selected according to their availability. In other word, this
method can also assist the researchers in this study to make a large and effective survey of a
larger number of respondents. In addition, researchers needed to select a sample based on the
opportunity and probability of each number to be the study sample. The researcher took 367 UMK
students to be a sample of this study, but only 278 questionnaires were completed. This study
used 278 respondents to identify the intention to eat Negeri Sembilan traditional food among the
younger generation. The data was collected and being analysed in the statistical system (SPSS)
version 24. According to Baruch (1999), customer surveys commonly have lower response rates.
In achieving a reliable and valid sample of this study, the researchers used the equation from
Krejcie & Morgan (1970) to determine the sample size.

Data Analysis

There were three types of data analysis used in this study, namely frequency analysis, descriptive
analysis and reliability analysis. The data obtained was analysed by using Statistical Package for
the Social Science (SPSS).

FINDINGS

It was found that price, weight control and ethical concern were related to the intention to eat
traditional food. Traditional food shows the identity of the country. Price plays an important role
to attract people to try the traditional food. Convenience is an essential part of everyday life for
individuals. Natural content is something that is important for everyone, especially in terms of
food. Foods that contain natural content can benefit an individual because the food has its own
specialty. Health refers to a person's physical, mental, and social well-being. The younger
generation decided to eat Negeri Sembilan Traditional food with the emphasis on convenience,
natural content and also health. Overall, the results showed that sensory appeal and familiarity
have a strong relationship between intentions to eat traditional food Negeri Sembilan. Having a
sensory attraction to traditional food can attract the interest of the younger generation.
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Correlations

Intention to Eat

Weight Control 0.417** (medium)
Price 0.574** (high)
Ethical Concern 0.529** (high)
Convenience 0.526** (high)
Natural Content 0.521** (high)
Health 0.585** (high)
Sensory Appeal 0.575** (high)
Familiarity 0.686** (high)

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

Correlation absolute value size Strength of association
r=.10 - .29 Small
r=.30- .49 Medium
r=.50-1.0 High

DISCUSSION & RECOMMENDATION

From this study, the younger generation should have information about traditional food, especially
from the older generation so that they can put their knowledge into practice by eating traditional
food. The younger generation is a very important generation to maintain and attract interest in
their traditional food. The Cronbach’s Alpha reliability test of eight factors had the highest value
from 0.956 to the lowest value of 0.775 that had affected the younger generation intention to eat
this traditional food and passed the traditional food to the next generation. However, the results
of this study were different from Pieniak et al (2009), where it focused more on the investigation
of factors influencing traditional food choices by European Consumers. This is because Europe
has its own traditional food and culture that is different compared to Malaysia. In this study, the
researchers focused more on the factors that influenced the intention to eat traditional food among
the younger generation. The difference between the results of this study and the study by Pieniak
et al (2009) might be due to differences in the traditional food itself and the people who eat it.

The correlation results stated that the highest was the familiarity with the score of (.686,
p>0.01) while the health scored (.585, p>0.01). Next, the sensory appeal scored (.575, p>0.01)
while price scored (.574, p>0.01). The ethical concern scored (.529, p>0.01) while the
convenience scored (.526, p>0.01). The natural content scored (.521, p>0.01) while the lowest
results was weight control which scored (.417, p>0.01).
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The recommendation we proposed is to focus more on the factors that influence the younger
generation's intention to eat this traditional food. With more focus on these factors, researchers
will be able to get more information on what causes this young generation to eat traditional foods.
Next, our suggestion is to further expand this study with different factors. These different factors
can help researchers to further strengthen this study. Factors influencing the intention to eat this
traditional food can be a reference for other researchers to study in-depth in the future. Finally,
our suggestion is to find respondents in studying the intention to eat this traditional food using
qualitative methods such as interviews. With this method, the researcher will get information
directly from the respondents on what their intentions are pertaining to eating this traditional food.
Each respondent might have his/her own factors that influence the intention to eat traditional food
Therefore, by using this method it can help researchers to know more factors that influence the
intention to eat this traditional food.

CONCLUSION

In conclusion, the relationship toward eight factors of independent variables had been examined
to determine young generation intention to eat Negeri Sembilan traditional food. The researcher
was using the research framework from the previous study (Pieniak, Verbeke, Vanhonacker,
Guerrero, & Hersleth, 2009). According to the finding, it is shown that of the eight factors of
independent variables, there are four factors which were price, health, sensory appeal and
familiarity influenced the most in determining young generation intention to eat Negeri Sembilan
traditional food.

The study conducted through questionnaire was able to gather a total of 278 out of 367
respondents. According to the response rate taken, this study had been successful and analysed
by using the statistical system (SPSS) version 24. Through the analysis that had been done, this
study was able to help the retailers to produce traditional food because the factors of independent
variables showed that it was suitable with the intention of the young generation.

As a result of the study that had been done, the eight factors of independent variables had
shown significance relationships in determining the younger generation intention to eat Negeri
Sembilan traditional food. This research had proven that the factors taken from previous studies
had shown strong evidence in identifying the desire of the younger generation to try traditional
foods. Furthermore, this study would also be able to help the food industry from their respective
states in further expanding their businesses of traditional food because it would be able to attract
all generations to try the product.
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ABSTRACT

This study was conducted to examine the factors that influence the acceptance of millennial
generation to consume traditional food (kuih muih) in Kota Bharu. Nowadays, traditional food is
rarely found in most places especially in urban areas. Traditional foods are foods that symbolize
a place. Traditional foods (kuih muih) have various flavors and shapes that the younger
generations should maintain the taste and texture according to the place. There are several
factors that influence the acceptance of the younger generation to eat traditional food (kuih muih).
This research aimed to study the relationship between taste, price and family practice towards
the acceptance of millennial generation to consume traditional food. This study had two objectives
which were to analyze the relationship between taste, price and family practice towards the
traditional Malay Kuih in Kota Bharu, Kelantan and to investigate the factor that influence young
generation to consumed traditional Malay Kuih in Kota Bharu. The quantitative analysis approach
was chosen, and the questionnaire was used as a research tool to collect data. Google form was
used to distribute the questionnaire and collected the data. The data collected was analyzed by
using frequency analysis, descriptive statistics, reliability analysis, and Pearson correlation
analysis sing Statistical Packages for Social Science Version 24 (SPSS Version 24) software.
This study would help the researchers to understand the factors that influence the acceptance of
millennial generations to consume traditional food (kuih muih) in Kota Bharu. The results showed
that the factor of price was the strongest predictors of knowledge among millennial generation to
consume traditional food.

Keywords: Hospitality, Factors of influence, family practice, taste, price

INTRODUCTION

Food is seen not only as a basic necessity but also as a major attraction for certain destinations
(Sim, 2009). As human, the healthy human body relies heavily on good nutrition. To get this
nutrient, eating food is one of the ways to get it. Food is available in many shapes, flavours and
colours. Food is also a symbol of a group or nation. Food and eating habits can also symbolize
the culture of a nation. Anthelme Brillat (1825) as cited in Gabaccia, 1998, “tell me what you eat,
| will you tell you who you are”. Within community the food is divided into two categories, modern
cuisine food and classical cuisine/traditional food. Modern cuisine food approaches the ingredient
by the supreme respect. Traditional foods referred to as foods eaten for several years, contains
all indigenous food plants cultivated in the area or locality (European Union, 2007). Traditional
food is one of the most important features to symbolize or be a landmark for a group or community
such as race, religion and nation. Traditional food is an expression of culture, history and way of
life. While we live in a globalizing world, different dietary habits exist between countries (Slimani
et al. 2002). Traditional food exists with cultural traditions of sharing food provisioning skills,
techniques and cultural imposed (Muhammad et al., 2009).
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This study purposed to determine the factors that influence the acceptance of millennial
generation to consume traditional food (kuih-muih). Young people have their own taste of choice
in their diet whether they want to choose fast food or healthy food. Because of that, youngsters
need to get exposed to traditional food. Current traditional culture which include traditional
cuisines, need to be preserved to ensure the continuation in creating valued products (United
Nations Education, Scientific and Cultural Organization [UNESCOQO], 2008). Young generation is
more dependent on the technology for food preparation nowadays. Apart from that, young
generation mostly buys ready to eat food that is more convenient and simpler. To prepare the
traditional foods, the most concerning matter is to find the raw ingredients (Shazali, 2014). The
purpose of this study was to learn about the factors that influence the acceptance of millennial
generation to consume traditional food in Kota Bharu. These factors include training from family
practice, taste, and price. The analytical unit were students who took up the course of hospitality
around the state of Kelantan who require food for breakfast, lunch and dinner.

There are two objectives of this research:

1. To analyse the relationship between taste, price and family practice towards the traditional
food (kuih) in Kota Bharu, Kelantan.

2. Toinvestigate the factor that influence millennial generation to consume the traditional food
(Kuih) in Kota Bharu, Kelantan

Significance of the Study

Academic Research

This research was aimed at helping anyone to obtain clearer information and be able to deal with
all the information to the latest entrepreneurs or researchers who have a connection with
traditional food. That can help them to investigate more about the study related to traditional food.

Traditional Food

The outcome of this study is important as it will be able to provide an advantage and useful to
traders producing and selling traditional food. They can also find out that traditional food is more
popular than what we thought. The traditional food can also be commercialized when more and
more people are eating it. For those who produce and trade traditional food, this study will be a
reference for them to make a suitable marketing strategy to further introduce this heritage food

Young Generation

This review can also help improve young people's knowledge. This is because, this study can
role-guide them in the future to find out how they can choose and make judgments on traditional
foods. This study would be able to provide useful information about traditional foods, especially
to young people in Kota Bharu. In summary, the investigation through this study, could provide
knowledge about the factors that influence the acceptance of young people to consume traditional
food in Kota Bharu
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LITERATURE REVIEW

Traditional Food and Knowledge Transmission

Culture, history and lifestyle have become compounds that explain the true meaning of traditional
foods. Even though humans in the whole world may look the same, humans still have differences,
especially in terms of dietary patterns that vary from each country, as mentioned by Slimani et al.
(2002). Traditional foods, referred to as foods eaten over several generations that contain all the
indigenous food plants present in that area or locality (European Union, 2007). First foods are
foods which originate in an area in relation to the nation, city, district or sub-district while in other
words, traditional food is the food which differentiates itself through specific qualitative factors and
has a unique cultural identity, Jordana (2000). Kwik (2008) In addition, it is said that traditional
food might be perceived as relating an unchanging process. This reflects the accumulated
experience of several generations of people who understand how to produce and cook food
taught by previous generation to preserve the respective culture heritage. As for food knowledge
transmission, according to Kwik, (2008a) transmission of food knowledge related to a cultural
practice of exchanging food, cooking methods and recipes knowledge and passing on mutual
understanding across generations. This is a generation commodity that typically includes women
learning how to rejuvenate from one another and from their environment.

Taste

Sharif, Zahari, Nor, and Muhammad (2013b) said that the taste of food is dependent on the
production of Malafactorsitional food and Malay community acceptance of their area, even if the
name or form of traditional Malay food is similar in principle. Every Malay food produced must be
unique and the secret behind it is the uniqueness of spices and ingredients used. Then, in the
manufacturing of traditional Malay food, cooking equipment used is also a vital component and
makes it different from traditional food from other community groups. Among the cooking
equipment used for making a Malay traditional food includes stone roller, pestle and mortar, and
mill, it is used to provide ingredients like spices (Abdullah et al., 2013).

Family Practice

Family is a group that is part of a very influential social norm of young generations. The family is
the main group that has major influence on the behaviour of adolescent nutrition (Muhammad
Shahrim Ab Karim, 2015). From several previous studies that have been done, they showed that
the resulting pattern will be different according to the structure of a family itself. In addition, Higgs
(2015) mentioned that there are two possible reasons that can motivate people in following the
eating norm. Firstly, a person can improve his or her association with a social group and thus,
being liked by following the norm. Secondly, following the norm can help a person to have a
correct and proper diet. For this reason, it is crucial that the Malay traditional food consumptions
and practices among the young generations should start at home because eating habits and
practices formed during childhood are most likely to continue into adulthood (Bava et al., 2008;
Kimura et al., 2010; Pedersen, Grgnhgj, and Thggersen, 2015; Videon and Manning, 2003).
According to the study conducted by Muhammad et al. (2013), it showed that the children enjoyed
Malay traditional food that their parents prepared at home because they feel closer to home. Not
only that, the young generations learn to cook from their family such as mother, father and
grandmother in most Malay community (Abdullah et al., 2013). Cooking is linked to family values
that can make the transmission of those heritages and they are also bound to their culinary
heritage and consider that as an important part of their culture.
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Price

Kavitha (2011) stated that price is one of factors that most influential in the demand for goods
among all the factors considered. Millennial generation is a smart consumer and the purchasing
power they have is better than any other generations. Therefore, they are not very sensitive to
the price of food, but because of their limited student capacity, they have to spend their money
by buying cheaper, more expensive necessities. Price can be an effective strategy to influence
adolescent food purchases. Price reductions have a consistent and strong impact on purchases
targeted at foods sold in places such as cafés.

Research Hypothesis

H1: There is a significant relationship between taste and acceptance of millennial generation to
consume traditional food.

H2: There is a significant relationship between family practice and acceptance of millennial
generation to consume traditional food

H3: There is a significant relationship between price and acceptance of millennial generation to
consume traditional food.

Research Framework

A research framework had been constructed to investigate the connection between taste, family
practice and price in influencing the acceptance of millennial generation to consume traditional
food.

Taste

Family Practice - _
traditional food in Kota

Bharu.

Price

\ Acceptance of millennial
generation to consume

Figure 1: Research framework of Factors that influence the acceptance of millennial generation
to consume traditional food in Kota Bharu Source: Rahman et al, (2018)

METHODOLOGY

Research Design

This research was done through quantitative design. As mentioned by Aliaga and Gunderson
(2006), quantitative research focused on gathering and examining numerical information by
utilizing techniques dependent on arithmetic. Quantitative research can be done by approaching
individuals for their view of perspective in a designed technique to create trustworthy
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measurements and realities (The Marketing Donut, 2009). The reviews from the respondents
were used as the essential information as the source to get data regarding the Factors that
influence the acceptance of millennial generation to consume traditional food in Kota Bharu.

Data Collection

This research was using questionnaire as an approach for gathering the primary data. It focused
on the hand on original data that has been collected firstly and data has not been published (Burns
& Bush, 2010). The sources for the primary data are experiment, survey, questionnaire, interview
and observation (Syed, 2018). A bilingual questionnaire was prepared to make sure the
respondents understand the research questions and answer accordingly. The questionnaire
developed was mostly related to the basis of the research objectives and research questions.

The researchers had decided to use guantitative technique in carrying out the research.
Quantitative technique can be defined as a method that focuses to define numbers through order
so that it can draw conclusions about the research subjects and objective measurements. This
guestionnaire was divided into 3 sections where section A contained a demographic type of
guestions and it was designed to collect the basic information about the background of the
respondents. There is a total of 5 questions in the section A. Section B consisted of 10 Likert
scale questions. The questions were related to the acceptance of young people towards
consuming traditional food, while section C was divided into three subsections; family practice,
taste and price.

Sampling

The sampling method used in this study was the simple sampling based on Krejcie and Morgan
(1970) table. Based on, Zikmund (2003), the process of selecting a number through elements by
the population in order to obtain conclusion regarding the phenomenon of interest.

The size of the sample was chosen from the table by Krejcie & Morgan, 1970, where the
sample size of a given population can be determined. The statistic of the total number of students
in University Malaysia Kelantan was 9342 students. According to the table the sample size chosen
should be 370 students.
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Data Analysis

There were three types of data analysis used in this study namely frequency analysis, descriptive
analysis and reliability analysis. The data obtained was analysed by using Statistical Package for
the Social Science (SPSS).

FINDINGS

Based on the table of demographic, female respondents are the highest gender which is 69.73%.
Besides, age group of 21-30 years old is in the first place as they owned 99.10% and as for race,
Malay is leading with 68.91% compared to others. Next is the occupation where the highest choice
is student with 92.43% while average for getting information is leading by friends by 67.57%. The
results were such because the questionnaires were blasted mostly to students in Kota Bharu and
the general population are Malays.

Correlations

The acceptance of millennial generation to consume

Y traditional food
taste 461
family practice 431
price 423

a. Predictors: (Constant),

b. Dependent Variable: The acceptance of millennial generation to consume traditional food
c. Correlation is significant at the 0.01 level (2-tailed).

This research used the Pearson correlation analysis to determine the relationship between
the dependent variables and independent variables. This is to check whether the hypothesis for
this study was accepted or rejected. For the relationship between family practice and the
acceptance of millennial generation to consume traditional food, there was a positive correlation
and there was a significant relationship between family practice and the acceptance of millennial
generation to consume traditional food. So, H2 was accepted. There was a connection between
family practice and the acceptance of millennial generation to consume traditional food as the
correlation coefficient was 0.431 or 43.1 % and p-value is 0.000, which was lower than 0.01; It
can be concluded that family practice do influence the acceptance of millennial generation to
consume traditional food. Next, the relationship between taste and the acceptance of millennial
generation to consume traditional food had positive correlation and therefore, it was accepted.
There is a connection between taste and the acceptance of millennial generation to consume
traditional food as the correlation coefficient was 0.356 Or 35.6% and the p-value is 0.000. It can
be concluded that taste does influence the acceptance of millennial generation to consume
traditional food. So, H1 was accepted. Lastly, the relationship between price and the acceptance
of millennial generation to consume traditional food was positive correlation. There was significant
relationship between price and the acceptance of millennial generation to consume traditional
food and therefore H3 was accepted. There is a connection between price and the acceptance of
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millennial generation to consume traditional food as the correlation coefficient was 0.425 or 42.5
% and p-value is 0.000. Looking to the relationship among the variables, the study found that the
entire hypotheses in this study were accepted. The price was the strongest predictors of
knowledge among millennial generation to consume traditional food.

DISCUSSION & RECOMMENDATION

In any study there were bound to be limitations as the challenge to conclude an excellent research
process and it was the same in this research. It is critically important for researcher to be striving
to minimize the range of scope of limitations throughout the research process. There were a few
limitations in this study and one of it was the data collection method. As we all know in this year
(2020), Malaysia and other countries were hit by covid-19 pandemic. People were advised to stay
at home and spent less time outdoors. Because of that, researchers were facing problems in
distributing questionnaires face to face to respondents. Researchers can only distribute
guestionnaires online through Google forms. Respondents did not get so much information about
this study since the researchers could not explain in detail about the content of the questionnaire.
Many respondents were lazy to read carefully the content in the questionnaire and they just ticked
the answers without understanding the questions. Therefore, it was quite difficult to communicate
with the respondents to explain more about this research while conducting the survey. Other than
that, it was also difficult to get 370 respondents through Google Form. Most respondents did not
want to answer the questionnaire because they felt inconvenient to answer it through online. They
also felt that answering the questionnaire was a waste of their time. Moreover, using online survey
took a lot of time for the respondents to answer the questionnaire and this had made the process
of data collection delayed. The sample size of this research can be said small compared to the
number of peoples in Malaysia. There were only 370 respondents in this study. Researcher need
to open up to more respondents in some other states to get more accurate results. Other than
that, there was lack of previous studies in the research area. The issue being studied were not
something that happened in Kota Bharu area.

Therefore, the respondents did not show much interest in this study. They thought that all
young generations liked traditional food and there were no factors that influence them to consume
traditional food.

The recommendation for the future research is to ensure this study is not in the saturated
point with fewer limitations so that it would give improved results compared to these findings. In
line with the notion, the future research may consider on other method such as longitudinal study.
The longitudinal study method can get a better result as this longitudinal study is merely to get
the information from wider targeted respondents. Next, the future researcher is recommended to
expand the sample size and the populations in order to get more accurate and diverse outcome
of the study. This study was conducted only at UMK City Campus. It is recommended that future
researchers would perform similar research in different universities, states or even in Malaysia as
it will lead to a different outcome. In addition, in order to improve the quality of the data obtained,
the number of respondents can be expanded. To get an accurate result from larger amount of
responses, future researchers must take a longer duration for data collection time and analysis.
Furthermore, future researcher should consider using other method such as qualitative method.
Future researcher may gain deeper understanding about the acceptance of millennial generation
to consume traditional food via interview with the respondents. This will enable researcher to
know what the respondents think about the survey. Therefore, using qualitative method may get
different perspectives of the relationship between Family practice, Price and Taste towards the
acceptance of millennial generation to consume traditional food.
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CONCLUSION

In conclusion awareness in the millennial generation in defending and advancing the existence of
traditional food is very much needed. This is because traditional food is one of the most important
features to symbolize or be a landmark for a group or community such as race, religion and nation.
Traditional food is an expression of culture, history and a way of life. While we live in a globalizing
world, different dietary habits exist between countries (Slimani et al. 2002). Traditional foods
referred to as foods eaten for several years, containing all indigenous food plants cultivated in the
area or locality (European Union, 2007). But millennial generations nowadays are aware about
the importance of healthy eating, but still fail to make this knowledge as important as they are.
Millennial generation have their own taste of choice in their diet whether they want to choose fast
food or healthy food. Because of that, youngsters need to get exposed about traditional food.
However, through this study, it was found that the matter is only a small percentage because it
can be seen that many of them still know and like to know about this traditional food. Through the
variables highlighted in this study, almost all of them still know the types and flavours of each Kuih
Muih. There are also those who know the ingredients used to produce traditional Kuih Muih. This
was also aided by the initial exposure from the family about this traditional Kuih Muih.
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ABSTRACT

Consumers are moving towards green consumerism and shifted their preference for green
packaging especially for packed or ready-to-eat-foods. However, in Malaysia, Hawkers prefer to
use plastic packaging in their daily business. Thus, this study explored the factor affecting and
Influencing hawker’s behavioural intention to use green packaging at Pasar Payang. The data
was collected through questionnaire. 278 respondents in Pasar Payang completed answering the
guestionnaire which consisted of 40 questions. The collected data were then complied by using
the Software Package for Social Sciences version 25.0 (SPSS). The SPSS help to carry out the
reliability test, descriptive analysis and Pearson correlation analysis. The finding from the study
revealed that there were three independent variables (attitudes towards green used, attitudes
towards environment and price of green packaging) had significant relationship to the dependent
variable (intention to use green packaging). Therefore, the highest Pearson Correlation value was
0.988 that represented positive attitudes towards green used.

Keywords: Green packaging, hawker, environment, intention, behavior

INTRODUCTION

Plastic has been used worldwide for a variety of functions and uses. But, uses of the plastic
packaging can be detrimental to human health and can cause natural disasters such as flash
floods (Mustafa, 2018), Plastic also affected the soil and water because it is nearly impossible to
decompose (Elkins, 2019) and breakdown completely (Jeremiah, 2009). In addition, the
widespread use of plastic has caused garbage dumping uncontrollable and will affect the public
view.

As a continuous effort to move the society towards green consumerism, a new trend of
combining green and packaging is being introduced in Malaysia (Zakersalehi, 2012). However,
the plastic packaging is still frequently used by the hawkers or small business operator due to the
cheaper price. As stated by the British multinational Symphony Plastics Ltd (2009), another
reason the hawkers prefer to use plastic packaging because it is more durable to protect food,
strong, lightweight, not take up more space, easy to carry and can pack variety of food.

In line with the notion, the uncontrollable usage of plastic is bad for the environment and the
hawkers must be aware of the impact from abusing the usage of plastic bags. The business sector
needs to consider green packaging as one of the company’s competitive strategies (Tuwanku,
Rohman & Rofig 2018). The Malaysian government also emphasis on the business operators not
to use plastic bags and if the consumers still want the plastic, the business operator have the right
to charge the consumers RM 0.20 per plastic. According to Zailani, Shaharudin, Govindasamy,
Ismail (2015), the green packaging can bring benefit to the firm operation, as well as economic,
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social and environment. The use of green packaging is more environmentally friendly, harmless
to human, recyclable, generate fewer toxic substances, least wastage (Nimse et al., 2007) and it
is one of the factors to resolve the environmental pollution via plastic bags. By using eco-friendly
packaging, it helps to improve sales, develop sustainable supply chain and also allows
manufacturers to reduce its packaging cost, increase image of the company’s brand, reduces
impacts towards the global environment, and transforming the human’s consuming approaches
for fast moving consumer goods (Cuthbertson & Piotrowicz, 2011, p. 601).

The understanding of consumer behaviour towards green packaging is still new and the
study of attitude and behaviour towards green product is lacking (Lizawati Aman et al., 2012).
Moreover, Green marketing in Malaysia is not successful due to the absence of the information
on green purchase intention and behaviour among citizens (Chen & Chai, 2010). Acknowledging
this limitation, therefore, this study was aimed to investigate the hawkers’ behavioural intention to
use the green packaging in their daily business at the Pasar Payang Kuala Terengganu,
Terengganu Malaysia.

To get more views and explanations of this study, researchers had outlined some of the
objectives of the study as below. There are three objectives of this research:

1. To analyze the relationship between hawkers’ attitudes and the intention to use green
packaging.

2. To analyse the relationship between attitudes towards the environment and the intention
to use green packaging.

3. To analyze the relationship between the price of green packaging and the intention to use
green packaging.

Significance of the Study
Hawkers

The research conducted was important to the hawkers to know the importance of green packaging
and revealed to them why we should use green packaging. The study was expected to help
hawkers to understand the potential of green packaging, to identify trends in the use of green
packaging in business and to raise awareness among hawkers in green packaging use.

LITERATURE REVIEW

Green Packaging

Green packaging is related to passing on an obligation towards practicality or maintainability,
environmental actions of organization and green characteristics in the marketplace or commercial
centre (Ghodeswar and Kumar, 2014). Green packaging is the support and use of packaging
which result in improving the sensibility and manageability of items (Kumar, Agarwal and Singh,
2017). As indicated by (Tuwanku et al., 2018a), green packaging incorporates three primary
characters namely limiting the utilization of difficult to-break down packaging, utilizing a packaging
with low energy consumption and utilizing the environmental packaging. The issue of green
packaging is often used to show the organization’s duty to support ecology and to build a brand
name (Tuwanku et al., 2018a).
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Green Purchase Intention

The intention is to capture the motivating factors that influence human behaviour; they show how
much effort people put into making a plan for exercise or how difficult it is for people who are
willing to do it (Ajzen 1991). In general, once individuals have a stronger intention to have
interaction in behaviour, a lot of possibilities ought to be its performance.

When a customer decides to purchase a product, they mean purchasing intention
dependent, Dodds, Grewal and Monroe (1991). In addition, certain factors that will influence the
behaviour of a person who uses a product or service will result in the purchase intention of the
consumer. Assuming the readiness of the person to acquisition a certain product is high when the
intention to purchase is higher. (Schiffman&Kanuk, 2000; Dodds et al., 1991).

Attitudes toward Green Purchase

The act of purchasing green packaging that benefits the natural environment from consumer
recognition can be depicted as a green purchase (Mainieri, Barnett, Valdero, Unipan and
Oskamp, 1997). Consumer purchase green packaging to limit and minimize the effect of harmful
environment by securing natural resources, diminishing vitality and waste use and improving
health and safety. However, Soonthonsmai (2001) stated that green purchasing intent is strongly
correlated with age and income apart from education.

In the same way, attitude toward green packaging is linked to personal knowledge and experience
in both direct and indirect way. Knowledge is an individual’s personal ability to learn the facts and
information about a specific product and to what extent consumer knows the details (Karatu,
2015). Knowledge of product value includes consideration, selection, organization and
comparison. In addition, health awareness is the knowledge which evaluates the scale of
willingness to take healthy actions.

Attitude toward the environment

Attitudes refer to the wanted and unwanted assessments made by people or certain behaviours
as described by Ajzen (1991). This is because, attitude influence intention, most desire is attitude,
greater desire and intention to engage in certain behaviours (Tarkiainen&Sundqvist, 2005). The
environmental value depends heavily on the extent of comprehension, knowledge, perspective,
value and actions (Mansaray and Abijoye, 1998). The price factor is a key aspect of avoiding
people buying green product where they are environmental-friendly.

Price of green packaging

Price plays a key role in determining buying decisions for consumers. Price can be determined
by how much money the user is prepared to pay for the product. Consumer prefer to purchase
the product at reduced prices for the best deals. Price is one of the key factors of consumer buying
intention for green packaging (Agyeman, 2014; Chen and Chai 2010; Kong et al., 2014). Green
packaging products are known on the market as high-priced products because they are safe, high
quality, not harmful to nature and environmentally friendly (Jaafar 2012; Sharaf et al, 2015;
Nguyen and Gizaw 2014). Rokka and Uusitalo (2008) demonstrated that consumers with high
incomes had chosen to buy environmentally friendly products because of safety reasons.
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Research Hypothesis

In this study, there were three hypotheses to find out whether there are any relationship between
dependent variable and independent variable.

H1: There is a significant relationship between hawkers’ attitudes towards intention to use green
packaging.

H2: There is a significant relationship between attitudes toward the environment intention to use
green packaging.

H3: There is a significant relationship between the prices of green packaging towards the intention
to use green packaging.

Research Framework

A research framework has been constructed to investigate the connection between hawkers’
attitudes towards intention to use green packaging, attitudes toward the environment intention to
use green packaging and the price of green packaging towards the intention to use green
packaging.

Independent Variable Dependent Variable

ATTITUDE TOWARD GREEN USED

Adapted from - Chan (2001)

H1 | INTENTION TO USE GREEN
ATTITUDES TOWARD THE ENVIRONMENT " PACKAGING

>
Adapted from - Lee (2008) Adapted from - Michaelidou &

H Hassan (2008)
PRICE OF GREEN PACKAGING /

Adapted from- Wanniayake and Randiwela
(2008)

Figure 1: Research framework of factor affecting that influence sellers behavioral intention to
use green packaging
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METHODOLOGY

Research Design

This study used the quantitative method for the data collection. Quantitative analysis was used to
gather empirical data and conduct mathematical or statistical analysis. Quantitative research that
use sampling techniques and send online survey to gather data from respondents, the
guestionnaires and findings can be represented in numerical form.

Data Collection

In the first stage, the data collection used in this study was primary data which was the original
data. In this study, the questionnaires were used to reduce cost and often have standardized
answers that make it easier to compile the data.

The second stage of data collection was a fieldwork. Sets of questionnaires were
distributed to the hawkers at Pasar Payang, Terengganu to collect the data. The questionnaires
were prepared in English and Malay language. In this study, the researchers were using online
Google form to collect data because of pandemic covid-19. The researcher sends online survey
to gather the data from respondents. The questionnaire was divided into two sections where the
first section (section A) was a section related to information on demographic questions such as
gender and age of the respondents. Next, is section B where researchers asked for information
on factors that affected the seller’s intention to use green packaging.

Sampling

The sampling method used in this study was a probability sampling, which was a simple random
sampling. Researchers had picked random respondents among hawkers in Pasar Payang,
Terengganu to answer the questionnaire and collect data. There were 1000 population of hawkers
in Pasar Payang, Terengganu (Norhaspida Yatim, 2019) and the sample size of 278 respondents
were randomly selected by the researches. However, researchers faced difficulties in
disseminating and gathering respondents as researchers must prioritize safety due to covid-19.
Therefore, we used the sampling snowball method.

An online structured questionnaire was created using a Google form, with details of the
agreement attached to it. Google form was given to the respondents and the respondents were
asked to spread the survey to more hawkers in Pasar Payang. By so doing, the survey questions
were spread faster. Because it is environmentally unsafe, ( Singh & Pandey, 2018, p.223 )
explained in their research study entitled, "The determinants of green packaging that influence
buyers’ willingness to pay a price premium and using snowball technique is able to reach
prospective respondents accurately.

In this study, researchers had conducted snowball sampling while facing the covid19
pandemic. Researchers were taking steps to break the covid-19 pandemic transmission network.
While conducting the research, we had to follow Malaysian Government guidelines to reduce or
lessen face-to-face communication, home isolation and followed the restrict movement control
order. In achieving reliable and valid sample of this study, the researchers used the equation from
Krejcie & Morgan (1970) to determine the sample size. The formula is shown as below:

Iihl'p(l - ﬂ)'

S= AN -0+ X% —p)
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n = sample size

N = population size

e = the degree of accuracy expressed as proportion (0.05)

x2= chi-square of degree of freedom 1 and confidence 95% (3.841)
p = proportion of population (if unknown, 0.5)

Data Analysis

There were three data types of data analysis used in this study, that were frequency analysis,
descriptive analysis and reliability analysis. The data obtained was analysed by using Statistical
Package for the Social Science (SPSS).

FINDINGS
Table 1: Profile of Sample

Relsjggpildeent Classification Frequency (N=278) Percentage (%)
Gender Male 186 66.9
Female 92 33.1
Age 25-35 years old 161 57.9
36-45 years old 65 23.4
46-55 years old 45 16.2
56 years old and above 7 2.5
Education Bachelor’'s degree 130 46.8
background
Diploma 51 18.3
Secondary 85 30.6
Primary 12 4.3
Race Malay 257 92.8
Chinese 13 4.7
Others 7 2.5
Type of business Sell Food 127 45.7
Sell Drinks 31 11.2
Sell fruits 16 5.8
Sell Vegetable 20 7.2
Sell clothes 48 17.3
Other 36 20.0

Table 1 show 278 respondent. There is 66-9% male, 57.9% 25-35 years old, 46.8% bachelor’s
degree, 92.8% Malay and 45.7% sell food.
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Table 2: Mean, Standard Deviation of items and subsections (n=278)

Subsection Items Mean SD
Attitude toward green Innovative image 4.25 0.831
used easy to carry 4.66 0.575

unigue shape 3.93 0.990
packaging with product label 4.56 0.683
realise benefit green packaging 4.34 0.802
not buy product 3.47 1.075
when choose 2 products prefer green 4.06 0.899
green or plastic packaging no problem 3.62 1.126
prefer green compare plastic 3.97 0.863
have favourable attitude 4.05 0.834
subsection mean score 4.09 0.512
Attitude toward aware benefit of green packaging on environment 4.41 0.731
environment choose company with certificate 4.05 0.880
avoid buying product from irresponsible company 4.06 1.049
believe in green packaging manufacturing company 4.33 0.799
preserve & protect environment our priorities 4.59 0.607
GP help improve environmental responsible 4.50 0.701
look for evidence before buying product 3.96 1.015
prefer GP because environmental issue increase 4.33 0.813
Green packaging good for environment 4.54 0.684
want to see less waste generated 4.35 0.756
subsection mean score 4.31 0.559
Price of green Price remains same 4.41 0.717
packaging pay more on green packaging 3.85 1.032
show concern on environment 3.91 0.983
less expensive 4.38 0.815
has enough informative instruction 4.19 0.827
packaging made from safe material 4.37 0.767
always purchase green packaging 3.79 0.947
buy product of a brand i don’t know 3.94 0.972
proud to use green packaging 3.97 0.935
willing to buy green packaging even expensive 3.76 1.018
subsection mean score 4.06 0.618
Intention to use green willing to go out to obtain green packaging 3.97 0.863
packaging my personal goal is to use green packaging 4.00 0.000
make effort to use green packaging 3.61 1.124
have thought on use green packaging 5.00 0.000
subsection mean score 4.15 0.516
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Table 2 summed the mean score attained as of a descriptive analysis. Overall mean score and
standard deviation of variables and sub variables were designed based on 6-point Likert scale
(1=strongly disagree to 6=strongly agree). Of the 4 subsections, the subsection of “attitude toward
environment” (mean=4.31, SD=0.559) scored the highest indicating that hawker’s intention to use
green packaging. From this result, it may specify that the respondents believe that the
environment condition give impact to the hawker’s behaviour. The subsection “attitude toward
green used” (mean=4.09, standard deviation=0.512 is the second factor affecting that influence
hawker’s intention to use green packaging. In addition, the subsection of “price of green
packaging” (mean=4.06, SD=0.618) scored the third factor affecting that influence hawker’s
intention to use green packaging.

Table 3: relationship testing and discussion of result

Hypothesis Result Finding of data
analysis
H1: there is a significant relationship among r=0.988 H1: Accepted

attitudes toward green used and intention to use

green packaging. p =0.000

strong positive

H2: There is a significant relationship among r = 0.666 H2: Accepted
attitudes toward the environment and intention to

) p= 0.000
use green packaging.
moderate
positive
H3: There is a significant relationship among the r=0.638 H3: Accepted
price of green packaging and intention to use _
. p = 0.000
green packaging
moderate
positive

Table 3 shows the attitude toward green used (r=0.988) is significant related intention to
use green packaging. Therefore, attitude toward green used has a strongly positive relationship
that influence hawker’s intention to use green packaging. Hence, H1 which is to measure the
relationship between attitudes toward green used and intention to use green packaging accepted.
Respondents also indicated that they would prefer green packaging compared to plastic
packaging. It was also reported that respondents chose green packaging because they were
aware of the benefits of the product. This finding was relevant to the previous research by G.
Madushankac & V.R. Ragel (2016) which shows the attitude of consumers representing what is
liked and disliked by consumers and consumer’s decisions were based on their attitudes.

The attitudes toward the environment (r=0.666) is significant related intention to used green
packaging. Therefore, attitude toward the environment has moderate positive relationship that
influence intention to use green packaging. Hence, H2 which is to measure the relationship
between attitude toward the environment and intention to use green packaging accepted.
Therefore, this study has shown that respondents choose to use green packaging because they
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expect to see less waste generated. It is relevant to the previous researchers proved by G.
Prakash, et al. (2019). The product of green packaging is a new innovation to accomplish a
balance of economic growth and ecological development (Martinho et al., 2015). Therefore,
companies today are taking initiatives to reduce their packaging waste (Mintel, 2018).

The price of green packaging (r=0.638) is significant related intention to use green
packaging. Therefore, the price of green packaging used has a moderate positive relationship
that influence intention to use green packaging. Hence, H3 which is to measure the relationship
the price of green packaging and intention to use green packaging accepted. . From the study, it
illustrates that most of the respondents were very willing to choose green packaging if the price
is reasonable with the product. According to previous research by S.D. Rajendran et al. (2019)
the price's biggest role in deciding to make purchase decisions. It also can be described as the
amount of money that they are willing to purchase for the products. Therefore, it is relevant to the
previous research by Agyeman (2014) which states that among the factors that influence the
intention of consumers to buy green packaging products is the price of the product.

DISCUSSION & RECOMMENDATION

For the future research, the researcher recommends several suggestions to further improve the
result of the study. First, to get more accurate data, you need to expand the study area, not only
focusing on 1 specific place. Second, to get more accurate information the researcher needs to
interview the respondents. This will be more effective because such technique will create more
accurate interaction and explanation from the respondents. Third, it is necessary to add
independent variables such as measuring the level of health consciousness or perceive consumer
effectiveness. This is to ensure that researches could obtain more accurate data result by knowing
the respondents’ sensitivity to the independent variables about the factors affecting hawker’'s
behavioural intention to use green packaging. Lastly, manufacturers need to offer reasonable
price of green packaging to traders because packaging prices will affect the price of products. So,
if the price of green packaging is high, it will cause traders to use plastic packaging.

CONCLUSION

In this study, three independent variables were tested which were attitude to use green packaging,
attitude towards the environment and price of green packaging. The findings had shown the
factors affecting hawkers’ behavioural intention to use green packaging. The more the hawkers’
knowledge of green packaging, the more they are aware of the use of green packaging products
(Karbala and Wandebori, 2012).
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ABSTRACT

The study examines customer satisfaction towards the dimension of service quality of fast food
restaurant, McDonald's in Pengkalan Chepa, Kota Bharu, Kelantan and to find out the relationship
between service tangibility, service reliability, service responsibility and service empathy with
customer satisfaction. A survey was conducted using questionnaire through Google Form,
involving 380 respondents who ever went to fast food restaurants, McDonald's in Pengkalan
Chepa. Descriptive and inferential analysis were used to analyse data obtained. Findings
revealed that the four variables are significantly related to customer satisfaction with the tangibility
showing moderate relationship and for reliability, responsibility and empathy showing high positive
relationship on customer satisfaction. The results are in line with previous researches whereby
the dimension of service quality is an important determinant affecting customer satisfaction.
Implication and recommendations were provided for future researchers in line with the study.

Keywords: McDonald’s restaurant, customer satisfaction, tangible, responsiveness,
reliability and empathy

INTRODUCTION

The hospitality industry has been marked by growing at an unprecedented rate. There has
increased focus on the hospitality industry as an industry of global dimensions. Today, the
hospitality industry is considered as a successful sector especially when there are more and more
consumers look at the quality not merely quantity. Service plays as a significant role in the
customer-oriented industry such as hospitality industry. It was argued that the service quality for
the hospitality industry was highly competitive in meeting customer satisfaction (Jeong and Oh,
1998).

The fast-food industry has come to be the primary provide sector whose internationalisation
and boom have growth to be vital (Woodman, 1980; Chaudhry, 1995). The fast-food industry like
McDonald's is the higher to grow rapidly and maintain a competitive advantage. Every McDonald's
restaurant focused on their offerings which they furnished to their customers for growing and
sustaining in the competitive market. For this reason, many advanced and progressive offerings
are furnished by the business enterprise due to the economic and plenty of advanced
technologies. The growth of the fast-food industry like McDonald's is important for the economy
of Pengkalan Chepa, Kelantan.

Customer satisfaction has associated with profitability and the great service (Cronin, Taylor,
1992; Anderson, Fornell & Lehman, 1994). The idea of customer satisfaction has been developing
over time. It is the technique of delight that permits the firm to boom its reputation correctly and
efficiently. So, service quality and customer satisfaction are the principle of the important thing
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elements of an organization. The employer that offers services quality excellent has satisfied
customers more than the firms that do not offer the great service quality for their customers
(Gilbert, Veloutsou, 2006; Gilbert, et.al, Goode and Moutinho, 2004). Studies are restrained and
do not provide an explanation for the great association among customer satisfaction and service
quality. To create a repetitive and satisfied customer, service quality is an important to play a
critical role. This research can assist the management of fast food restaurant McDonalds to
provide the excellent services to their customers via enhancing the service quality of dimensions.

Saporna, Claveria, and Accounting, (2019) proved that service quality is an important thing
for a successful eating place. When customers are happy with the services presented, the chance
of customers returning to the restaurant is excessive service quality can be measured by 4
dimensions which are tangible factors, responsiveness, reliability, and empathy. Customer is the
key function in any business, without customer it's hard to do business, and that's the fact (Khan,
Hussain, & Yagoob, 2013). Therefore, it is essential to involve paintings closely with customers
because they also can create a business through marketing ‘word of mouth'. As the quick meals
industry, McDonald's restaurants want to keep performance in their fashionable operations and
hold up with the quality in their services specifically. Many problems and issues are faced by that
fast food’s restaurants should face in running the business.

This aim of this study is to investigate the relationship between the dimensions of service
guality towards customer satisfaction. It will focus on the relationship of the four (4) independent
variables which are tangibles, reliability, responsiveness, and empathy with identified dependent
variable customer satisfaction.

There are four objectives of this research:

1. To determine the relationship between service tangibility and customer satisfaction in
McDonald's.

2. To determine the relationship between service responsibility and customer satisfaction in
McDonald's.

3. To determine the relationship between service empathy and customer satisfaction in
McDonald's.

4. To identify the best quality service of dimension perceived by customer satisfaction in
McDonald's.

Significance of the Study

The purpose of this study is to provide restaurant management insight on the importance of
service quality toward customer satisfaction. Besides that, this study will also beneficial for the
restaurateur, by providing a high quality of service for customers and thus will improve the image
of the restaurant and increase sales. In this study, the researchers also learned the basic skill of
how to conduct research. The researchers can understand more about the people in this area's
perception of service quality than McDonald’s restaurants provide.

LITERATURE REVIEW

Customer satisfaction

Past research has shown that customer satisfaction has been an issue of the best interest to
organizations of all market sectors such as including the airline industry, the hospitality, and
tourism industry, and the food service sector since the 20th century (Anderson & Sullivan, 1993;
Churchill & Surprenant, 1982). Therefore, customer satisfaction is also related to a person's
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feelings of pleasure or disappointment (Kotler and Keller, 2011: 144). Since the economic
exchange existed, customer satisfaction has the most important to be a success in business. So,
customer satisfaction is the most an import to every type of company to succeed in the market
their services and product especially famous companies like fast-food restaurants, McDonald's'
to make their customer always loyal to them.

Tangible

Raajpoot (2002) introduced the tangible service scale for measuring tangible elements of service
quality (Kukanja, Planinc, & Jakulin, 2020). Tangible is associated with the physical aspects of
fast-food restaurants where it involves the physical environment of fast-food restaurants,
providing complete physical layout and convenience to customers (Tat et al., 2011). Apart from
that physical fast-food restaurant also focuses on the equipment used to provide services and
instant food restaurant products to customers (Tat et al., 2011). Physical possibilities, equipment,
employees, appearance, and communicative commodity are among the tangible factors
(Esmaeilpour, Mohamadi, Rajabi, & Economics, 2016).

Responsiveness

Many researchers have proved that service responsiveness would influenced to customer
satisfaction. Azman and Yunan (2016) used responsiveness service which includes taking care,
feedback, priority, and urgent action to doing study tests then the researchers conclude that
responsiveness was significantly influenced to customer satisfaction. Next, according to Benjamin
et al. (2019), when the staff paid more attention and deal with customers greater with courtesy,
the results of the data analysis are proven that were positive change, and customers were glad
about the restaurant service. According to Namin (2017), the researcher observed that
responsiveness is the level of accuracy and velocity of service supplied, long waiting time might
purpose the customer experience unhappy or dissatisfied. In keeping with Majid et al. (2016)
concluded that the responsiveness of the personnel of the fast-food industry toward customers
has a significant impact on its emblem equity.

Reliability

Reliability refers to the ability of an establishment to offer service dependably and accurately. In
other words, reliability means that an organization delivers on its promises like about service
provision, pricing, delivery and problem solving (Jordaan & Prinsloo, 2001; Lee & Johnson, 1997,
Zeithaml & Britner, 2003). Previous studies found that the employee behaviour is most influential
factor in shaping customer’s satisfaction (Hennig-Thurau, 2004; Wall and Berry, 2007; Baker et
al., 2013). Accordingly, it is the customer’s dining experience in the restaurant that creates
customer satisfaction and intention to repurchase. In fast food restaurant, reliability may be
characterized by adherence to customer requests regarding the preparation of menu items,
reservations tables and accurate biling among others. Customers want to feel important and
understood by the employees on the organizations that provide services to them.

Empathy

An empathy dimension which is dictates that McDonald's restaurant must be able to put
themselves in the customer's situation. The empathy is a determinant of customer satisfaction,
the customer must get services that will make them believe that their outcomes to input ration are
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equal to that of other persons in the exchange (Oliver, 2010). Therefore, McDonald’s restaurant
also must be able to give undivided attention to the customer to every level of them, be available
at all times and be polite to ensure the customer's experience is memorable for giving the best
services for them. McDonald's restaurant for the empathy results related to customer satisfaction,
the positive word of mouth then ultimately leads to brand loyalty (Kasiri, Cheng, Sambasivan &
Sidin, 2017). As a result of that situation, customer satisfaction can be related to the quality of
services that McDonald gives for them.

Research Hypothesis
In this study, there were four hypotheses tested are:
H1: There is positive relationship between tangibility and customer satisfaction.
H2: There is positive relationship between reliability and customer satisfaction.
H3: There is positive relationship between responsiveness and customer satisfaction.

H4: There is positive relationship between empathy and customer satisfaction.

Research Framework

The research model used for this study is to investigate customer satisfaction toward the
dimension of services quality in fast food restaurant, McDonald's in Pengkalan Chepa, Kelantan.
Therefore, tangible, reliability, responsiveness and empathy to determine the customer
satisfaction in fast food restaurant, McDonald's in Pengkalan Chepa, Kelantan which is used in
this study to test the hypothesis as shown in Figure 1.

Tangible

Reliability

Customer Satisfaction

Responsivenes

N/

Empathy

Figure 1: Research framework for Customer Satisfaction toward Dimension of Services Quality
in Fast Food Restaurant, McDonald's.

Source: Determinants of Importance of Service Quality in Customer Satisfaction Adapted from
(A Study on Fast Food Restaurants) from Aftab, Sarwar, Sultan, and Qadeer (2016)

METHODOLOGY

Research Design

This study used the quantitative method to gain data through questionnaire via a google form.

The questionnaire was designed in bilingual languages namely with are Malay and English. The

aim of this study is to determine the relationship between service quality dimensions towards

customer satisfaction in the fast-food restaurant of Pengkalan Chepa, Kota Bharu, Kelantan. The
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guestionnaire is included 2 section, Section A is Demography totally 3 items while for Section B
is about independent variable and dependent variable got 27 items. There have a 5point Likert
with closed-ended questionnaire scales ranging from (1) "Strongly Disagree" to (5) "Strongly
Agree" used in measuring the variables.

Data Collection

In the first stage, pilot testing was conducted with 10 respondents to test the reliability as a
fieldwork. A set of questionnaires was distributed to the 380 respondents to collect the data via
Google Form through social media platform. Questionnaires were answered by customers of
McDonald Pengkalan Chepa, Kelantan and students of University Malaysia Kelantan. After the
respondent answered, the results can be seen immediately and can be done directly using
Microsoft Excel.

Sampling

The sampling technique in this research is non-probability sampling which is convenience
sampling. Convenience sampling is selecting participants as they are often ready and easily. It
appears to be a preferred student sampling technique, as it is cheap and a simple choice
compared to other sampling techniques (Ackoff, 1953).

Data Analysis

All the data collected through the self-administered questionnaire were analyse using the
statistical package for social sciences (SPSS) version 25 and the required measures were taken.
SPSS is one of the best and most appropriate programs to run the analysis with the acquired data
(Raduzzi & Massey, 2019). Therefore, the researcher using t-test analyse of variance and
regression analyses to determine if there were significant differences in customer satisfaction
towards dimensions of service quality of fast-food restaurants.

FINDINGS

Profile Sample

There are 380 respondents were selected and male represented 28.16%, while the majority of
the respondents involved in this study's questionnaire survey are female represented 71.84%.
Most of them who went to McDonald's in Pengkalan Chepa, Kelantan are Malay respondents
represented 63.95%. Another race is selected in the questionnaire survey which is Chinese
represented 19.74%, Indian represented 9.74 and others represented 6.58%. Besides, 61.05%
of respondents went to McDonald's restaurant are below 8 times, 25.26% of them went to
McDonald's are between 8 to 15 times while 13.68% of respondents went to McDonald's are
above 16 times. Therefore, the majority of the respondents who went to McDonald's are below 8
times.
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Analysis of Customer Satisfaction towards The Dimension of Service Quality of Fast Food
Restaurant, McDonald’s.

Independent variables:

Responsiveness score the highest (mean=4.11, SD=0.68) indicating that responsiveness
determines the level of customer satisfaction since respondents agreed with most of the items.
Respondents agreed that McDonald's restaurants always provided prompt and accurate service
for the customers is authentic (mean=4.18, SD=0.63). The respondents agreed that the
employees informed the customer on the waiting time required until time to serving (mean=4.13,
SD=0.69) and they also agreed that the employee knew to answer the customer's question
(mean=4.12, SD=0.66). Then, the respondents also agreed that the employees were ready to
help (mean=4.11, SD=0.69) and the employees can introduce and explain the menu
professionally (mean=4.08, SD=0.68). Meanwhile, the employees who handled the complaint
promptly scored the lowest (mean=4.03, SD=0.75). For the previous studies, the researchers
have done by Rousta and Madani (2010), Ryan et al (2013) also confirmed the result of the test
that responsiveness is important to customer satisfaction.

Reliability scored second (mean=4.09, SD=0.73). Respondents agreed that they got the
food ordered correctly (mean=4.22, SD=0.60). Respondents also agreed that they can claim if
there are wrong orders (mean=4.15, SD=0.72) and employees gave fast responses when
customers asking for a menu (mean=4.10, SD=0.69). Then, respondents agreed that the services
in McDonald's were fast (mean=4.04, SD=0.75). Meanwhile, not waiting too long to get the order
to counter the lowest scored (mean=3.94, SD=0.83). The finding is in line with previous research
by Oyewole (1999) supporting the fact that when they order food, fast services are a significant
point for customers. Abdullah and Rozzario (2009) suggested that satisfaction would be high if
the standard of service is high.

Empathy scored third (mean=4.08, SD=0.73). Respondents agreed that McDonald's is
constantly updating their online applications to make it easier for the customer to use the services
they provided (mean=4.18, SD=0.67). Respondents also agreed that the employees helped them
well and sincerely (mean=4.11, SD=0.71). Then, respondents agreed that the employees gave
good service to the customer (mean=4.06, SD=0.76). Meanwhile, the employees were always
friendly and smile at customers scored the lowest (mean=3.69, SD=0.84). The results of a
previous study by Sajadi and Rizzuto (2013) who stated the interesting experience that customers
want when they eat in a restaurant, the restaurant can make the heart happy. Lee et al., (2009)
and Nezekati et al.,(2011) stated that if a user has an experience that makes the customer feel
satisfied, such as getting friendly treatment in fast food, it can attract the customer to always come
to the fast-food restaurant.

Tangible scored the lowest among the other variables (mean=4, SD=0.84). Specifically,
respondents agreed that an easily readable menu (mean=4.24, SD=0.63) and the restaurant was
comfortable (mean=4.14, SD=0.64). The respondents also agreed that adequate availability of
sauces, tissues, and cutlery (mean=4.05, SD=0.72). Next, the respondents agreed that the
restaurant environment was clean, and the employees were neat in their appearance (mean=4,
SD=1,0.67). Then, the respondents agreed that the physical facility like table and chair were
adequate (mean=3.85, SD=0.96) and also parking availability (mean=3.66, SD=1). Meanwhile,
the clean restroom is scored the lowest (mean=3.53, SD=1). The findings are in line with previous
research by Malik (2012) & Bhattacharya (2011) added the customer perception about the quality
of service provided can improve the image in fast-food restaurants. Hidayah (2009) also states
that the better of the image a restaurant to the customer satisfaction.
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Dependent variable:

The level of customer satisfaction scored (mean=4.20, SD=0.65). Respondents strongly agreed
that they liked the products and services provided by McDonald's (mean=4.25, SD=0.64) and
also, they were satisfied with the products and services provided by McDonald's (mean=4.20,
SD=0.61). Then, the respondents agreed that good service was provided by McDonald's to give
their customer's satisfaction. Surprisingly, respondents were happy with the customer-friendly
service provided by McDonald's (mean=4.16, SD=0.72). In the past research by Hansemark and
Albinsson (2004), attitudes toward customer service providers, or emotional responses to
differences between what customers expect and what they get, indicate customer satisfaction in
general.

Relationship between tangible, reliability, responsiveness, and empathy on customer
satisfaction towards McDonald’s.

The result of Pearson’s Correlation indicates that tangible and customer satisfaction 0.630, which
indicated a weak linear relationship. Following reliability and customer satisfaction showed a low
coefficient value of 0.722 indicating a positive linear relationship. Then, responsiveness and
customer satisfaction showed 0.792, which indicated a strong linear relationship. Meanwhile,
empathy and customer satisfaction showed 0.768 indicating a moderate linear relationship. All
four variables positively correlated to customer satisfaction and significant since p<0.05.

H1: There is positive relationship between tangibility and customer satisfaction.

Tangible is an important part of the quality services on customer satisfaction. Heung (2000) and
Khan (2013) also stated that tangible has a positive impact on customer satisfaction in a fast-food
restaurant. Similarly, Qin (2009) maintained that the tangibles of fast food restaurant directly
impact the customer's experiences and on its services.

H2: There is positive relationship between reliability and customer satisfaction.

The present study shows similarity to the past research that reliability is significant at the 0.05
level with the low coefficient value. Factor has a weak influence on customer satisfaction.
Similarly, Bourgoure and Neu (2010) claimed that the level of customer satisfaction and the
reliability of service in a fast-food restaurant has a low relationship. Besides, the research result
of Agbor (2011) showed that the level of customer satisfaction depends lightly on the reliability of
the service quality sector.

H3: There is positive relationship between responsiveness and customer satisfaction.

The result of the third hypothesis is supported by the high positive value with customer
satisfaction. The previous studies of responsiveness, responsiveness will be the most important
dimension in customer satisfaction-based services (Chanak, Wijetarne & Achcuthan, 2014).
Therefore, researchers also identified that different types of service providers will have a different
level of responsiveness (Bihamta, Jayashree, Rezaei, Okumus & Rahimi, 2017).
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H4: There is positive relationship between empathy and customer satisfaction.

The hypothesis for the empathy result is showing a positive relationship between customer
satisfaction in the previous study by Junaib Aftab, Huma Sarwar, Qurrat-ul-ain Sultan & Maryam
Qadeer (2016). Furthermore, the outcome of this research also matches with the result of
previous Lee (2005).

DISCUSSION & RECOMMENDATION

Discussion for this research is based on the data collection from, the population of customers of
McDonald's in Pengkalan Chepa who were selected for the survey. According to the data in this
review, the objectives of the study are based on the framework such as the dependent variable
and independent variables. Therefore, the most elevated data hypothesis of Pearson’s
Correlation Coefficient relationship to the dependent variable with customer satisfaction toward
fast-food restaurants between the tangible, reliability, responsiveness, and empathy variables
results are 0.630, 0.722, 0.792 and 0.768 respectively. Besides, there are several suggestions
can be taken by future researcher which relevant the customer satisfaction towards the dimension
of service quality of fast food restaurant, McDonalds in Pengkalan Chepa, Kota Bharu, Kelantan.
Then, the data has been collected in the area of Kelantan and only focusing at the McDonalds
that located in area Pengkalan Chepa. Therefore, in the future researchers can carry out a new
study which focus on all McDonalds in area Kelantan and others Malaysian states such as
Terengganu, Pahang, Kuala Lumpur, Sabah and Sarawak.

CONCLUSION

In conclusion, this research was conducted in order to determine the relationship between service
guality dimensions towards customer satisfaction in the fast-food restaurant of Pengkalan Chepa,
Kota Bharu, Kelantan. As mentioned, the total number of 380 questionnaires were answered by
380 respondents through google form. Overall, the result showed that there is positive significant
relationship between the dimensions of service quality which are tangibles, reliability,
responsiveness, and empathy with customer satisfaction. Therefore, the objectives of this study
are achieved.

REFERENCES

Aftab, J., Sarwar, H., Sultan, Q.-u.-a., & Qadeer, M. (2016). Importance of service quality in
customer satisfaction (A study on fast food restaurant). Entrepreneurship and Innovation
Management Journal, 4(4), 161-171.

Ahmadinejad, B. (2019). The Impact of Customer Satisfaction on Word of Mouth Marketing (Case
Study: Bamilo Online Store)

Akhtar, D. M. I. (2016). Research Design. Research in Social Science: Interdisciplinary
Perspectives.

Akoglu,H.  (2018). User's guide to correlation coefficients. Retrieved from
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6107969/

Anderson, E. W., Fornell, C., & Lehman. D. R. (1994). Customer satisfaction, market share, and
profitability: Findings from Swesen. The Journal of Marketing, 53-66.

160


https://www.ncbi.nlm.nih.gov/pmc/articles/PMC6107969/

Anderson, E. W., Fornell, C., & Rust, R. t. (1997). Customer satisfaction, productivity, and
profitability: Differences between goods and services. Marketing science, 16(2), 129-145.

Anesthesia & Analgesia (2018). Volume 126-Issue 5-p 1763-1768 Correlation Coefficients:
Appropriate Use and Interpretation

Asiamah, N., Mensah, H. K., & Oteng-Abayie, E. F. (2017). General, target, accessible population:
Demystifying the concepts for effective sampling. The Qualitative Report, 22(6), 16607-
1622.

Azman Ismail, & Yunan, Y. S. M. (2016). Service quality as a predictor of customer satisfaction
and customer loyalty. LogForum, 12(4), 269-283.

Benjamin, Sirilak, Fernando, & CL, M. S. (2019). Improving service quality of the restaurant staff:
a case study of Deutsches Eck Pub & Restaurant. International Research E-Journal on
Business and Economics, 2(1).

Ceil, C. (2017). Services Quality and Branding Strategies at McDonalds.
Chaudhry, R. (1995). Lessons from abroad, Restaurant and Institutions, 105(13), p.30.

Chege, C. N., Wanjau, K., & Nkirina, S. (2019). Relationship between empathy dimension and
customer satisfaction in the insurance industry in Kenya. International Journal of Research in
Business and Saocial Science (2147-1178), 8(6), 357-366.

Cronin Jr, J. J., & Taylor, S. A. (1992). Measuring service quality: A reexamination and extension.
The Journal of marketing, 55-68.

Esmaeilpour, M., Mohamadi, Z., & Rajabi, A. (2016). Effect of dimensions of service quality on
the brand equity in the fast food industry, Studies in Business and Economics, 11(3), 30-46.

Faber J, Fanseca LM (2014). How sample size influences research outcomes. Dental Press J
Orthod, 19(4):27-9. DOI.

Gilbert, G. R., & Veloutsou, C. (2006). A cross-industry comparison of customer satisfaction.
Journal of Services Marketing, 20(5), 298-308.

Gilbert, G. R., Veloutsou, C., Goode, M. M., & Moutinho, L. (2004). Measuring customer
satisfaction in the fast food industry: A cross-national approach. Journal of Services
Marketing, 18(5), 371-383.

Green, H. E. (2014). Use of theoretical and conceptual framework in qualitative research.Nurse
research, 21(6).

Hidayat, A., Adanti, A. P., Darmawan, A., & Setyaning, A. N. J. I. J. O. M. S. (2019). Factors
Influencing Indonesian Customer Satisfaction and Customer Loyalty in Local Fast-Food
Restaurant. 11(3).

Hinson, R., Mohammed, A., & Mensah, R. (2006). Determinants of Ghanaian bank service quality
in a universal banking dispensation. Banks and Bank Systems, 1(2), 69-81.

Jon Zamboni (2018), What is the meaning of sample sizes. Probability & statistic.

Khan, S., Hussain, S. M., & Yaqoob, F. J. S. C. B. (2013). Determinants of customer satisfaction
in fast food industry a study of fast food restaurants Peshawar Pakistan. 6(21), 56-65.

Konting, M. M., Kamaruddin, N., & Man, N. A. (2009). Quality Assurance in Higher Education
Institutions: Exit Survey among University Putra Malaysia Graduating Student. International
Education Studies, 2(1), 25-31.

161



Kothari, C. R. (2004), Research Methodology: Methods and Techniques (2" Ed). New Delhi: New
Age International limited.

Krejcie and Morgan (1970). Educational and Psychological Measurement 1970, 30, 607-610.

Kukanja, M., Planinc, T., & Jakulin, T. J. J. |. J. F. Q. R. (2020). Restaurant Managers’ Perception
of Services Quality: The Mediating Role of Restaurant size and seating capacity. 14(1).

Langkos, S. J. U. O. D. (2014). Chapter 3: Research Methodology: Data collection method and
Research tools.

Mabhidin, D. S. (2019). Laporan Sosiekonomi Kelantan. Kelantan: Jabatan Penerangan Malaysia.

Majid, E., Zahra, M., & Rajabi, A. (2016). Effect of dimensions of service quality on the brand
equity in the fast food industry. Studies in Business Economics, 11(3), 30-46.

Mondurailingam, M., Jeyaseelan, V., & Subramani, A. J. Z. I. J. O. M. R. (2015). Comparative
study on customer satisfaction towards KFC and McDonalds, Chennai, 5(6), 50-62.

Mukaka, M. M. (2012). Statistics corner: A guide to appropriate use of correlation coefficient in
medical research. Retrieved from

Namin, A. (2017). Revisiting customers’ perception of service quality in fast food restaurant.
Journal of Retailing and Consumer Services, 34, 70-81.

Nguyen, Q., Nisar, T. M., Knox, D., & Prabhakar, G. P. J. B. F. J. (2018). Understanding customer
satisfaction in the UK quick service restaurant industry.

Qin, H., & Prybutok, V. R. (2008). Determinants of customer-perceived service quality in fast-food
restaurants and their relationship to customer satisfaction and behavioral intentions. The
Quality Management Journal, 15(2), 35.

Raduzzi, A., & Massey, J. E. J. A. J. O. M. M. (2019). Customer satisfaction and brand loyalty at
McDonalds Maroc. 11(3), 21-34.

Rajendran, P. (2019). Analysis of impact of service quality on customer satisfaction on fast food
industry, case study of Eddie Rockets, Ireland (Doctor dissertation, Dublin Business School).

Retrieved from https://www.statisticshowto.com/cronbachs-alpha-spss/

Saporna, G. C., Claveria, R. A. J. A. J. O. E., Business, & Accounting, (2019). Service Quality
Dimensions as Correlates of Customer Satisfaction and Behaviour Intentions: The Case of
Fast Food Restaurant in Subang Jaya, Selangor, Malaysia. 1-10.

Sekaran, S. (2003). Measurement: Scaling, reliability, validity. Research methods for business: A
skill building approach.

Stank, T. P., Goldsby, T. J., & Vickey, S. K. (1999). Effect of service supplier performance on
satisfaction and loyalty of store managers in fast food industry. Journal of operation
management, 17(4), 429-447.

Stephanie (2020). Cronbach’s Alpha: Simple Definition, Use and Interpretation.

Taherdoost, H. (2016). Sampling methods in research methodology; How to choose a sampling
technique for research. How to choose a Sampling Technique for Research.

Tat, H. H., Sook-Min, S., Ai-Chin, T., Rasli, A, Hamid, A. A. J. I. J. O. B., & Science, S. (20110.
Consumers’ purchase intentions in fast food restaurant: An empirical study on undergraduate
studies. 2(50), 214-221.

162



Understanding on The Factors Causing Household Food Waste at
Three Urban Areas in Peninsular Malaysia

Afidatul Al-Ahmadi, Hanis Hassan, Mastura Meri, Ng Mei Kei, Nur Hafizah Muhammad

Faculty of Hospitality, Tourism and Wellness, Universiti Malaysia Kelantan
Corresponding email: hafizahm@umk.edu.my

ABSTRACT

Food waste is defined as thrown away food and not fit for human consumption; whether it has
been preserved or allowed to decay after it has expired. Food waste has caused major
environmental impact such as pollution of air and soil pollution through the incarnation and
decomposing processes. Previous studies recorded that households’ food waste were more than
other sources, in condensed populated places. Therefore, the study aims to investigate the
understanding on the factors causing household food waste in three urban areas on Peninsular
Malaysia. There were 384 respondents who participated in this study which had been conducted
through social media such as Instagram, Facebook, WhatsApp, E-mail, We Chat and others. This
study focused on household food waste in three urban areas in Peninsular Malaysia which were
Alor Setar, Kota Bharu and Ipoh. Results showed that personal attitude and awareness positively
played a significant role in an individual’s intention not to waste food in the cities where the most
polluted areas of states in Malaysia due to the highly densely populated.

Keywords: Household, Food Waste, Attitude, Value of Awareness

INTRODUCTION

About 1.3 billion tonnes of edible food from production to human consumption are lost annually
in the supply chain, accounting for a third (32%) of global food production (Balakrishna et al.,
2015). Sources of food waste can be categorized into three categories: food losses (food lost
during the storage, refining and manufacturing process), unintentional food waste (food lost during
the consuming period, such as fruit peel and core) and avoidable food waste (Thi et al., 2014).
Food waste has led to several global sustainability issues, such as environmental problem and
social problem.

The environmental issue affected by food waste is the excessive production of
greenhouse gases (GHGSs). The effect of climate change and global warming on food waste is
related to major volumes of GHGs. GHGs improve the natural greenhouse effect by absorbing
ultraviolet radiation and by absorbing heat in the atmosphere. According to National Aeronautics
and Space Adminstration (NASA), the Environmental Protection Agency (EPA) and other science
and political agencies, if global warming is unimpeded, it could contribute to severe climate
change, rising sea levels, water acidification, life-threatening weather disasters and other serious
ecological and social impacts (Williams et al., 2018). Therefore, in order to minimise the
environmental effects of food consumption behaviours, the reduction of food waste has become
an important environmental concern while at the same time offering a persuasive market for other
economic industries, such as waste disposal firms and the hospitality industry (Stefan et al.,
2013).

Since many people already live-in poverty, food waste is economically and morally
unacceptable. Expected growth in the world population over the next five years, which ensures
that current food will have more constraints. Reducing food waste is seen as a tactic for rising
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food supply to feed the growing global population (Godfray et al., 2010). Besides that, reducing
food waste also can save the environment. This is because the food waste had cause climate
changes and global warming that led to greenhouse gases. In addition, food waste dumped at
the landfill contributes to air pollution. Explosions or fires occurring at the landfill will cause haze
and lead to deterioration of vision due to the smoke. This contaminated air can affect public health.
Therefore, it is important to reduce food waste to protect the environment from being polluted in
terms of water, air and soil pollution.

This study aims to investigate the factors causing household food waste in three urban
areas in Peninsular Malaysia. Likes other countries in the world, urban population generates more
organic waste compared to rural population. These organic wastes that happened at urban
population is due to rapid development of the urban areas, increase level of income, rural-urban
migration and consumption pattern that caused by developing (Jalil & Md Abdul, 2010). The
urban areas had been choosing are Alor Setar, Kota Bharu and Ipoh.

There are two objectives of this research:

1. Toinvestigate the relationship between attitude and intention to not waste food among the
citizens in urban areas.

2. To examine the relationship between value of awareness and intention to not waste food
among the citizens in urban areas.

Significance of the Study
Researchers

This research seeks to provide clearer information and to address the full existence of information
to new researchers. This research also provides the future studies with new resources, knowledge
and latest information on the factors that might affect the accumulation of food waste in Malaysia.
In Malaysia for example, 15000 tonnes of food are consumed daily and 3000 tonnes are eatable.
This may help researchers to investigate the household waste survey more in depth, whether in
Malaysia or abroad.

Authorities

The next significance of this study is for authorities. This report aims to provide specific information
to the authorities on rising food waste in Malaysia. This would provide the authorities with
information about how to handle the way to eliminate household food waste. For example, in
Malaysia, the government has started to take a closer look at the establishment of a national food
bank following the establishment of a food bank in Penang through the Food Aids Foundation.
This is because the initiative to set up a food bank to save food is the most important thing to plan
not to waste food on farms, restaurants, hotels and even at home. Campaigns, programmes and
other initiatives can raise awareness among the government and the community, whether in the
household or food production sectors.

Consumers

This study is also significant for the consumers. Since consumers or communities are main
contributors to food waste, several studies have looked at consumer or community food waste
behavior from a variety of perspectives, such as factors affecting food choices, the impact of social
influence on food waste or food shopping practices, and their relationship to food waste (Farr-
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Wharton, Foth & Choi, 2014). Community needs to change their behaviors, including their routine,
and to manage leftovers, such as reusing leftovers, is considered to be one of the most effective
strategies for combating food waste at the community or household level. This study is also of
considerable interest to the society to help them to become more concerned with food waste. The
importance of this study is to lead to minimizing waste in food intake.

LITERATURE REVIEW

Definition of food waste and its cause

Food waste is defined as the loss of food during distribution, retail and final consumption. Usually,
food waste occurs in urban area due to the dense population. According to the European
Commission, as much as 42% of the food produced in Europe is wasted in the final consumption
phase, regardless of the stage of agricultural production. Two thirds of this amount refer to
avoidable and possibly avoidable food waste (Secondi et al., 2015). Population growth rapid
urbanization process led to increased food waste created by the people. Food waste management
is one of the major problems faced by especially in the urban area because many people do not
have awareness and indifference.

Rapid population growth cause of more food purchasing, more people tend to shop for food.
Many people do not know how to manage leftovers. For example, Malaysians produce about
37,890 tonnes of waste daily with at least 1.17 kilograms generated per person. That number is
expected to continue to grow as the population grows and moreover, in Malaysia 15000 tonnes
of food is consumed daily and 3000 tonnes is edible and this cause an increase in food waste.
The reasons of this escalating quantity of food waste are because of the changes in eating habits
as living standards have improved where people can order more food products than before. Due
to rapid population growth and urbanization, it improves community living standards and broad
job opportunities as well as high income opportunities. When communities have high incomes, it
leads to increase their power buying. It will tend them to buy more food without planning and
eventually, they will waste the food. Consequently, food waste in Malaysia continues to increase
(Elmenofi et al., 2015).

Intention to not waste food

Many countries suffer from food waste including Malaysia. There is food related practice and
routine intention to not to waste the food. Food planning is one of the most important ways to
reduce food waste. It takes some time to manage daily spending on food. Most consumers fail to
use storing strategies in their households to extend the life of their food and set the refrigerator
temperature higher than the recommended temperature, which speeds up food decay. The reuse
of leftovers is considered one of the most effective strategies for combating food waste at the
household level. People who eat regularly and consume their leftovers, they produce less food
waste (Secondi et al., 2015).

Instead, managing the leftover or warming food can help individuals or the communities not
to waste the food. According to psychological theory, intention is predominantly important in
determining someone actual behaviour. Individual behaviour and own behaviour control is
determined by the intention to perform the respective behaviour, and thus, the motivation and
willingness to act are come from intention individual (Karin Schanes, 2018). With that in mind, it
is significant to act upon the theory that intention is the main determinant to predict the behaviour
to not waste food in this study. There are two significant factors of that contribute on this food
waste: personal attitude and awareness.
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Attitude

Food waste relates to the personal attitude of community or household members. Household
members need to change their attitude to reduce food waste such as their daily routine about
food. Given the complexity of food waste, daily habits such as planning, shopping, storage,
cooking, eating and managing leftovers play a decisive role in food supply and also in food waste
generation (Waitt et al.,, 2016). In addition, various psychological approaches increasingly
emphasize the critical role that everyday household behaviours such as eating, cooking and
planning play a key role in food waste generation (Stancu et al., 2016).

Besides, it was observed that people living in urban areas tend to produce more food waste.
In addition, education levels, classification practices, attitudes and concerns about food waste
have been shown to correlate with individual behaviour towards food waste. In fact, people living
in urban areas (UK) are more likely to produce higher quantities of food waste than people living
in rural areas (India) but mostly kids had to generate minimum food waste. Focusing on socio-
economic status and standards of living, it was found that highly educated individuals and with
higher disposable income as well as higher income families waste more than poorer households
while other researchers found little or no correlation between income and food waste (Secondi et
al., 2015). People living in urban areas have great jobs and high income that tend to indifference
also have attitude of extravagant in buying. On the other hand, people who are living in rural areas
more concern and have awareness about food waste which is help them to produce less food
waste.

Value of Awareness

Value of awareness is closely related to daily activities related to food, such as planning,
shopping, reuse of leftovers and household skills. In another perspective, household food waste
results from buying more food than is consumed. Food is discarded after performing a complex
set of behaviours, each of which increases the likelihood of waste (Lisanne van Geffen, 2019).
Raising awareness of households is crucial to reducing food waste but sometimes personal
concerns is a way of raising awareness. Generally, personal concerns, such as saving money are
more motivating to reduce food waste than environmental and social issues. It is often assumed
that the main motivation for minimizing food waste is the financial issues associated with wasting
food money (Schanes et al., 2018).

Other than that, related personal characteristics that affect food waste are age and gender.
Regarding gender, most studies found that women waste more than men found that women are
more likely to reduce food waste compared to men. As for age, studies carried out in the UK,
found that the youths waste more than elderly people, above all compared with people aged 65
or over who were found to waste significantly less food than the rest of the population (Secondi
et al., 2015). Young people waste more food than old people, so age is a factor that affects food
waste. It will continue happen if communities do not increase the value of awareness. The
influencing factors of food waste including social norms, attitudes, cultural upbringing, experience,
knowledge and understanding of food. Lack of knowledge seems to be one of the causes of food
waste.

Research Hypothesis

The literature review highlighted that the independent variables like attitude and value of
awareness do affect the household food waste in Malaysia. Therefore, the study planned to
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examine the level of effect among these variables. Based on the literature discussed, the
hypothesis of this study was summarized in the following manner:

H1: There is a significant relationship between attitude and intention to not waste food among
citizens in urban areas.

H2: There is a significant relationship between value of awareness and intention to not waste food
among citizens in urban areas.

Research Framework

A research framework illustrated in Figure 1 investigates the connection between the attitude,
value of awareness and intention to not waste food among household live in three urban areas in
Peninsular Malaysia. The independent variables are attitude and value of awareness. The
dependent variable is the intention to not waste food.

Attitude \
Intention to not waste food

/

Value of awareness

Figure 1: Research framework

METHODOLOGY

Research Design

This study used the quantitative method where questionnaire was distributed to 384 households
living in the three urban areas. In this research, the target population chosen is Malaysian citizens
who live in the urban areas which comprises only three major cities of three states, which are Alor
Setar, Kota Bharu, and Ipoh. This is due to the drastic economic development, coupled with rising
commercialisation and urbanisation, has resulted in large and increasing amounts of food waste
of that three areas.

Moreover, questionnaires were distributed to the population to collect the data which are
households live in the three urban areas in Peninsular Malaysia. The research questionnaire is
divided into 4 sections which are Section A, B, C and D. For Section A, the questionnaire provides
the general information about the Malaysian citizen's households demographics such as the living
area of respondents, gender, age, race, education level, working status, income level and family
members of demographic information. For Section B, C and D, the questions will elaborate more
on the dependent and independent variables which are (i) Intention to not waste food, (ii) Attitude,
(iii) Value of awareness that will be examined in the survey. This questionnaire used the format
of multiple choices and 5-point Likert scales of agreement.
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Data Collection

The data collection was conducted using survey method by questionnaire. This study chose to
distribute the questionnaire on food waste by online using application of Google form. The form
link was distributed to all social media such as Instagram, Facebook, WhatsApp, E-mail, We Chat
and others. It will be much convenient to minimize cost, saves time and is significantly applicable
during this Covid-19 pandemic outbreak around the world.

Sampling

The sampling method used in this study was the non-probability sampling which is convenience
sampling. The study used this method because questionnaire will be prepared and passed
through online or posted to a social media page to gather the information from the respondents.
The questionnaire was distributed to the respondents who are among household live in three
urban areas in Peninsular Malaysia through online and social media.

In achieving reliable and valid sample of this study, Table 1 shows the total population of
the three urban areas from the last census in 2010. It seems noteworthy that the population are
increasing more than that (N > 100000). Therefore, according to table by Krejcie and Morgan
(1970), the significant number of sample size for this research is 384 to represent those selected
cities.

Table 1: The number of households in three states of Malaysia

City Name Number of Households: 2010 Census: Urban: (unit)
Kelantan (Kota Bharu) 127.460
Kedah (Alor Setar) 288.488
Perak (Ipoh) 403.777

Source: www.CEICDATA.COM, Department of statistics, Database Malaysia.

Data Analysis

There were four types of data analysis used in this study, namely frequency analysis, descriptive
analysis, reliability test and pearson correlation analysis. The data obtained was analysed by
using SPSS version 26.

FINDINGS

Demographic Profile

The total frequency for Alor Setar representative were 116 respondents, followed by Kota Bharu
which was represented by 156 respondents and last one followed by Ipoh which was 112
respondents in total. Table 2 below shows where 30.2% of respondents are living in Alor Setar,
then followed by Kota Bharu which is 40.6% and also followed by Ipoh which is 29.2%.

Second, the frequency of respondent for male is 178 respondents while frequency of
respondent for female is 206 respondents. Thus, there are more female respondents. The results
have also been visualised below the percentage of respondent by gender which is 46.4% for male
and for female is 53.6%.
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Next, number of respondents by age consisted of 18-24 years old (197 respondents), 25-
34 years old (81 respondents), 35-49 years old (64 respondents) and for 50 years old and above
(42 respondents). Subsequently, shows percentage of respondent by age which are 18-24 years
old (51.3%), 25-34 years old (21.1%), 35-49 years old (16.7%) and 50 years old and above
(10.9%).

Lastly, racial categories which are Malay, Chinese, Indian and others. Total respondents
were collected are 384 respondents. The highest frequency race is Malay which is 239
respondents and followed by second highest race is Chinese which is 93 respondents. The third
highest race is Indian which is 41 respondents and followed by other race which is 11
respondents. Meanwhile, for percentage respondent by race. The highest percentage of race is
Malay that is 62.2%. Second highest percentage of race is Chinese that is 24.2%. Third highest
percentage of race is Indian that is 10.7% while another race is 2.9%.

Table 2: Respondents’ socio- demographic profile (n=384)

Characteristics N %
Living Area

Alor Setar 116 30.2
Kota Bharu 156 40.6
Ipoh 112 29.2
Gender

Male 178 46.4
Female 206 53.6
Age

18-24 197 51.3
25-34 81 21.1
35-49 64 16.7
50-above 42 10.9
Race

Malay 239 62.2
Chinese 93 24.2
Indian 41 10.7
Others 11 2.9

Reliability Test

Questionnaire result of reliability Cronbach’s Alpha Coefficient based on each independent
variable and dependent variable. The first independent variable, attitude with 5 questions that
show the Cronbach’s Alpha value 0.91 which range as very good in term of the internal
consistency and Likert-Scale question is considered as more reliable. The second independent
variable, value of awareness with 5 questions is used to test the reliability and validity. The
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Cronbach’s Alpha Coefficient result is 0.86 which range as very good so that the Likert-Scale
guestion is considered as more reliable. Lastly in measuring the dependent variable, 5 questions
about intention not to waste food used to test the reliability and validity. The Cronbach’s Alpha
Coefficient result is 0.90 which range as very good and the Likert-Scale question is considered
as more reliable.

Correlation Analysis

Table 3 shows the relationship between attitude and intention to not waste food among citizen in
urban areas is strong positive with correlation coefficient of 0.85. This implies that relationship
between attitude and intention to not waste food among citizen in urban areas is strongly positive
towards not to waste food. The p value of attitude is 0.00 which is less than highly significant level
0.00. Therefore, there is a significant relationship between attitude and intention to not waste food
among citizen in urban areas. Next, indicates the relationship value of awareness and intention
to not waste food among citizen in urban areas is strong positive with the correlation coefficient
of 0.82. This implies that the relationship between value of awareness and intention to not waste
food among citizen in urban areas is strongly positive. The p value of awareness is less than the
highly significant level 0.00. Therefore, there is a significant relationship between value of
awareness and intention to not waste food among citizen in urban areas.

Table 3: Pearson Correlation Analysis

Attitude Value of Awareness
Intention to not Pearson 0.85** 0.82**
waste food Correlations
Sig.(2-tailed) 0.00 0.00
N 384 384

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

Comparison of Mean and Standard Deviation among Urban Areas

Table 4 below shows the mean and standard deviation for the attitude that has been compared
among the urban areas which are Alor Setar, Kota Bharu and Ipoh. For Alor Setar, there are two
statements that get similar mean (3.98), which were the means for statements 2 and 3. However,
the standard deviation for each statement is different which are 1.40 and 1.46. Next, Kota Bharu
highest mean on statement respondents was raised to believe that food should not be wasted
which means 3.99 (1.45). In addition, Kota Bharu also had the lowest mean which is 2.90 (1.59)
on respondents often throwing away edible foods or vegetables. That value also being the lowest
in this comparison result. Then, the highest mean for Ipoh is on statement 2 as 4.01 (1.41). It is
the highest mean compared to other urban areas. Based on the results, respondents from Ipoh
are more reluctant to throw food and are responsible for the food waste.

Next is the comparison between value of awareness with the three (Alor Setar, Kota Bharu
and Ipoh). As can be seen, the value of mean for Ipoh keeps dominant being the highest mean
on all statements compared to other states. The mean for statement 1 is 3.74, statement 2 is 3.91,
statement 3 is 3.48, statement 4 is 3.64 and statement 5 is 3.62. The standard deviations for each
following statement are 1.36, 1.07, 1.20, 1.34 and 1.26. The second highest mean is for Kota
Bharu’s respondents and third highest mean is for Alor Setar’s respondents. The difference shows
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that the respondents at Kota Bharu and Ipoh are likely to buy food during promotion and make
plans of purchasing food for their weekly.

Lastly, the comparison between intention to not waste food among the urban areas. There
are 5 statements that get different results on mean and standard deviation for each urban area.
Ipoh gets the highest mean on statement 1 and statement 2 compared to another urban area
which is 3.83 (1.33) and 3.29 (1.34). For statement 3, the highest mean is on Alor Setar which is
3.71 (1.46). However, Kota Bharu gets the highest mean for statement 4 and statement 5. The
value of that mean and standard deviations is 3.87 (1.40) and 3.76 (1.41). From the results,
respondents from Ipoh are more responsible for food waste because they do not intend to
generate food waste and at the same time, they also find a use for food trimming to avoid
household food waste.

Table 4: Mean comparison between three urban cities

Variables Living Areas
Alor Kota Ipoh
Setar Bharu
Attitude
| feel bad when uneaten food is thrown away. 3.48(1.54) 3.76(1.53) 3.90(1.32)
| was raised to believe that food should not be 3.98(1.40) 3.99(1.45) 4.05(1.35)
wasted.
| think food should not be wasted. 3.98(1.46) 3.90(1.43) 4.16(1.19)
Throwing away food does not bother me. 3.17(1.56) 3.05(1.62) 3.49(1.47)
| often throw away edible foods or vegetables. 3.28(1.66) 2.90(1.59) 3.43(1.46)
Value of Awareness
It feels like if | do wastage, | got a bad conscience.  3.14(1.56) 3.54(1.46) 3.74(1.36)
| do purchase based on promotions. (buy 1, free 1, 3.38(1.46) 3.58(1.37) 3.91(1.07)
half price, etc).
| make several purchases of food items in a week.  3.22(1.38) 3.47(1.33)  3.48(1.20)
Food waste is harmful to the environment. 3.33(1.39) 3.48(1.47) 3.64(1.34)
Food waste creates economic damage to people. 3.27(1.40) 3.43(1.41) 3.62(1.26)
Intention not to waste food
| intend not throw away the food. 3.68(1.64) 3.79(1.48) 3.83(1.33)
| intend to eat leftover food. 3.20(1.44) 3.01(1.49) 3.29(1.34)
| intend to generate as little food waste as possible. 3.71(1.46) 3.60(1.52) 3.67(1.32)
| intend to make shopping list of food products | want 3.59(1.52) 3.87(1.40) 3.61(1.37)
to buy.
| intend to find a use for food trimmings. 3.49(1.40) 3.76(1.41) 3.58(1.32)

Values in parentheses are standard deviation
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DISCUSSION & RECOMMENDATION

Based on the result obtained, attitude gives most influence towards intention to not waste food
among citizens in urban areas. Based on the data obtained in descriptive variable for all
independent variables, most of the respondents indicated attitude as the key variable because
the data is higher than other variables which is 3.62. Most of the respondents in each city were
aware the importance of not to waste food and the correlation results indicated the strong positive
relationship between attitude and the intention not to waste food. This would probably show that
the more positive attitude towards not wasting any food at home, higher the intention of an
individual at the cities to not throw away any food that is consumable. Next, the results shows
independent variable and dependent variable has a relationship between value of awareness and
intention to not waste food among citizen in urban areas. This is because, majority of the
households showed more awareness about not to waste food. This awareness is also closely
related to daily activities related to food, such as planning, shopping, reusing of leftovers and
household skills and the correlation results indicated the strong positive relationship between
value of awareness and the intention not to waste food. This would probably show that the more
positive value of awareness towards not wasting any food at home, higher the intention of an
individual at the cities to not throw away any food that is consumable.

As a recommendation, information sharing campaigns can be organised to raise awareness
among local people about waste separation at source and enable them to practice “3Rs” which is
reuse, reduce, and recycle. Another alternative may be to develop a home composting bin where
households can first dispose of food waste in a bin until it is full or have the truck clear the bin
once a week or once per fortnight to reduce the transport pressure for waste collection. Moreover,
consumer groups also have an important role to play in raising consumer understanding of food
waste and promoting behavioural improvement through the distribution of suggestions and
realistic tips to eliminate food waste at home.

CONCLUSION

The aim of this study was to determine factors causing household food waste in three urban areas
in Peninsular Malaysia. In this study, household food waste was influenced by attitude and value
of awareness. Therefore, household food waste was represented by households live in the three
urban areas in Peninsular Malaysia which was dependent variable. Moreover, there were two
factors studies which are attitude and value of awareness. The research shows that an individual’s
intention not to waste food is significantly affected by their personal attitude and value of
awareness. In conclusion, an individual activity gives impact on how he or she is planning the
house chores and how personally values their food that had been gratefully obtained.
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ABSTRACT

Tourist profiles are useful to analyse best practices in attracting tourists and provide a general
overview of tourist behaviours in tourism in Kelantan. It is intended for gathering complete
information about the tourist. The information must be related to the country of origin, age and
sex, educational status and occupation, economic activity status, purpose, and frequency to visit
and factors influencing the choices of destination. This study aims to identify factors of the
destination image towards tourists in Kelantan, to identify factors of the food image towards
tourists in Kelantan and to identify factors of business purpose towards tourists in Kelantan. This
paper presents an analysis of the data respondents and the analysis of research question. The
data was collected from 384 respondents who have visited Kelantan at least once in their life. The
result showed most tourists come to Kelantan due to it closeness to Thailand, tourists find the
food unique and interesting and tourists have a business purpose in Kelantan. These results
suggest that tourism has the potential to be a major contributor to the economy of Kelantan.
Further action that can be taken is government can improve destination image to attract more
tourists to Kelantan in future. Besides, for the food image relevant organization can organize more
food carnivals in Kelantan and published more about 49 local food in Kelantan through social
media platform to attract more tourists. In addition, the Kelantan state government can create
more business opportunities through developing the region so investors will choose to invest in
Kelantan and create more job opportunity.

Keywords: Tourist, Potential Profiling, Destination Image, Food Image, Business Purpose

INTRODUCTION

Today, the tourism industry is rising all over the world including Malaysia. Basically, this is
because the tourism sector can help many industries such as hospitality, business, politics,
sociality, and especially the economy of the country. In addition, tourism is booming when
supported by the growth of the global economy which results in an increase in the quality of life
of the world's population such as income, health, and free time. According to World Tourism
Organization or UNWTO (2011), the growth of the tourism sector is seen as a potential agent of
change for a country that contributes to the development, employment opportunities, and creation
of many entrepreneurs in a country. After investigating and analysing the potential of the tourism
sector globally, the UNWTO has brought four objectives to the world. One of the objectives is to
provide a global reference on tourism future development with the aim of tourism towards 2030.
By updating the projection through 2030 practitioners can enrich forecasts with an overview of all
factors which may support the tourism activities. The factors that will be highlighted in the update
are social, political, economic, environmental and technological. It will shape tourism in the past
and expect growth in the future.
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Malaysia also has not missed out on developing strategies in the development of the tourism
sector including where the government is encouraging its own people to engage in a number of
small sectors such as the Program Inap Desa. Moreover, such a strategy introduces the concepts
of health, agro-tourism, and ecotourism. Malaysian Deputy Prime Minister in 2019, Dr Mahathir 2
Mohamad said the year 2020 is set to be the Year of Visit Malaysia (VM2020) which aims to reach
30 million international tourists with RM100 billion in tourism revenue. According to the annual
report by Economic Developments in 2018, overall, the Malaysian economy recorded a growth of
4.7% in 2018. Tourism related programmes implemented by the government to help boost the
country's economy seems effective and tourists may have influenced many things in choosing
their tourism locations in Malaysia.

In this research, we chose Kelantan as our reference in obtaining tourist profile information;
this is because the location is the location of our learning centre that is University Malaysia
Kelantan. The purpose of this collecting tourist profile is to identify the relationship between factors
that attract visitors to Kelantan. The second is to develop a statistical analysis through a summary
profile of the tourists in Kelantan. The third is to analyse the best practice in attracting the tourist
and give an overview of the tourist behaviour towards tourism in Kelantan. In the following section,
we will provide the overall view of this study that includes the background of the study, problem
statement, research objectives, research question, the significance of the study, and definition of
the term.

RESEARCH OBJECTIVES

There are three objectives of this research:
1. To identify factors of the destination image towards tourists in Kelantan.
2. To identify factors of the food image towards tourists in Kelantan.
3. To identify factors of business purpose towards tourists in Kelantan.

Significance of The Study

This research brings benefits in the future which is for researcher, academic field, industry and
community. This study brings advantages for researchers to understand more clearly about
profiling the potential tourist in Kelantan. This research also brings benefits for the academic field
which is will get the more knowledge about profiling the potential tourist in Kelantan in term of
destination image, food image and business purpose. This study is useful for academic field to
use as a source of reference in the future. For community and the industry especially in the
tourism industry can use this research as a guide and references. This study can contribute new
information for the tourism industry. For example, from the data collected in this research the
community and the industry will be able to know more detail about profiling the potential tourist in
Kelantan in term of destination image, food image and business purpose.
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LITERATURE REVIEW

Destination Image

The destination image can be defined as the uniqueness and attraction of the destination. The
examples unigueness of a destination includes the food, nature and geographical condition of the
place. The destination image is the stages that the combination of the belief, ideas, and
impressions of the tourists and visitors can affect the perception of tourists towards a destination
(Hanan & Aminudin, 2012).

When people make decisions, especially important personal decisions, independently of
decision-makers by the image theory Beach & Mitchell (1987) and this theory answered the
guestion of how the people make conclusions based on the image that they received into their
actions. Besides, by Atlas, Hanan & Wasilan (2012), stated that the two processes of the
destination image which are of individuals who can have animage of a destination and to separate
the images of those individuals who have visited.

Kim, Holland & Han (2013) stated that their study focused on the importance of tourists'
motivation based on the element of psychological need. For example the attractiveness of the
destination are measured by the decision making among tourists visiting the destination. The
motivation factors that had been introduced by Lopes (2011), the travel attraction which has been
the measure as the motivation element which leads to the destination image of the tourism
destination. Madden (2016), suggested another model to measure the destination image which
were word of mouth and trusted sources perceived risks of travel like the internal motivations from
tourists and external motivations from the destinations.

Food Image

Food image is one of the factors and the unique concepts in branding destinations with food being
seen as part of the culture and people in the destinations themselves. Chi (2013) referred to
Malaysia as a place to find a variety of types of food heritages and the food that have become an
invaluable part of tourist experiences and that may contribute to the tourism sector in Malaysia.
Syahida & Zainal (2014) stated that, Kelantan is famous for the cultural heritage and unique food
that influence tourism development. Some of the local food has been influenced by the other
cultures based on the geographical elements where the region is related to other strong cultural
regions.

The unigue combination of multiple ethnicities and cultures influence the taste of the food
served where this shows Kelantan as a strong image of Malays culture which includes the food.
Kelantan food image is the real of the Malay food image has been preserved from generation to
generation until now. However, the geographical and other cultural influences are also important
elements that need to be considered in measuring the food image of the region to attract tourists
to come to Kelantan.

According to Sufahani, Muhammad & Ismail (2016), the image of Kelantan now still the eco-
tourism destination because the promotion has been done to promote and attract more tourist to
visit Kelantan and for the purpose of promoting cultural tourism including food tourism. Kelantan
is famous for the varieties of traditional cakes or “kuih-muih”. The dish is known for being very
sweet. Mohammad & Chan, J. (2011) study was focused on the perception, belief, and values
among the visitors for the selected restaurant.
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Business Purpose

Business tourism includes all the trips related to a traveller's employment and the business
interests. As usual, the reason for business travel is to attend business events for example
conferences, meetings, exhibitions, trade fairs, incentive travel. Tin Media (2020) tourism
products in Kelantan are plentiful and one is the batik. Entrepreneurs in Kelantan who produce
textile products and so forth are also very advanced.

As stated by Tin Media (2020), the earlier the entrepreneurs officiated the 2020 East Coast
Textile Craft Festival in Muhammadi Square. In conjunction with the Visit Malaysia 2020
campaign, Craft Malaysia also produced more than 1,000 designs of craft products from the fields
of jungle, produce, metal, including more modern, contemporary, and marketable textile crafts
while maintaining the craft's identity while maintaining its craft identity. Malaysia which also
involves several segments of other craft products. Kelantan also has a wealth of heritage,
historical places, eco-tourism, food variations, and popular shopping destinations (Tin Media,
2020).

Research Question

The following are the research questions for this research:
1. To what extent are the factors of the destination image towards tourist in Kelantan.
2. To what extent are the factors of the food image towards tourist in Kelantan.
3. To what extent are the factors of the business purpose towards tourist in Kelantan.

Research Framework

This research uses a cause-effect relationship to factor the tourist profile in Kelantan which is a
dependent variable in this research. Based on the conceptual framework diagram, there are 3
factors that influence the tourist profile in Kelantan. First is the food image, second is the business
purpose, and lastly is the destination image which has contributed to the factors of tourist profile
in Kelantan.

Destination Image

Food Image
| Factor Tourist Profile in Kelantan

Figure 1: Research framework of Factor Tourist Profile In Kelantan
Source: The role of conceptual frameworks in epidemiological analysis
(Victora, C. G., Huttly, S. R., Fuchs, S. C., & Olinto, M. T., 1997)
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METHODOLOGY

Research Design

This study used the quantitative method that questionnaire was distributed to 384 respondents
who have visit to Kelantan. The use of this research method is intended to obtain information and
data related to the objectives of profiling potential tourists in Kelantan. The domestic and
international tourists will be surveyed to answer the questionnaire.

Population

According to the Department Statistics of Malaysia (2020) stated that the population in Malaysia
is around the 32,581,400 people. Based on, Malaysia Area Population (1950-2020), the current
metro area population of Kota Bharu, Kelantan in 2020 is 348,000, 1.46% increase from 2019.

Sample Size

The sample size is a process of picking units such as people, organizations, or places from a
population that the researcher is going to research. According to the table of Krejcie and Morgan
(1970) the researchers use the saturated data, 1000000 which is 384 samples from the tourists
who have visited to Kelantan. This is because the researcher is unable to obtain the estimated
tourist data.

Data Collection

The questionnaire contains 2 different sections and the first section is about the respondents’
demographic background and second section is about research question. The questionnaire was
distributed to respondents through online and researchers collected the questionnaires that have
been answered by the respondents for analysis purposes.

Sampling Method

The sampling method used in this study was the simple random sampling and according to the
table of Krejcie and Morgan (1970) which is 384 samples from tourists who have visited Kelantan.
The researchers used this method because every member of the population has an equal and
known the chances of being the subject of the sample.

Data Analysis

There were three types of data analysis used in this study that is frequency analysis, reliability
analysis and descriptive analysis. The data obtained was analysed by using Statistical Package
for the Social Science (SPSS) version 23.
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Table 1: Frequency analysis respondent

Variables

Gender

Age(years)

Respondent
Profile

(n = 384) Race

Income level

Occupation

Travel Companion

Category

Male

Female

15-25 Years old
26-35 Years old
36-45 Years old
46-60 Years old
>60 Years old
Malay

Chinese

Indian

Others

RM 2000 and below
RM 2001- RM 3000
RM 3001- RM 4000
RM 4001- RM 5000
RM 5001- RM 6000
RM 6001 and above
Government Servant
Private Worker
Self-Employment
Student

Others

Alone

Spouse

Frequency
183
201
190
97
82
13
2
139
120
63
62
196
84
56

38

52
107
54

166

117

82

(%)

47.7
52.3
49.5
25.3
21.4
3.4

0.5

36.2
31.3
16.4
16.1
51.0
21.9
14.6
9.9

1.8

0.8

13.5
27.9
14.1
43.2
13

30.5

21.4
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Parent 48 12.5

Friend 122 31.8

Others 15 3.9
First Time or Repeat First Time 178 46.4
Visitors

Repeat 206 53.6
Origin Outside Kelantan 364 94.8

Foreigner 20 5.2
Frequency of travel ina 3 Times 303 78.9
year

4-6 Times 57 14.8

9 Times 24 6.3

Sample profiles were examined with frequency analysis, as can be seen in Table 1. The
respondent had more female (52.3%) than male (47.7%) respondents, with mostly aged between
15 to 25 years old (49.5%) and followed by an age range in 26 to 35 years old (25.3%). We can
assume that are in the age range of 35 years and below most of the respondents hold the title of
students 166 (43.2%) and private workers 107 (27.9%). The government employees and self-
employed do not have a big percentage difference which is government employees have 52
(13.5%) and self-employment have 54 (14.1%). The rest of the 100% is from the other occupation
with 5(1.3%). Most of the respondents are Malay with a frequency of 139 (36.2%). The second is
Chinese 120 with respondents (31.3%) and the third is Indian with 63 respondents (16.4%). The
last is from the category of other races consists of 62 respondents (16.1%) among the examples
of other categories are Dusun, Iban, Orang Asli, Rungus, and Murut.

The origin of respondents is from the outside Kelantan with 364 respondents (94.8%) and
foreign with 20 respondents (5.2%). The most frequently done by the respondents is 3 times in a
year for 303 respondents (78.9%) to visit the destination. There are also those who visit the
destination up to 4 to 6 times (57 respondents or 14.8%) and 9 times (24 respondents or 6.3%)
in a year. The majority of respondents (206 respondents or 53.6%) had repeated visit the
destination and (178 respondents or 46.4%) of respondent who firstly visit the destination. A large
proportion of respondents (122 respondents or 31.8%) had travelled to the destination with
friends. The second proportion of respondents (117 respondents or 30.5%) had travelled alone
to the destination. The spouse (82 respondents or 21.4%) travelled to the destination more than
parents (48 respondents or 12.5%). The rest of the 100% is from other respondents who travel to
the destination.

For the income level of the respondents, we know most of the respondents are students
who are from outside Kelantan. Most of them have an income level of RM2000 and below (196
respondents or 51.0%). The second is the income level in around RM 2001 until RM 3000 (84
respondents or 21.9%). The highest-level income got the lowest frequency which is RM 6001 and
above with 3 respondents (0.8%).
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Table 2: Dependent and independent reliability coefficient test

Variables Total items Alpha values
All variable analysis 15 0.887
Destination image 5 0.875
Food image 5 0.859
Business purpose 5 0.921

The result of the reliability analysis shows that all variable is 0.887, which is highly reliable.
The alpha value shows the result from 0.875 until 0.921 as shown in table 2. This alpha value can
be accepted because already more than 0.7 as suggested by HR-Guide, LLC (2018) which states
that if the alpha value is below than 0.50, can’t be accepted, the value of 0. 60 and above is
normal, 0.70 is more than normal, 0.80 is good and 0.90 is better. Table 2 above indicates the
independent and dependent reliability coefficient for this study. The alpha value of reliability
analysis for the dependent variable factor tourist profile in Kelantan construct is 0.887, which is
good.

Thus, this result shows the reliability is accepted. Moreover, the alpha value of reliability
coefficient for independent variable destination image construct is 0.875, which is in range of good
it shows that the reliability accepted. Other than that, the alpha value of reliability coefficient for
food image construct is 0.859 which is in range of good also accepted. Lastly, the alpha value of
reliability coefficient for business purpose construct is 0.921 which is better than result shows the
reliability is accepted.

FINDINGS

This section will describe the descriptive analysis of the research question compared with
literature review. The main objective of this study is to identify factors of the food image towards
tourists in Kelantan, to identify factors of the destination image towards tourists in Kelantan and
to identify factors of business purpose towards tourists in Kelantan. Researcher agreed that the
destination image, food image and business purpose are the factors for tourists to travel to
Kelantan and it is useful for tourist potential profiling in Kelantan.

Table 3: Descriptive analysis all variables

N Mean Std. Deviation
Average destination Image 384 4.6323 .52668
Average Food Image 384 4.3510 57311
Average Business Purpose 384 3.7661 .87040
Valid N (list wise) 384

As shown in table 3, as expected most tourists strongly agreed with the destination image
is the main factor tourist profiling in Kelantan which is average destination image mean of 4.6323
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close to 5. The second is that most of tourists agree that the food image as their factor comes to
Kelantan with mean of 4.3510. Then, from the simple 384 of respondent, most of them moderate
agree came to Kelantan because of the business purposes with mean of 3.7661.

Table 4 exhibits the summary of the result in regard to research objective and research
guestionnaire.

Table 4: Research Finding

No | Research Questions Results

1. To what extent are the factors of the destination | Tourists travel to Kelantan due to it
image towards tourists in Kelantan? is close location to Thailand.

2. To what extent are the factors of the food image | The food in Kelantan is unique and
towards tourists in Kelantan? interesting.

3. To what extent are the factors of business purpose | People travel to Kelantan due to
towards tourists in Kelantan? business purpose.

Destination Image Factors

Kelantan and Thailand are geographically separated only by a river known as Sungai Golok.
Southern Thailand, namely Narathiwat, is exactly like Kelantan, but the difference is the signages
are in Siamese writing. The city of Narathiwat is also inhabited by the majority of Muslims. In fact,
the people there speak with a Kelantan Malay dialect well despite the concentrated Siamese
accent. (Source: Madiha Abdullah, 2019). Many tourists are outside Kelantan and no less also
international tourists tend to stop in Kelantan for a few days before continuing their journey to
Thailand by car transport. During the stop, tourists can enjoy the hospitality available in Kelantan.
Of course, this will affect positive destination image and distribution through tourists who have
come to Kelantan either for the first time or repeatedly. Thus, the destination factor image is a
major contributor to tourist potential profiling in Kelantan. People who hear or consider the image
of Kelantan interestingly and positively will be interested to try to come to Kelantan or plan to go
to Thailand through this state. The image of Kelantan's destination located close to Thailand
makes many people try to visit Kelantan. However, the world situation affected by the Covid-19
pandemic has left many tourists unable to explore and had to cancel their plans. As a result, Visit
Kelantan Year 2020 could not be held.

Food Image Factor

Kelantan's interesting and unique food is the main reason people come to travel to Kelantan. As
we all know the government recognizes food as a main tradition for Malay Kelantan. Malaysia is
known for the Malay community and the food in Kelantan symbolizes the cultures of Malays in
Malaysia. Kelantan is famous for the varieties of traditional cakes or “Kuih Muih”. The dish is
known for being sweetest more than another country in Malaysia. Food image attracts more
tourist to visit Kelantan and for the purpose of promoting cultural tourism including food tourism
(Sufahami, Muhammad & Ismail, 2016). Based on the definition given by Hall (2001), it can be
said that food is the main contribution that creates the demand among the domestic and
international tourists to visit that particular place (Hanan & Aminuddin, 2012). Tourists find
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Kelantan food as interesting and best food to try and this experience of tourists eating in Kelantan
will contribute to the factors of tourist profiling in Kelantan.

Business Purpose Factors

People also travel to Kelantan due to business purpose. According to an article written by M
Sultana Alam (Sultana, A., Arifin, N., & Juraini, J. 2015), Kelantan women tend to get involved in
businesses where their involvement helps increase their family's source of income. In addition,
this article also says that the involvement of women in business could expand their ability to make
decisions in the family and would play an important role in the empowerment of women.
Researchers think that active and rapid business in Kelantan invites people to come to Kelantan
to do business or there is collaboration with locals and outsiders. There are many business
activities involving travel which are visiting supplier, attending a conference, identifying new
markets, trends and consumer traits and visiting somewhere to check the progress of a project.
People who come to Kelantan for business purposes will take a few days to complete their tasks.
But most of them will bring families such as parents and spouses. Apart from that, there are
people who also come to Kelantan together with their colleagues. Each tourist makes different
decisions according to the situation or purpose they come to a destination. In conclusion, business
activities that should be done or held in Kelantan bring people to visit Kelantan. Their visit to
Kelantan contributes to the potential factor of profiling tourism in Kelantan.

DISCUSSION & RECOMMENDATION

From this whole research about the profiling potential tourist in Kelantan, there are some
recommendations can be made. The first recommendation is that the government can further
improve destination image to attract more tourist to Kelantan in future. Besides that, for the food
image relevant organization can organize more food carnivals in Kelantan and published more
about local food in Kelantan through social media platform to attract more tourist. The second
recommendation is that the researcher should be continuing analyse and conducting more
research related to this aspect of study. Researchers should produce a better research and
upgraded version of this research with more updated citation by scholars to make it relevant to
the current issues and can be used for research purpose or merely for notes in lecture class. For
the tourism sector, this research also can be used as a boost and provide to the entrepreneurs to
improve their business based on the preferences of the data from the study. Besides that,
investors can refer to this research as a guideline for them to invest the most suitable field of
business in Kelantan. Lastly, entrepreneurs and investors also can use this research as the
references to gain more profit for their business. This research has analysed tourist profile in
Kelantan based on the answer from sample size and data analysis by researchers. Therefore, it
is so important to do some research before deciding on what to be invest or start-up a business
to avoid wrong direction on the tourist business in Kelantan and this will lead to loss of the
business.

CONCLUSION

The goal of this study was to determine and identify factors towards potential tourist in Kelantan.
In this study potential tourist was influenced by destination image, destination food image and
business purpose. Therefore, there were three independent variables which are destination
image, destination food image and business purpose. Those independent variable and dependent
variable were analysed by Descriptive analysis. It shows that dependent variable influence by
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independent variables. The results show that tourists agreed that the destination image is the
main factor that attract them to Kelantan due to it close to Thailand. The second factor that tourists
agree is food image in Kelantan which is food in Kelantan is unique and interesting. In conclusion,
the findings of this study have proven that there is connection between destination image,
destination food image and business purpose among the potential tourists who visit to Kelantan.
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ABSTRACT

Nowadays, the tourism sector has become one of the sectors with the highest contribution to
Malaysia’s economy. Disease outbreaks have an impact on travel preferences. The current
outbreak of Novel Coronavirus COVID-19 has the global population headed to a global panic due
to its fatal nature. Malaysia is aware of this pandemic disease and the government has imposed
Movement Control Order (MCO) for preventing the spread of the disease. Therefore, the purpose
of this study is to examine the impact of COVID-19 towards local tourist travel preferences due to
the restrictions under the MCO. This study will use the elements of motivation, accessibility,
tourism activities and travel expenditures to determine the relationships of these elements
towards travel preferences. The target respondents of this study will be Malaysian tourists or not
in Malaysia. This study will be applied to the probability and simple random sampling method.
The data collected from target respondents will be analysed into the descriptive analysis, reliability
analysis, and Pearson correlation by using SPSS 23.0.

Keywords: Motivation, Accessibility, Tourism Activities and Travel Expenditures, Local
Tourist Travel Preferences

INTRODUCTION

Tourism today is a major global industry that accounts for 10.4% of global Gross Domestic
Product (GDP) and 10% of world jobs. Nothing seems to slow its growth, as it increases the
economy year-over-year. The United Nations World Tourism Organisation, with international
departures especially high in the first quarter of this year, expects a further three to four per cent
increase in international tourism arrivals by 2020 (Ketchell, 2020). Inevitably travel is related to
the spread of viral diseases.

Likewise, the introduction of disease outbreaks affecting the travel and hospitality industry
has the potential to persuade changes in motivation. Motivation refers to the degree of readiness
of an organism to pursue some designated goal and implies the determination of the nature and
locus of the forces, including the degree of readiness.

This study looked for the elements of impact of disease towards travel preferences whether
they bring positive and negative emotions to travellers. To differentiate this current study from all
past studies, researchers will be looking at these four factors which are motivation, accessibility,
tourism activities and traveller expenditures. These factors will be used to examine the impact of
disease towards travel preferences. Even though there are various studies that have been shown
related to the effect of disease but currently there is no study conducted on new disease toward
travel preferences. Therefore, this study examines the impacts of Covid-19 towards local tourist
travel preferences and looking into four factors namely motivation, accessibility, tourism activities
and expenses.
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There are four objectives of this research:
1. To examine the relationships of motivation towards travel preferences.
2. To examine the relationships of accessibility towards travel preferences.
3. To examine the relationships of tourism activities towards travel preferences.
4. To examine the relationships of expenses towards travel preferences.

Significance of the Study
Body of Knowledge

The importance of this study is to obtain information on the extent of Covid-19 impact towards
local tourist travel preferences. This study will examine the relationships of motivation,
accessibility, tourism activities and expenses towards travel preferences. For other social
research issues, data collected earlier by other researchers or for purposes other than research,
such as official statistics and administrative records, are used for further analysis. This research
will give insight to contribute to tourism research by generating new knowledge. Tourism
researchers should take advantage of the high-quality data that are available and consider the
potential value in gaining knowledge and giving insight into a broad range of tourism issues.

Tourism Industry

The relationships between pandemics and travel are essential to understanding health security
and global change. Several studies have proved the important role of air travel in accelerating
and magnifying the spreading of influenza and coronaviruses. Covid-19 provides conspicuous
lessons to the tourism industry, policy makers and tourism researchers about the effects of global
events. The challenge is now to jointly learn from this global tragedy to accelerate the
transformation of sustainable tourism.

LITERATURE REVIEW

Motivation

Motivation refers to a state of need, a condition that applies a push on the individual toward certain
types of action that are likely to bring satisfaction. Consumer behavior which can be defined as
the decision-making process and physical activity involved in acquiring, evaluating, using and
disposing of goods and services, is influenced by motivation (Kotler & Keller, 2009; Knowles,
Diamantis & El-Mourhabi, 2004; Johann, M, 2017).

The study of travel motivations attempts to understand the intrinsic and extrinsic factors that
compel a tourist to go on a tour. Push factors are the intrinsic, personal motivations and desires
that influence a person to make choices regarding travel, such as travel destination and trip
activities. Pull factors are the destination traits that satisfy the tourists’ push desires. Extrinsically
motivated tourists are reward seeking and goal-oriented individuals. Thus, in planning a vacation,
a tourist searches for destinations and activities with pull factors that match his/her push factors
(Ma, 2010; Lubbe, 2003; Pigram & Jenkins, 2006; Johann, M, 2017). Thus, an individual’s
perception of a disease may have an effect on their decision-making process as a tourist.
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Accessibility

The travel routes, aviation network, number of flights departing from and arriving at the airport,
number of passengers carried, and size of aircraft are significant considerations in assessing the
spread of modern epidemics (Hufnagel et al., 2004). For some types of infections, simulations
demonstrate that travel restrictions, particularly isolation of largest cities, will be a necessary
component in epidemic control strategies (Hufnagel, 2004).

A few numbers of foreign airlines stopped flying while others are still operating at high risk.
International and local tourists’ movements are being restricted or subjected to a high screening
process at the gate (Wasiul Karim, 2020). The government obliged to improve its tourism
infrastructure and increase the proficiency of check-in, luggage claims, and customs and
immigration procedures. It is obligatory that deployment of high- tech safety devices be increased
to spot potential terrorist acts and that temperature-check procedures be employed during
disease outbreaks to guarantee both inbound and outbound tourists that it is safe to fly (G&ssling,
Scott, & Hall, 2020).

Activities

All activities involving hospitality and tourism traveller will be affected in the event of an outbreak.
This is because, the activities will prevent further outbreaks of the disease and be more
dangerous. Media have highlighted the Covid-19 concerns in the Asia region, particularly in
China, but now also the potential impact of Covid-19 on Japan, including the upcoming 2020
Summer Olympic Games, originally scheduled to be held from July to August, 2020 in Tokyo
(Gallego, Nishiura, Sah, & Rodriguez, A. J., 2020). The viral disease is very dangerous and can
affect traveller activities. Extreme adventure sports are increasingly popular, and millions of
people engage in adventurous activities during vacation travel despite the trauma of adventure
sports and the risks associated with such activities are extremely high (Fischer, 2017).

Traveller Expenditures

Individual expenses are the total money spent on final goods and services by individuals for
personal use and enjoyment to go for travel. Some people may use the savings as an expense
to travel (Shimamoto, 2019). The impact on traveller expenditure is when the customer had to
pay for the last-minute cancellation due to a sudden viral disease in the area. The customer is
liable for any payments or expenses incurred when traveling, such as accommodation, airfare
and lodging, transportation services such as taxis, buses, or trains, meals and tips and so on
because cancellation of the reservation is not allowed one week before the date of booking. Some
airlines will not refund customers in the event of such an unexpected incident like viral disease.
This will cause the customer to suffer potential huge losses (Ben Lloyd, 2017).

Research Hypothesis

In this study, there were four hypotheses between motivation, accessibility, activity and individual
expenses towards local tourist travel preferences.

H1: There is a significant relationship between motivation and travel preferences.
H2: There is a significant relationship between accessibility and travel preferences.
H3: There is a significant relationship between travel activities and travel preferences.

H4: There is a significant relationship between travel expenditures and travel preferences.
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Research Framework

A research framework has been designed to investigate the connection between the impact and
customers travel preferences. The proposed conceptual framework would be showed at the
following as Figure 2.3. The independent variable that been proposed consists of four factors
which are motivation, impact on accessibility, impact on activities and impact in individual
expenses.

Motivation
Accessibility
Local Tourist travel
Activities preferences

Expenditures

Figure 1: Research framework of the study

(Source: Developed for the study)

METHODOLOGY

Research Design

This study used the quantitative method that collect data in large number of respondents and
ensure to test the hypothesis that needed in this study as well as meet the research objective. In
this research study, questionnaire will be used as the tool for the data collection.

Data Collection

In this study, data can be achieved from primary sources. The information collected through
primary data is for purpose of the research project. This study is using a questionnaire to collect
the data and is considered as the primary data. This is due to information or data that collect
through the questionnaire is firsthand by researchers. The questionnaire was distributed directly
to the relevant respondents which is the target population of this study.

In the first stage, the instrument uses in this research is a questionnaire. The questionnaire
was developed based on the research questions and the variables. In the questionnaire, the
close-ended format with a bilingual English and Malay language will be used. After the
guestionnaire has been created, this study runs the pilot test. According to the Krejcie and Morgan
(1970) table, a total of 384 sets of questionnaires has been distributed to the target respondents.
This is due to the total amount of customer travel preference during a disease outbreak in
Malaysia are 32,332,728 people.
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Sampling

The target population for this study is Malaysian. The recent population of Malaysia is 32,332,728
in 2020. The target population selected is local travelers. Under probability sampling, unrestricted
or simple random sampling is chosen. This research study used questionnaires as the sources to
collect the primary data. The questionnaire was distributed directly to relevant respondents which
is also the target population by using the convenience method in Malaysia.

The convenience method has been applied in this study because this method could save
time and cost for the researchers. Every member of the population has the same equal chance
to be selected as a subject of the sample. The respondents of this study mostly focus on young
adults that are age from 18 years old to 60 years old. The young adult become the focus
respondents of this study because the people within this range of age have more interest in
traveling.

According to the Krejcie and Morgan (1970) table, a total of 384 sets of questionnaires has
been distributed to the target respondents. This is due to the total amount of customer travel
preference during a disease outbreak in Malaysia are 32,332,728 people. The formula shown
below proved that 384 respondents should be chosen among 32,332,728 people who have travel
during a disease outbreak in Malaysia.

In achieving reliable and valid sample of this study, the researchers used the equation from
Krejcie & Morgan (1970) to determine the sample size. The formula will be shown as below:

B x*Np(1 - p)
C (V-1 +X?p(1-p)

n = sample size

N = population size

e = the degree of accuracy expressed as proportion (0.05)

x? = chi-square of degree of freedom 1 and confidence 95% (3.841)

p = proportion of population (if unknown, 0.5)

Data Analysis

There were three data types of data analysis used in this study, which are descriptive analysis,
reliability analysis and Pearson correlation analysis. The data obtained were analysed by using
Statistical Package for the Social Science (SPSS).

FINDINGS

The result showed a positive relationship between motivation and travel preferences, with the
value of the correlation coefficient of 0.664 being moderate. This can be seen through a 66.4%
dependent variable (travel preferences) is influenced by an independent variable (motivation).

The result showed a positive relationship between accessibility and travel preferences,
with the value of correlation coefficient 0.669 was resulted as moderate. This can be seen through
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a 66.9% dependent variable (travel preferences) is influenced by an independent variable
(accessibility).

Hypothesis Results

H1 There is a significant relationship

between motivation and travel Correlation Coefficient = 0.664
P value = 0.000

preferences. Accepted
H2 There is a significant relationship g relation Coefficient = 0.669

between accessibility and travel p \aiue = 0.000 '

preferences. ' Accepted
H3 There is a significant relationship  ~grrelation Coefficient = 0.641

between traveler activities and p\,a1ue = 0.000

travel preferences. Accepted

H4 There is a significant relationship ~qrelation Coefficient = 0.668
between traveler expenditure and p ,a1ue = 0.000

travel preferences. Accepted

The result showed a positive relationship between activities and travel preferences, with
the value of correlation coefficient 0.641 resulted as moderate. This can be seen through a 64.1%
dependent variable (travel preferences) is influenced by the independent variable (activities).

The result showed that there is a positive relationship between traveller expenditures and
travel preferences, with the value of correlation coefficient 0.668 was resulted as moderate. This
can be seen through a 66.8% dependent variable (travel preferences) is influenced by the
independent variable (traveller expenditures).

DISCUSSION & RECOMMENDATION

Based on Pearson Correlation Analysis, motivation has shown a positive correlation coefficient
with travel preferences (R=0.664). In the rules of thumb about Cronbach’s Alpha Coefficient size,
R=0.664 will be under range 0.41 to 0.70, and the relationship can be justified as moderate.
Besides that, the result has shown that motivation is significant towards travel preferences

Research Objectives Hypothesis Result Supported
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To examine the
relationship  between
motivation and the
impacts of COVID-19
on local tourist travel
preferences

To determine  the
relationship  between
accessibility and the
impacts of COVID-19
on local tourist travel
preferences.

To assess the
relationship  between
tourism activities and
the impacts of COVID-
19 on local tourist travel
preferences.

To examine the
relationship  between
traveler  expenditures
and the impacts of
COVID-19 on local
tourist travel
preferences.

H1

H2

H3

H4

There is a significant
relationship between
motivation and travel
preferences

There is a significant
relationship between
accessibility and travel
preferences

There is a significant
relationship between
activities and travel
preferences

There is a significant

relationship between
traveler expenditures and
travel preferences

r=0.664

P value =
0.000

(p<0.01)

r=0.669

P value =
0.000

(p<0.01)

r=0.641

P value =
0.000

(p<0.01)

r=0.668

P value =
0.000

(p<0.01)

YES

YES

YES

YES

Based on Pearson Correlation Analysis, accessibility has shown a positive correlation
coefficient with travel preferences (R=0.669). In the rules of thumb about Cronbach’s Alpha
Coefficient size, R=0.669 will be under the range 0.41 to 0.70, and the relationship can be justified

as moderate.

Based on Pearson Correlation Analysis, traveller activities has shown a positive correlation
coefficient with travel preferences (R=0.641). In the rules of thumb about Cronbach’s Alpha
Coefficient size, R=0.641 will be under the range 0.41 to 0.70, and the relationship can be justified

as moderate.

Based on Pearson Correlation Analysis, traveller expenditures have shown a positive
correlation coefficient with travel preferences (R=0.668). In the rules of thumb about Cronbach’s
Alpha Coefficient size, R=0.668 will be under the range of 0.41 to 0.70, and the relationship can

be justified as moderate.
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RECOMMENDATION

There are several directions that can be taken by future researches relevant to the impact of
Covid-19 towards local tourist travel preferences. First, in the future carry out a new study that
focuses on a comparison between the local versus foreign to look into the impact of Covid-19.
Second, in a future study on qualitative method and should be undertaken to explore how different
elements of impact Covid-19 and could be broaden in order to get more open answers.

In addition, communications become easier, information and news can spread quickly.
Lastly, this study was conducted generally to all Malaysian, thus further researches can also focus
on the other hospitality and tourism departments, such as hotel reception, hotel rooms, at the
front office, travel agencies and others to widen the generalizability and implications.

CONCLUSION

In conclusion, this research project has fulfilled the objectives to examine the relationship between
motivation, accessibility, activity and individual expenses on travel preferences and to identify the
impacts of Covid-19 towards local tourist travel preferences. As a result, it showed all the
independent variables have a positive significant relationship with travel preferences.

This study also has provided some limitations that have been me and recommendations for
future researcher. Thus, this study provided useful information for the future researchers to
investigate detail regarding the elements of Covid-19 that effects the travel preferences.
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ABSTRACT

People dine out for various reasons including to satisfy hunger, social needs, and self-fulfilment
needs. Food choice is influenced by a wide range of complex and often interrelated factors.
People are continually choosing a restaurant based on their preference and pursuit of service
guality or comfort and an enjoyable environment. Hence, restaurant operators must understand
and satisfy consumers’ needs, wants, and demands to succeed in the competitive foodservice
industry. This study empirically measures the extent of influence of price, time pressure, lifestyle,
and health-conscious towards undergraduate student food choices. This study was structured
through a self-administered survey with Universiti Malaysia Kelantan (UMK) undergraduate
student are identified were chosen for data collection. With 368 respondents, the data was
analyzed by process of descriptive, frequency, and inferential analysis using SPSS. The Pearson
correlation results show a linkage between price, time pressure, lifestyle, and health-conscious
and food choices. Through these findings, it can be determined that the most influential factor
towards food choice is a lifestyle.

Keywords: Food Choice, Price, Time Pressure, Lifestyle, Health-Conscious

INTRODUCTION

Hospitality industry is the industry that offers food or lodging facilities in locations such as hotels,
motels, resorts, convention centres, theme parks and amusement parks (Datta & Chhuriwala,
2020). This industry relies mostly on leisure time, which is generally define as free time is the time
spent filling out useful activities such as time speed with family, social need, travelling and sport
(Snir et al., 2006). People’s choices among food decide which nutrients reach the body, though
consumer demand affects food supply systems. Furst et al. (1996) found that the food selection
process involves deliberate reflection based on automated, repetitive, and subconscious decision.
People’s choices among food decide which nutrients reach the body, though consumer demand
affects food supply systems. Thus, understanding factors that influence adolescent’s food factors,
particularly as adolescents have greater autonomy in food choices.

People are facing several food related decisions every day. They are confronted with
various meals alternatives each day. Food choice could determine whether people are having the
meal at home or dining out outside. The food choice is influenced by a wide range of complex
and often interrelated factors such as economic, social, cultural political and environmental factors
(Senorans, Ibanez, & Cifuentes, 2003). In addition, food choices of customers would determine
the level of success for the business in the food service industry. There are five major categories:
ideals, personal factors, resources, social framework and food context of influences upon food
choice that mutually shaped one another and served to reinforce, interact and complete with one
another (Furst et al., 1996). Eating habits and preferences are different from one generation to
the next (Yamanaka et al., 2003).
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Consumers have a variety of needs and desire when deciding what to eat or where to dine
out. People are constantly choosing a restaurant based on their preference and pursue for service
guality or comfort as well as an enjoyable environment (Tikkanen, 2007). Hence, restaurant
operators must understand and satisfy consumers’ needs, wants and demands to be successful
in the competitive food service industry. The purpose of this study is to investigate price, time
pressure, lifestyle and health-conscious that influence food choices of undergraduate students
from Universiti Malaysia Kelantan.

There are four objectives of this research:

1. To examine the influence of price towards Universiti Malaysia Kelantan undergraduate
student food choices.

2. To examine the influence of time pressure towards Universiti Malaysia Kelantan
undergraduate student food choices.

3. To examine the influence of lifestyle towards Universiti Malaysia Kelantan undergraduate
student food choices.

4. To examine the influence of health conscious towards Universiti Malaysia Kelantan
undergraduate student food choices.

Significance of the Study
Researcher

Future researcher will be in a position to observe the footsteps of previous researcher to proceed
in discovering additional factors and options to supply extra useful data and information to the
society.

Food and Beverage industry

This research gives a higher understanding and exposure to thinking as well as the factor that
influence university students towards food choices. This research enables entrepreneurs to
forecast and design strategies in gaining customers loyalty as well as offer better product to the
university students. The results obtained from this study will help the restaurant industry who
target students as customer have a clear insight and better understanding on them.

LITERATURE REVIEW

Perception of food choice

Humans are confronted with various meals alternatives each day. People need to make decisions
on what food to devour based totally on several criteria. Food desire is a very intricate system
that enable people to make countless food options each day. In fact, it might appear that most
meals alternatives are based totally on intuitive thinking, ensuing in effortless and quick choices
regularly based on habits that are not consciously monitored (Koster, 2009). Food preferences
may be primarily based on a superb variety of factors. Food choices are dynamic, complex,
situational, and alternate over a person’s lifestyles path (Franchi, 2012). Many of the elements
are mediated with the aid of beliefs and attitudes held by the individual. Westhead (2012) indicates
that socio-economic factors have largely affected customers’ decision and choices, resulting in
different customer expectations of dining out. Customers’ expectations would become different
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based on the spending of consumption on food and selection of restaurant. A study by Kleinhans,
Van Heerden, and Kleynhans (2019) concluded that socio-demographic and behavioral
characteristics also affect people when deciding the restaurant to have a meal.

Price

Previous study found that food price is a comprehensible determinant of food choices. Olajide et
al. (2016) saw price as the amount asked offered or purchased an asset, therefore because of
the financial abilities, motivations or special interests of a given vendor or client, the price could
be offered to the quality by others. Surbhi (2014) defined the price, cost, worth, and value within
the following order. Results indicate that price is a very important factor in food choice and not
surprisingly this counts especially for low financial gain consumers. Since price is of importance
to the present group, pricing strategies appear promising to influence dietary behavior. Rising
food prices might reduce the buying power of advantages received through federal nutrition
assistance programs depending on how and either or not the advantages are adjusted for inflation
over time (Hanson & Andrews, 2008). Price incentives are often an effective intervention strategy
to influence individual food purchases. Price reductions had consistent and powerful effects on
buying patterns of targeted foods in the work sites and school eating place settings (French,
2003).

Time Pressure

Generally, time pressure is defined as subjectively perceived time pressure or imposition of
deadlines to improve individual and group performance rates to make decision making (Kelly &
Karau, 1999). Time pressure is a major factor in decision making especially in food selection as
it is influenced by the environment. Food choices have received increasing attention in the context
of time pressure (Balcombe et al., 2016; Krajbich & Smith, 2015). This is because time pressures
greatly influence the selection of good foods over unhealthy foods. They usually want to get things
done quickly over a certain period without having to think of the best solution for doing that. In
addition, people who are under the pressure of time often make assumptions based on one's
shape and always respond to them quickly and judge others (Van Knippenberg, Dijksterhuis, &
Vermeulen, 1999). Ariely and Zakay (2001) mentioned that it takes time to make decisions and
sometimes the decision dynamically changes over time. Consumers looking for more product
information and choices will take more time to make decisions and experience more time pressure
than sellers who choose the first option that meets consumer criteria (Chowdhury, Ratneshwar,
& Mohanty, 2009).

Lifestyle

Healthy lifestyles are described as "the regulation of an individual's behaviour that can influence
his or her health status and choose the behaviour that is acceptable to his or her health status
while regulating daily activities (Ergen, 2016). Some social researchers use the concept of lifestyle
to mean how you live your life or how you want to live your life (Pulkkinen & Kokko, 2000).
Diethelm et al. (2012) stated that the choice of a healthy lifestyle and the behavior of the
environment is influenced by peers and the environment in which one will make choices based
on one's preferences. Bagordo et al. (2013) indicated that students staying outside the University
area had to change their eating habits to nearby restaurants and canteens to eat quickly and
easily. According to Sjoberg et al. (2003), breakfast, lunch, and dinner are undefined and lifestyle
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variables as well as between-meal schedules and consumption of food to determine whether
indefinite consumption of food affects the quality of food and nutrient intake.

Health-Conscious

Mai, Robert, and Stefan (2012) stated health consciousness and nutrition self-efficacy jointly
determine the attitudes of consumers to decide about food taken or food choice. Psychological
process that determines the quality and quantity of food attitudes different from consumer
segments consider when choosing food products. Dietary knowledge is an important determinant
of consumer behaviour. People who were aware of MyPyramid were more educated about health
information, and more concerning health issues, and choosing meals with low calories (Choi &
Zhao, 2010). Kim, Lee, and, Han (2014) indicated lifestyle of health and sustainability had a
positive effect on the perception of the healthy food choices in the entire group, senior group, and
non-senior group. Increasing knowledge of health-diet interactions influences trusts in health
perceptions and food choices. The growth of the awareness of the link between diet and disease,
consumers increasingly focus on healthy eating habits (Yuksel & Yuksel, 2002). People will
become more easily persuaded to choose the most nutritious option if that option is convenient
and enjoyable (Stewart, Blisard, Jolliffe, & Bhuyan, 2005).

Research Hypothesis

H1  There is a significant relationship between the influence of price towards Universiti
Malaysia Kelantan undergraduate student food choices.

There is a significant relationship between the influence of time pressure towards

H2 Universiti Malaysia Kelantan undergraduate student food choices.

There is a significant relationship between the influence of lifestyle towards Universiti
H3  Malaysia Kelantan undergraduate student food choices.

There is a significant relationship between the influence of health conscious towards
H4 Universiti Malaysia Kelantan undergraduate student food choices.

Research Framework

A research framework has been conducted to investigate the connection between food choices
and university students was undertaken by referring to the literature review. The suggested
independent variables consist of four factors: price, time pressure, lifestyle and healthy, while the
dependent variable of this study is the university students toward food choices.
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Figure 1: Research framework of the study.

METHODOLOGY

Research Design

This study used the quantitative method that Tavakol and Sandars (2014) stated that quantitative
studies use mathematical models and statistics for analysis, providing numerical results are
considered more objective. Williams (2011) stated mark that quantitative research starts with a
statement of a problem, generating of hypothesis and research question. Quantitative research
design has been applied in this study. Due to quantitative research involves the collection of data
so that information can be quantified and subjected to statistical treatment to support alternative
knowledge. In this research study, questionnaire will be used as the tool for the data collection.

Data Collection

This research used questionnaire as the sources for the primary data collection. Questionnaire
was circulated directly to the relevant respondents who are also the target population in Universiti
Malaysia Kelantan using convenience method. In this study, a questionnaire had been created
and developed as main source to collect data. Researchers have used key references in our
research to complete all questionnaires and provide them to respondents. Respondents were
asked to fill out a questionnaire using Google's online document for form. The researcher also
distributed the questionnaire via media social such as WhatsApp.

Sampling

In this study used convenient sampling that the respondents choose based on their availability.
The convenience sampling technique enable the researchers to choose any of these preferable
respondents who are available instead of selecting from the population (Hair, 2015). Therefore,
the non-probability sampling method is chosen as the sampling technique where the sampling
framework is difficult to determine in this study. In achieving reliable and valid sample of this study,
the researchers used the equation from Krejcie & Morgan (1970) to determine the sample size.
In this study, a total of 368 sets of questionnaires has been distributed to the target respondents
from the population of 9630 undergraduate student of Universiti Malaysia Kelantan.

200



Data Analysis

Data analysis has been conducted after data collection from the target respondents. Kumar et al.
(2013) stated that analysis data is the process which turn the raw data into useful information for
a study. The research analyzed the data collected from questionnaire by using Statistical Package
for the Social Science (SPSS) in this study. SPSS is a programming language for conducting
statistical analysis which to test and interpret the results at the end of the research. Accordingly,
this research applied pilot test, descriptive analysis, reliability analysis and Pearson correlation
analysis to the collected data.

FINDINGS

Pearson Correlation is used to measure the relationship between four constructs of this study.
Table 2 show the result shows that all the independent variable; price, time pressure, lifestyle and
health-conscious have a moderate positive relationship towards food choice at a significant level
of 0.01. Based on the results, lifestyle has the highest correlation coefficient (r=0.518) among the
four independent variables. Followed by the time pressure (r=0.462), price (r=0.419) and health-
conscious (r=0.413). Therefore, all the hypothesis in this study are supported by the results.

Table 2: Results of Pearson Correlation Coefficient
HYPOTHESIS RESULTS

H1 There is a significant relationship between the influence of price towards r=0.419
Universiti Malaysia Kelantan undergraduate student food choices.

H2 There is a significant relationship between the influence of time pressure r=0.462
towards Universiti Malaysia Kelantan undergraduate student food choices.

H3 There is a significant relationship between the influence of lifestyle towards r=0.548
Universiti Malaysia Kelantan undergraduate student food choices.

H4 There is a significant relationship between the influence of health-conscious r=0.413
towards Universiti Malaysia Kelantan undergraduate student food choices.

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

DISCUSSION & RECOMMENDATION

This study has been conducted to obtain a better understanding for a study on factors that
influence Universiti Malaysia Kelantan (UMK) undergraduate student’s food choices by clarifying
the elements of price, time pressure, lifestyle, and health-consciousness. The results of the study
had been supported by previous studies.

Waterlander et al. (2010) indicate that price was considered a core factor in food choice and
pricing strategies to encourage healthy eating were favored more than strategies aiming at
discouraging unhealthy eating. Price is the most evident factor to consider among determinants
off consumer food choice (Bou et al., 2016). Recently, its effect has faded away and been
replaced with a subjective notion of perceived value for money which customers apply to evaluate
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the quality of both products. Based on Muka et al. (2015), personal income and food prices are
key drivers of dietary choices and their effects on dietary consumption may vary by food category,
country, age, and sex with important implications for policy interventions in different nations and
population subgroups.

Besides that, Suri and Monroe (2003) indicate time pressure is one of the most important
external factors that influence consumer decisions in making food choices. Time pressure can
cause a person to make hasty decisions and will give inconsistent results (Jabs & Devine, 2006).
Based on the study of Enax et al., (2016); Krajbich and Smith., (2015); Balcombe et al., (2016).
In the process of food selection, the context of time pressure is very high attention because it
greatly influences the individual in making the right choice. This is also due to the external and
internal factors of an individual involved in controlling their time.

These findings can be supported by O’Haver et al. (2014) who indicate that lifestyle is very
important in food selection for everyone. A person’s lifestyle of a person follows a mixture of
behaviours, conventional ways of doing things, and reasoned actions in consumer food selection
(Nie & Zepeda, 2011; Kabir et al., 2018). According to Food-Related Lifestyle, five lifestyle
elements can be used to describe food choice: purchasing processes, efficiency aspects,
preparation strategies, consuming conditions, and buying motivations (O’Sullivan et al., 2005;
Pérez-Cueto et al., 2010; Scholderer et al., 2004).

Ronteltap et al. (2012) specified health as an important motivation in food choice. Health
value positively impacted health food choice among underweight, average weight, and overweight
participants (Cakici & Yildiz, 2020). These findings have been supported by Carrillo et al. (2011).
These adults found that price and health were strong motives contributing to food choices of
emerging adult. Based on the previous studies of Bargiota et al. (2013); Lesakova (2018),
functional food with natural and health properties attracted emerging adult, especially elderly
people and female in choosing food.

Through this finding there is some recommendation for future research. The researchers
can carry out research in other areas and focus the study on another direction to identify more
dominant factors in food choice. Future researchers will get more information to identifying the
factors that influence a person in food selection widely area. In addition, future researchers can
develop independent variable to be more specific, incorporate external and internal factors that
influence individuals in food selection. In addition, use qualitative method or apply other sampling
techniques which make the study more comprehensive.

CONCLUSION

This study has been conducted to have a better understanding for a study on factors that influence
Universiti Malaysia Kelantan (UMK) undergraduate student towards food choices by clarifying the
elements of price, time pressure, lifestyle, and health-conscious. The results show that all the four
independent variables have a positive significant relationship with food choice. Lifestyle is the
most influential factor towards food choice. Therefore, this study provides useful information for
future researchers and the food and beverage industry to investigate in detail the factors that
influence Universiti Malaysia Kelantan (UMK) undergraduate student towards food choices.
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ABSTRACT

This study aimed to determine the perception and acceptance of Sambal Pijat in Kelantan.
Sambal Pijat is one of Kelantan's traditional food. The main ingredient of Sambal Pijat is derived
from Pokok Pepijat. This plant can only be found in Jeli, a district in western Kelantan. This plant
also has the smell of stink bugs. In this case study, qualitative research has been employed in
the form of semi-structured in-depth interviews. A total of ten participants in Kelantan were
interviewed to get their views on their perceptions and acceptance towards Sambal Pijat. Findings
show that the factors that influence consumers’ perceptions toward Sambal Pijat are the smell of
the sambal and the name. Also, issues and challenges faced in introducing Sambal Pijat in
Kelantan were discussed.

Keywords: Sambal Pijat, perceptions, acceptance, traditional food, consumer study

INTRODUCTION

Food is the necessity of a human's daily life. Biologically speaking, food is a necessary condition
for human survival. Food also plays an important role in tourism (Tikkanen, 2007). Food is not
only a functional component of travel, but food also associates with, sensual symbolic, and
ritualistic (Mitchell & Hall, 2003; Kivela & Crotts, 2006; Shaw and Smith, 2008). Visitors explore
foods that are unfamiliar to them as an entry point to explore novel cultures and lifestyles (Long,
2004). Often, food is considered an essential part of the travel experience as it provides
unforgettable and enjoyable entertainment for visitors (Sanchez, Canizares & Lopez-Guzman,
2012). As mentioned by Lacy and Douglass (2002), “every tourist is a voyeuring gourmand” as
one of the main implicit factors that tourists consider in choosing the destination is food.

Studies designed to explain the food choice behavior and purchasing behavior of visitors
are only just emerging (Robinson & Getz, 2016). Mitchell and Hall (2003) were the first to draw
attention to this research gap. Eight years later, similar concerns emerged, indicating the
continued need to study tourists' food-related behaviors (Kim, Kim, & Goh, 2011). A study by Kim,
Eves and Scarles (2009) mention that existing studies on the consumption of local food and
beverages at a destination are at an early stage and as such, is still establishing its basic tenets.
Therefore, it is beneficial to study and explore the understanding of tourists' traditional food choice
behavior and decision-making process in tourist destinations (Lee & Scott, 2015; Frisvoll, Forbord,
& Blekesaune, 2016).

Therefore, this study was inspired by the lack of research on traditional food consumption
behavior. Every part of the region has its traditional food that originated from plants or trees. For
example, Jeli, Kelantan has a hilly area and because of the geographic condition, planting is a
common thing within this area. One of the prominent plants planted in this area is Pijat tree which
is the main ingredient for the famous Sambal Pijat. The leaves resemble strong turmeric leaves
that smell like stink bugs is a must-have menu at any event in Jeli, Kelantan. Due to the
uniqueness of this food, this study provides a theoretical and an empirical test on determining the
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factors that influence consumers’ perceptions and acceptance toward Sambal Pijat and what are
the relationship between them.

There are three objectives of this research:

1. To determine the factors that influence consumers’ perceptions towards ‘Sambal Pijat’

2. To determine the relationship between consumers’ perception and acceptance towards
‘Sambal Pijat’

3. To determine the challenges faced in introducing ‘Sambal Pijat’ in Kelantan.

LITERATURE REVIEW

Pokok Pepijat or Elettariopsis Curtisii

Pepijat’s tree is a plant that belongs to the ginger family. Ellettariopsis Curtisii is the scientific
name of ‘pokok pepijat’. It is a natural plant in Malaysia. Its growth distribution covers areas of
Thailand, Malaysia, and Borneo. This tree thrives in the moist air, together with moist soil, and
receives full shade from other plants. The leaves look like turmeric leave and it has a stinks bug
smell.

Perceptions

Perception can be defined as opinions or views and responses and in this study, perception of
society to Sambal Pijat. Society will make the perceptions to Sambal Pijat based on different
criteria such as taste and smell. Besides, social influences such as gender and socioeconomic
status may affect one’s perception. Studies by Kimura (2004) and Geart, Gilger, and Elliot-Miller
(1992) show that gender differences may affect perceptions. Other than gender, socioeconomic
status may also affect things such as where people live, eat, wear, and their education. All of
these are fundamental for the formation of reminiscence and life experience.

Acceptance

Del Giudice & Pascucci (2010) stated that user knowledge and trust have been identified as the
main determinants of their acceptance. Other researchers such as Fortin and Renton (2003)
pointed out the other three factors governing customer attitude towards modified food. The
perceived characteristic of the food product, the perceived effects of buying and consuming the
product, and the attitude towards genetic engineering in food production in general. Customer
acceptance can be influenced by many determinants, including socio-demographic factors,
cognitive and attitudinal factors (Shamal & Mohan, 2015).

Flavour

Flavour is defined as a complex combination of the olfactory, gustatory, and trigeminal sensations
perceived while tasting. The flavour of food is one of the main factors that influence food quality
and acceptance. It strongly determines consumer behaviour. According to Lawless (2001), the
primary taste that many researchers can detect is widely agreed to include bitter, sour, sweet,
salty, and umami. If food is less tasty, there will be a high possibility of rejection despite their
image and varieties (Soukara, 2007). Based on this study, consumers often consider taste and
flavours as the first and foremost requirement in purchasing and consuming Sambal Pijat.
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Texture

Texture innovation has been emerging since 2017. Other than texture, visual, appearance, taste,
and aroma are the criteria that may elevate the status of the food. Creating the best texture
depends upon choosing the best ingredients. Gelski (2017) stated in achieving acceptable,
customer-pleasing, the texture is pivotal when formulating items such as snacks and frozen food.
The product's freshness will affect the consumer purchasing decision; therefore, it is important to
keep the texture of the product in order to keep or increase the market demand (New Straits
Times, 2018).

Food Appearance

According to Corradini (2019, colour plays an important role (either synthetic or artificial colour)
to provide the desired sensory feature. Berry (2013) found the colour and good look that is served
to entice the consumers will bring the flavour and texture back in the minds of the customers
especially those who have the expectation from their experience. The success of the food industry
itself is actually from creating consistent and interesting products that rely on the consumers’
constant belief that the appearance of the food is the indicator of the acceptability of eating the
guality food (MacDoughall, 2003).

Traditional Food in Malaysia

Traditional food is closely related to food heritage and has become an important part of social life
(Ramli M., Adilah, Zahari M., Salehuddin, Halim, Nurhasmilaalisa, Aris & Mohammed, 2017).
Traditional food preferences as relationship to food passed on from one generation to the next
have been supported by previous researchers who argue that traditional foods are part of the
cultures, identities and heritage of countries around the world. Numerous researchers stated that
traditional foods are part of the cultures, identities and heritage of a particular country around the
world. This can be passed on from one generation to another and can resulting in
intergenerational transmission (Hamzah 2015, Sharif). It is also associated with celebrations and
a special occasion (Vitterso & Amilien, 2011).

Malaysia cuisine which include culinary traditions and practices, reflects the multi-ethnic
composition of its population. From main courses, appetizers to desserts, traditional Malay food
cuts across the country's cultures and ethnicities. Malaysia is one of the few places where different
flavours and traditions can be found, living proof of the famous maxim that "Malaysia is truly
Asian”. According to the National Food Heritage (Negara, 2012), Malays account for 67.4%,
Chinese 27.6%, Indians 7.3% and other 0.7% from 500 data collected in Klang Valley. The three
most popular traditional foods are Bubur Cha Cha, Kuih Seri Muka and Karipap. The second most
common traditional food is Nasi Lemak, Nasi Kerabu, Nasi Dagang. Laksa, Mee Kari, Teh Tarik,
Cendol and Sambal Belacan also rank relatively high in other categories. Traditional food has
long been the identity of all ethnic groups because of its uniqueness and particularity.

Traditional Food in Kelantan

Some foods are influenced by other cultures, and based on geographical factors, the region is
associated with other strong cultural regions. Some foods are influenced by other cultures and
the region is connected to other influential cultural regions based on geographical factors.

Kelantan's tourism slogan is also "The Cradle of Malay Culture", which shows that Kelantan is the
true heritage of strong Malay food image (Ramli M., et al., 2017). Kelantan is one of the state in
Malaysia state of Malaysia, located on the east coast of Peninsular Malaysia, famous for its
cultural heritage and natural environment (Marzuki, Hussin, Mohamed, Othman & Som, 2011). It
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is said that many local delicacies have retained the original flavour that people made in the past.
Some classic dishes well-known in Kelantan are Nasi Tumpang, Khao Jam and Roti Titab, while
the Sambal Pija’ mentioned in the study is Kelantan's most representative food, which

Due to Kelantan's relative isolation and largely rural lifestyle, the culture of Kelantan people
is somewhat different from the Malay culture of other parts of the peninsula. This is reflected in
their cooking style. The availability of local ingredients made Kelantan dishes distinct from other
states. Therefore, it is important to impart this knowledge to future generations in order to sustain
the traditional cuisine.

Perception and Acceptance Traditional Food in Malaysia

Every ethnic group in Malaysia has their own traditional food that symbolizes their unique etnicity.
Due to the diversitiy, people nowadays are more open in selling and buying food which is not
originated from their etnic. For example, the Chinese buy Nasi Lemak and Malay sell Yong Tau
Foo, Roti Canai and so on. This proves that Malaysians can accept this traditional food without
being racist. This kind of food is well received by the people of Malaysia (Md Ramli, Mohd Zahari,
Abdul Halim, & Mohamed Aris, 2017).

In addition, consumer knowledge and trust have been identified as important determinants
of their acceptance of traditional foods (Kaya, 2016). Acceptance of a type of food such as
traditional food depends on whether it meets the needs, expectations and satisfaction of the
consumer (Sadilek, 2019). Generally, the characteristics of traditional foods need to be practiced
by the older generation to the younger generation so that the acceptance of traditional foods can
be sustainable throughout the ages (Zahari, 2013).

Perception and Acceptance of Sambal Pijat in Kelantan

Sambal Pijat is categorized in dry foods. It has a distinct stinky bug smell, but it can turns into a
very delicious scent when cooked (Sumayah, 2011). The acceptance of this Sambal Pijat is very
encouraging as they not only served as an accompaniment in Malay food, but also use this tree
as a traditional after-birth treatment.

In addition, Jeli’s traditional menu like Gulai Sambal Pijat, Gulai Asam Rong is a basic food
to be served with Sambal Pijat. People in Jeli love Sambal Pijat so much. This is because most
of them says “eating without Sambal Pijat cannot improve their appetite”. Since Sambal Pijat is
already known to the Jeli community, this food is a hereditary food from ancient times. They prefer
Sambal Pijat compared to Sambal Belacan. Although it is spicy and sourish, Sambal Pijat proven
to be one of the favourite sambal among Kelantanese and has become a special dish for any
occasion.
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Figure 1. Sambal Pijat freshly made in traditional way which is the pepijat’s root was pounded
using lesung batu. The ingredients consist chili, asam keping and pepijat’s root

METHODOLOGY

To achieve the research objectives, information about consumers’ perception and acceptance
toward Sambal Pijat collected. The sampling strategy adopted in this study is targeted at specific
individuals or groups, and focuses on the criterion-based sampling techniques, namely purposive
sampling. Typically, purposive sampling is intended to facilitate the work of the researcher as it
depends on such situation as requiring a target for a fast sample. This method been selected
because of it is effective only small number of participants. Participants were selected based on
the criteria needed for the study for example, they are staying or had been staying in Kelantan,
have or never tried of any sambal product, or have heard of the name of Sambal Pijat. This
research offers the depth in understanding the traditional food, Sambal Pijat. By examining the
factors that influence consumers’ perception, the relationship between consumers’ perception
and acceptance, and challenges faced while introducing the Sambal Pijat to the market. This
research has gathered 10 participants from different criteria such as students and housewives

Data Collection Method

This research uses one type of interactions with the participants which is the semi structured in
depth interview. The in-depth interview gives the participants a looser way of answering the
guestion as the interviewer does not need to follow a rigid form. The participants are freer to
express their opinion and sharing their own perceptions.

The data were collected in 3 days starting form 26th October until 29th October. On the first
day interview, the researcher randomly chooses a total of 5 students from University of Malaysia
Kelantan. On the second day interview, 3 participants were selected from different work
background namely, a jewellery shop staff, flight officer and cleaner at University Malaysia
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Kelantan. On the final day, another 2 participants were employed for the interviews. The onsite
interviews were conducted in Kota Bharu which roughly took 20-30 minutes per participant to be
interviewed.

Table 1: Summary of Total Number of Interviewees

Individuals Number of Interviewees
Students of University Malaysia Kelantan, City Campus 5
Staff of a jewellery shop 1
Flight officer 1
Cleaner at the Universiti Malaysia Kelantan 1
Rubber Tapper 1
Housewife 1
Total 10

Data Analysis Process

Researchers use thematic analysis which is a straightforward process for analyzing qualitative
data. This method allows researchers to develop a deeper appreciation for the group or situation
they are studying. There are several processes involved in analyzing the data. Researchers
collected data from previous interviews. Next, coding was done line by line using an open coding.
After that, the researcher divides all the codes into a sub-theme. The researcher should do open
codes into sub-themes. Each code was interpreted and analysed. This process is for the
researchers began to interpret and analyze the compiled code. Subsequently, all the codes were
reviewed and the themes for each code was refined. A detail analysis for each theme were done
in order to ensure that there is enough data to support the topics, the data is not too diverse, and
to avoid the themes from overlapping.

The fifth process is to define and name the three key themes which associated with the sub
themes. The researchers provide topic names and clear working definition that capture the
essence of each topic in a concise and powerful way. Then, all identified themes were organized
organized themes in present research report in to portray participants ’'perspectives grounded
within their own words within the themes that were defined. Finally, all the data that have been
analyzed were transformed into an interpretable article.

FINDINGS AND DISCUSSIONS

Factors Influencing Consumers’ Perceptions towards ‘Sambal Pijat’ in Kota Bharu

Findings from this study has suggested four factors that influenced consumers’ perceptions
toward Sambal Pijat, which are taste and odour (1), business opportunity (2), innovation (3), and
no skills to produce Sambal Pijat (4).

1. Taste and odour

Odour or scent preference, which is associated with specific memories and associations are often
considered a personal choice. Participants shows that they consider smell as the first and
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foremost requirement in purchasing and consuming Sambal Pijat. If food smell bad or unpleasant,
there will be high possibility of rejection despite their image and appearance.

2. Business opportunity

Based on participant’s interview, most of them have perceptions that this Sambal Pijat has a
potential to grow, well known all over the world and compete with other traditional dishes.
Participant’s perception had indicated that this Sambal Pijat have opportunity in business. With a
rare smell, Sambal Pijat will attract people to purchase the products.

3. Innovation

Innovation can influence the perceptions of consumers toward Sambal Pijat. Regardless of what
industry you are in or what kinds of product and service you sell, customer is the most important
part of the business. Thus, it is important to provide high quality and innovative products to cater
to consumers’ taste.

4. No skills to produce ‘Sambal Pijat’

According to the study conducted by Simons and Hall (2018), the belief of a consumer regarding
a particular product has a positive outcome for acceptability of the product. Young generation are
not vey recognized Sambal Pijat due to the lack of exposure of Sambal Pijat to the young
generation. By spreading knowledge about ingredients and functional properties to a new
generation of young people, we can change their perception of traditional food and make this food
successful in the young people market.

Relationship between Consumers’ Perception and Acceptance toward ‘Sambal Pijat’

Findings from this study has suggested three reasons to explain the relationship between
consumers’ perception and acceptance toward Sambal Pijat in Kota Bharu, which include a
unique product to capture the market (1), the modern modify of traditional food (2), and
appearance (3).

1. A Unique Product to Capture the Market

Even though the taste and smell may be not accepted by everyone, but it worth a try since it
brings a very unique texture and different sense of feeling to people. Throughout our interview,
we know that generation nowadays are more likely to experience new and exciting things, their
acceptance is relatively large than the earlier generations.

2. The Modern Modify of Traditional Food

Multiple methods and tests need to be conducted in ensuring acceptance of Sambal Pijat. This
process consumes a lot of time, but it is crucial in knowing the feedback of the new innovation of
Sambal Pijat. While in the process, the traditional food can be varied according to different people
acceptance.

3. Appearance

The appearance of a product influences consumer product choice in several ways. From their
perception, we know that Sambal Pijat has same strong smell, hot and spicy taste, and similar
texture with Serundeng. These are some reasons people who tried or heard about Serundeng
before can easily accepted Sambal Pijat on their first try.
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Challenges Faced Introducing ‘Sambal Pijat’ in Kelantan

Findings from this study has suggested three challenges that faced by sellers while introducing
Sambal Pijat in Kelantan, which are the bad smell (1), not being recognized by the young
generation (2), and marketing is not widespread (3).

1. Bad smell

Sambal Pijat is less popular due to its bad smell and unpleasant. However, it will turn into a very
appetizing aroma when cooked. The aroma rises again when the dried leaves are used in cooking.
But it is not a problem to try it even if it smells bad but when eaten with rice it will arouse more
appetite and can turn into a side dish.

2. Young generation not recognized

The increasingly modern age makes Malaysians, especially the younger generation did not have
much knowledge about traditional food. This slowly affects the extinction of traditional food such
as Sambal Pijat. Therefore, the role of the family is important in educating and introducing
traditional food to children. This early introduction is able to make them appreciate the uniqueness
of the tastes and appetites of the past.

3. Marketing is not widespread

The difficulty of traditional Malaysian food in premium packages penetrating the local retail market
is one of the reasons why small and medium enterprises face difficulties in growing their business.
Therefore, marketing needs to be done so that the public knows about Sambal Pijat and could
find it in other states.

FINDINGS

This study seeks to explore the perception and acceptance of Sambal Pijat in Kota Bharu. To
accomplish this purpose, the study examined result from analysis of in-depth interviews with the
participants in Kota Bharu area on the factors that influence consumers’ perceptions towards
Sambal Pijat, relationship between consumers’ perception and acceptance toward Sambal Pijat
and challenges faced introducing Sambal Pijat in Kelantan.

The Factors That Influence Consumers’ Perceptions towards ‘Sambal Pijat’

In analysing interview data, the factors that influence customers, perceptions towards Sambal
Pijat, the taste and odour are among the most important predictors of food choice. The data
revealed that, perceptions of food will be formed based on appearance, taste, odour, price,
packaging and other cues. Researcher found that, with the different taste, the seller can get
opportunity to run a business. If a product can offer distinct taste that are proprietary even for
short period time, it can lead to a marketing advantages and also with the innovation, can deliver
significant benefits. With innovation, in solving problems, generate profits, resulting increase in
market share and able to gain competitive advantage. Based on this study, it is shown that most
of the young generation are not aware on traditional food such as Sambal Pijat. In Malaysia,
Malay modern society especially in the young generation has gradually ignored the Malay
traditional food due to social transition and unlimited information technology. For instances, the
young generation is too exposed to pre-prepared, packaged and convenience foods. Customer
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perception plays an important role, from understanding the customers to communications and
advertising, their buying decision, their loyalty, the extent to which they recommend a brand and,
even more, their advocacy efforts.

Relationship between Consumers’ Perception and Acceptance toward ‘Sambal Pijat’

Derived from the analysis of the interviews, there is relationship between consumers’ perceptions
and acceptance towards Sambal Pijat. It was clear from the results that respondents had a
positive view on Sambal Pijat. Most respondents commented positively on the texture, followed
by taste and aroma of Sambal Pijat. The respondents also reacted that even though the
unpleasant smell of Sambal Pijat leave people with bad breath and may never be accepted by
Westerners, but its smell is Malaysian foods’ signature aroma, most respondents who consumed
sambal everyday could accept Sambal Pijat as well. Additionally, respondents surveyed in this
study suggest exploring supply and demand markets and marketing strategies can be used to
increase the consumption of Sambal Pijat.

Challenges Faced Introducing Sambal Pijat in Kelantan

Our findings also indicate that the process perception and acceptance towards Sambal Pijat also
have three main challenges that have to be overcome. In introducing Sambal Pijat to the public,
there are various obstacles and challenges. The popularity and taste of Sambal Pijat is expected
to be clearly seen. Also, it has been noted that participants are very open when asked about new
or additional requests for this dish. They show interest in getting flavours and creating more new
variations. Market leaders in the industry should make some new choices that may attract more
consumers to this product. So far, there is only one option offered in the market, but by adding
additional flavour, customers will have more options when buying this Sambal Pijat. Furthermore,
although the younger generation is not familiar with Sambal Piijat, it is not an obstacle for the local
community to continue to maintain the tradition. The strongest challenge faced is that it stinks.
This is one of the reasons people are not willing to consume Sambal Pijat because of the smell.
Through the research done, many people do not know the benefits of this Sambal Pijat. Among
the benefits obtained by using pijat’s leaves is to get the best nutrition and quality. ‘Sambal Pijat’
may nhot be popular among the local community but if all the challenges can be overcome it can
create a name in the market due to its uniqueness and differences. Therefore, Sambal Pijat needs
to be further expanded in the market for the future.

LIMITATION

There are some limitations that can cause some obstacles in completing the research process
such as difficulties in conducting the interview, time constrain and higher cost. One of the reasons
is the COVID-19 pandemic, government has implemented restrict movement control order (MCO).
So, the participants are not be able to give full commitment and cooperation, this makes our study
difficult to complete.

Change the Recipe

The seller must innovate a better recipe in order to reduce the unpleasant odour from the food by
adding some other ingredients due to Sambal Pijat has use strong turmeric leaves that smell like
bug insects. Most respondents do not like the smell of Sambal Pijat but resent the taste of the
sambal. This smell caused customers to refuse to choose Sambal Pijat as their favourite sambal
because Malaysians who have various types of sambal cause them to choose Sambal Pijat as
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their last food. By changing the ingredients recipe to reduce the original smell of the sambal, the
deliciousness of the sambal will be more prominent with a pleasant smell.

Government’s Role

The government plays important roles in supporting people with small business by organizing a
campaign that encourages seller to remain successful in this industry such as “Importance
Traditional Food’ can help people realize in order to maintain a healthy and balanced life. People
need to go back to the traditional ways of eating and obtaining food that's harmless to their bodies.
Furthermore, with this campaign it enables to help traditional food sellers to compete with other
traditional food.

Entrepreneur Knowledgeable

Sellers should also acquire knowledge of new technology in the process of helping them to market
their products. By using social media to market the product, the seller will get many customers
because nowadays, people like to buy and find information in social media such as Facebook,
Instagram, Twitter, and YouTube. This is an opportunity for sellers to ensure that their product is
known-well. Furthermore, by using attractive advertising can also attract customers. People are
more willing to buy goods and services if the marketing strategies are done well.

Parents’ Role

The role of parents is also important in ensuring that children know about traditional foods.
Parents who do not introduce and practice traditional food intake at home caused children to have
a shallow knowledge of this cuisine. It is important to know about traditional foods because these
foods are nutritious and not harmful to health compared to today's food which has a lot of chemical
mixtures caused society to have a dangerous disease at a young age. In Malaysia, Malay modern
society especially in the young generation has gradually ignored the Malay traditional food due to
social transition and unlimited information technology. Parents themselves should also know
about these traditional foods and more advanced when parents know how to make it themselves
and are able to teach their children how to make the dish.

Innovation

The seller must also do some innovation towards product if it does not get a response from
customers. Innovation in brand, package, taste and smell can change customer perception of the
product sold. Innovation can increase chances who has small business to react to change and
discover new opportunities. The seller has to believe that small improvements eventually lead to
bigger and better ideas that may one day become revolutionary. Innovation capability is the key
productivity that creates competitive advantage by perceiving or discovering the new or better
way to compete in an industry and launch them into the market.

CONCLUSION

In conclusion, each research project conducted has its own importance and objectives. The same
thing happened for this Sambal Pijat project. Many weaknesses have been identified but
objectives for this project has been achieved. This study provides an in-depth analysis of the
perception and acceptance of Sambal Pijat in Kelantan. Also, this study is useful in improving the
food industry in Malaysia even though it still in the infancy stage. In addition, this study also
provides an overview of the perception and acceptance of Sambal Pijat among consumers in
Kelantan. The popularity and taste of Sambal Pijat is expected to be clearly visible. They seem to
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fall in love at first sight when they taste the Sambal Pijat because the taste is unique, delicious
and different from other foods. Researchers are satisfied when this sambal were well accepted
by many. This acceptance in sustaining the traditional food is very crucial to impart the knowledge
to future generations.
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ABSTRACT

The hospitality industry is growing rapidly as a result of high demands and needs of services
among customers. However, dysfunctional customer is a phenomenon that occurs often in the
food services sector where the industry puts considerable effort to control, manage, and prescribe
this phenomenon. Jay-customer behaviours are the main concern as one of the effects on job
stress among employees. Therefore, this study aims to identify the effects of jay customer
behaviour on job stress among customer service employees. A quantitative approach has been
applied in this study by distributing questionnaires through an online platform. This study targets
customer service employees who are facing jay-customer behaviours in the workplace. The
results showed significant relationships between customer incivility, customer aggression, and
customer belligerence with job stress among customer services employees.

Keywords: Hospitality, Jay-customers, Customer service, Job stress

INTRODUCTION

Hospitality organisations and employees are required to fulfil the demands of their customers in
order to achieve customer satisfaction and loyalty. Although customers are assumed to behave
rationally (Kennedy, Goolsby, & Arnold, 2003), previous studies noted that some customers
deliberately violate held norms in service exchanges (Fisk et al., 2010). The term jay-customer
refers to a customer who deliberately disrupts service in a manner that negatively affects an
organization, its employees, and other customers (Lovelock, 1994). Previous studies have
discussed the existence of jay-customer behaviours in service encounters, typologies of these
customers, and the drivers of customer misbehaviours (Fullerton & Punj, 1993; Lovelock, 1994;
Harris & Reynolds, 2004; Berry & Seiders 2008; Yagil, 2008).

This study aims to understand the different types of jay-customer behaviours by providing
empirical insights from both customer-contact employees and the effects of jay-customer
behaviours on employee job stress. This study attempts to examine the three types of jay-
customer behaviours, namely customer incivility, customer aggression, and customer
belligerence and their impacts on employee job stress. This study may also help managers and
employees to distinguish jay-customer behaviours from a service failure and suggest possible
steps that managers can take to assist employees in dealing with jay-customers such as training,
standardized procedures, and social support systems.

There are three objectives addressed in this study, as follows:
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1. To identify the relationship between customer incivility and job stress among customer
service employees.

2. To determine the relationship between customer aggression and job stress among
customer service employees.

3. To examine the relationship between customer belligerence and job stress
among customer service employees.

Significance of the Study

Organizations

This study would be able to provide a better understanding of jay-customer behaviours. The
results of this study can be used by organizations to improve the managerial activity of their
services in terms of how to manage the customers in becoming more civilized when
communicating with the employees. More knowledge of jay-customer behaviours can help service
organizations, especially in the field of hospitality to reduce the work pressure caused by such
customer behaviours at the service centers.

Employees

This study can broaden the knowledge of employees and provide new insight into the types of
jay-customer behaviours. The study can also help the managers and employees to distinguish
jay-customer behaviours from service failures. Besides, the managers can provide suggestions
with possible steps to the employees on how to deal with jay-customer behaviours whilst
increasing knowledge in terms of how employees can control job stress in the workplace.

Customers

This study will also give beneficial information to the customers because the customers can gain
information on how to communicate well with customer service workers. As such, the customers
may behave and handle their attitude while dealing with customer service employees. Such
mutual respect will result in the values of demonstrating friendliness, competence,
responsiveness, honesty, and communication skills, whereby the values of trust, happiness,
security, comfort, and self-esteem can be co-created and likewise benefit the customers.

LITERATURE REVIEW

Jay-Customer

Jay-customer can be described as a customer who behaves in a thoughtless or aggressive
manner, creating problems for the company, its employees, and other customers (Lovelock, 2001,
p.37). Some jay-customer behaviours are subtle and there is an indirect intent to harm an
employee. Jay-customer behaviours are identified as infringing socially constructed expectations
and harm-related behaviours that could be divided into three main types of jay-customer
behaviours, namely customer incivility, customer aggression, and customer belligerence. The
three behaviours represent diverse views and positions in terms of deviating habits for customers.
Jay-customer behaviours in this study are categorized into two groups, namely the subtle and
covert customer incivility misconduct and customer aggression, defined as physical and active
misconduct. Lastly, customer belligerence represents customers who behave argumentatively or
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aggressively towards service employees in a manner that expresses anger, obscenities, threats,
and insults in the context of service encounters.

Customer Incivility

Customer incivility can be described as a type of customer misbehaviour by failing to obey and
comply with the tacit rules and standards of service encounters. According to Lovelock and Wirtz
(2011) and Britner et al. (1994), the rule breaker category is best defined as the “problem
customers” transmitting problems by having a behaviour called “breaking company policies and
laws.” This study further defines incivility of customers as rude or discourteous behaviours that
violate social norms of respect in service interaction (Sliter, Jex, Wolford, & Mclnnerney, 2010;
Andersson & Pearson 1999), which could include verbal or nonverbal aggression in subtle or
passive forms from customers. In addition, the impacts of customer incivility on the overall
business environment as well as employee reactions to the customers deserve more focus.

Customer Aggression

Customer aggression is known as unacceptable opposite behaviour exhibited by a current or
former customer of an organization towards an employee that creates a frightening or offensive
situation. Customer aggression may result in injury management expenses and workers’
compensation costs. Customer aggression in this study denotes the work stressor to an extent
that the employees feel threatened by customer aggression, which is known as stress appraisal,
while emotional exhaustion and absences represent psychological and behavioural forms of
strain. Customer aggression may involve mild physical abuse such as kicking and slapping
employees.

Customer Belligerence

Customers’ belligerent behaviour usually expresses resentment and abuse to service employees
either verbally or physically. Customer belligerence can also be defined through actions such as
screaming, insulting, threatening, and swearing in the service organization. Customer
belligerence also refers to customers whose actions are extremely abusive in a manner that
causes problems to employees, organisations, and other customers (Chand, 2015).

Job Stress

Job stress refers to a physiological condition in which work-related duties and responsibilities
become burdensome and overwhelming to the point that it imposes unhealthy effects on the
mental and physical wellness of employees. Job stress has also been generally described as an
unpleasant emotional experience associated with negative feelings such as anxiety, irritation,
anger, and depression (Bolino & Turnley, 2005).

Research Hypotheses

Three hypotheses were developed in this study, as follows:

H1: There is a significant relationship between customer incivility and job stress among
customer service employees.

H2: There is a significant relationship between customer aggression and job stress among
customer service employees.
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H3: There is a significant relationship between customer belligerence and job stress among
customer service employees.

Research Framework

A conceptual framework has been constructed to investigate the connection between the
independent variables and the dependent variable. The independent variables consist of three
main elements, namely customer incivility, customer aggression, and customer belligerence,
which are the elements of jay-customer behaviours. Meanwhile, the dependent variable of this
study is job stress faced by customer service employees.

METHODOLOGY

Research Design

This study used a quantitative method where questionnaires were distributed to 322 customer
service employees of hospitality establishments in Kuala Lumpur. Kuala Lumpur was chosen as
the primary geographical area of the study because more than 100 services companies are
located and serve as Headquarters for each of the services companies compared to other states
in Malaysia. Using a quantitative method, the study could collect information more quickly and
use randomized samples; besides, the possibility of result duplication is also possible.

A set of questionnaires was distributed to the population to collect data from the customer
service employees of hospitality establishments in Kuala Lumpur. The questionnaire is divided
into three main sections: A) demographic of respondents such as gender, age, race, work
experiences in the customer service field, job status, and marital status; B) types of jay-customers
(customer incivility, customer aggression, and customer belligerence); C) the effects of jay-
customer behaviours on job stress among customer service employees. Questions related to
causes and effects that lead to job stress among customer services employees were adopted and
adapted from previous studies based on the information from the literature review. A five-point
scale was used, ranging from strongly disagree, disagree, neutral, agree, and strongly agree.

Data Collection

In the first stage, the data collection in this study was remotely conducted online on the customer
service employees. Besides reducing the travel time, the online platform is more effective in
maintaining health and safety since no face-to-face communication is involved, thus avoiding
direct response sessions. A set of questionnaires was distributed to the respondents to collect
the data online using Google Forms because this platform is more convenient, less time-
consuming, easy to handle, and requires less interaction between the researchers and the
respondents.

Sampling

The sampling method used in this study is probability sampling, which is to determine the
accuracy of the representative sample. Conversely, in non-probability sampling, not every
individual has a chance to be selected because it is based on non-criteria. In general, the
sample size that will be used to conduct this study includes a total of 322 customer service
employees of hospitality establishments in Kuala Lumpur. To achieve a reliable and valid
sample for this study, the researchers used the equation proposed by Krejcie & Morgan (1970)
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to determine the sample size, as follows:

_ I'Ejll[]?il - ]5'.;
N -1+ X5p(1-p)

n = sample size

N = population size

e = the degree of accuracy expressed as proportion (0.05)

i
-

X747 = chi-square of degree of freedom 1 and confidence 95% (3.841)

p = proportion of population (if unknown, 0.5)

Data Analysis

Four types of data analyses were used in this study, namely frequency analysis, descriptive
analysis, Pearson's correlation coefficient, and reliability test using SPSS version 26.

FINDINGS

Respondents’ Profile

The total frequency of the customer service employee respondents is 322, with a total of 129 male
respondents and 193 female respondents. Table 1 shows that 40.1 percent of male respondents
and 59.9 percent of female respondents represent the population of customer service employees.
In terms of work experience, most of the respondents have 1 to 5 years of experience as customer
service employees (247 respondents; 76.7%), followed by 6 to 10 years (59 respondents; 18.3%
and 15 years (16 respondents; 5%). The respondents are mostly full-time employees (165
respondents; 51.2%), followed by part-time employees (157 respondents; 48.8%).

Descriptive Analysis

Table 2 shows the number of respondents, mean, and standard deviation for both the
independent variables (IV) and the dependent variables (DV). In terms of the independent
variables (IV), customer incivility has the highest mean score of 2.74, followed by customer
aggression (2.64), and lastly customer belligerence (1.96). Meanwhile, the mean score for the
dependent variable (DV) of job stress among customer service employees is 2.77. Besides, the
highest standard deviation value for the independent variables (IV) was obtained by customer
incivility (0.20), followed by customer aggression (0.20) and customer belligerence (0.17), while
the standard deviation value for the dependent variable (DV) is 0.39.
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Table 2: Descriptive Analysis

Variable Mean | Standard Deviation
Customer Incivility 2.74 0.20
Customer Aggression 2.64 0.20
Customer Belligerence 1.96 0.17
Job Stress among Customer 2.77 0.39
Service Employees

Reliability Test

Reliability analysis was used to measure the reliability of the questionnaires that were distributed
to 322 respondents through an online survey method. Cronbach's alpha coefficient was used to
measure the association between the independent variables (V) and the dependent variable
(DV). Each independent variable consists of 5 questions. The Cronbach’s alpha value for
customer incivility is 0.917, which is considered excellent; thus, the coefficient is reliable.

Next, the Cronbach’s alpha values for customer aggression and customer belligerence are
0.905 and 0.971, respectively, which are considered excellent; thus, the coefficient values are
both reliable. Lastly, the dependent variable of job stress among customer service employees
was measured using 9 questions and the Cronbach’s alpha value is 0.926, which is excellent;
thus, the coefficient is also reliable.

Pearson’s Correlation Coefficient

Table 3 shows Pearson’s correlation coefficient results involving 322 respondents. Evidently, the
relationship between customer incivility and job stress is moderate and positive with 0.69. The p-
value is 0.00, which is less than the significance level of 0.01 and this specifies a significant
relationship between customer incivility and job stress among customer service employees.
Therefore, this study rejects the null hypothesis HO for Hypothesis 1. Next, the relationship
between customer aggression and job stress has shown a high positive correlation with 0.71, and
the p-value is 0.00 is less than the significance level of 0.01. This implies a significant relationship
between customer aggression and job stress among customer service employees; therefore, this
study rejects the null hypothesis HO for Hypothesis 2. Lastly, with a p-value of 0.00, which is less
than the significance level of 0.01, a moderate positive relationship was indicated between
customer belligerence and job stress with a coefficient of 0.64. This further suggests a significant
relationship between customer belligerence with job stress among customer service employees;
therefore, this study rejects the null hypothesis HO for Hypothesis 3.
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DISCUSSION & RECOMMENDATIONS

This study makes several contributions to the hospitality management literature. The effects of
jay-customer behaviours on job stress among customer service employees have shown that each
jay-customer behaviour gives a different effect on employee job stress. In this study, customer
incivility and customer belligerence both acquired moderate positive correlations, while customer
aggression acquired a high positive correlation. This indicates that customer service employees
tend to be more stressed when they are faced with customer aggression behaviour.

Due to customer incivility behaviour, it may be hard for the customer service employees to
handle these customers because they will not give their best cooperation or comply with the rules.
Such behaviour will also decrease the confidence of the employees to face customers due to
such aggression. Besides, the customer belligerence behaviour might also discourage employees
from working ethically as a result of being provoked verbally or physically by the customers.

Several directions can be taken by future researchers relevant to the effects of jay-customer
behaviours on job stress among customer service employees. Firstly, they should add more
information about jay-customer behaviours in their questionnaire so that the respondents will have
a better understanding of the topic, making it easier for them to answer. Communication will also
become easier and the information given is clearer. Lastly, future studies should not only focus
on the effects of jay-customer behaviours on job stress, but they can also add other dependent
variables such as job quality and individual performance in the workplace.

CONCLUSION

This study was carried out to explore the effects of jay-customer behaviours on employee job
stress. The purpose of the study is to help the employees identify the cause of stress while
working, in terms of whether the stress was affected by jay-customer behaviours. Hence, it can
be concluded that significant relationships exist between customer incivility, customer
aggression, and customer belligerence with employee job stress. This study has also provided
several limitations and recommendations that can be used as guidance for future researchers.
Thus, it is hoped that all information provided in this study can help related parties such as
employers and employees to recognize the cause of stress while working.
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ABSTRACT

This study's objective is to identify the factors that influence the youth traveler’s decision to visit
film-induced tourism destination. Three influencing factors were investigated in this paper namely;
unique experience, scenery and celebrity factor. Data were collected using online survey, for the
ease of approaching and reaching a wide range of respondents among youth travelers in
Malaysia. The respondents were reached via the convenience sampling method. The target
population of this study is Malaysian youth travellers with a total 5, 430,430 people. A total number
of 385 respondents were selected as sample for this study. Their responses were collected, and
recorded using are five-point Likert scale that ranges from 1 (strongly disagree) through 5
(strongly agree). The result shows that unique experience has a strong relationship towards youth
travellers’ motivation to visit a film-induced destination. This research is expected to expand the
body of knowledge in film-induced tourism related literatures.

Keywords: film induced tourism, push and pull, motivation, young traveler

INTRODUCTION

Film-induced tourism is a recent appearance in the tourism industry, where tourist motivation to
visit certain places is derived from the film had watched by tourist (Macionis, 2004). Movie-
induced tourism or film-induced tourism is defined as travellers, who travel to a particular
destination because the destination has been featured in film, television, or video games (Hudson
& Ritchie, 2006). The definition of youth traveller, includes those who are above 30 years old
(Yunus & Landau, 2019). However, different countries have different practices and the concept
of youth traveller is different among the limits of age. In Malaysia, according to Malaysian Youth
Poalicy, the range of age for Malaysian youth is among 15 to 30 years old (Yunus & Landau, 2019).
According to UNWTO (World Tourism Organization, 2013), youth travelers are growing market,
representing more than 23% among tourists who travel internationally every year. The economic
value of youth travelers lies in this industry's unique character because young people are more
adventurous, looking for new culture and developing their knowledge.

As mentioned by Simkova and Holzner (2014), tourism motivation is linked and related to
psychological patterns because it examines the motivation of traveling, needs, and individual
satisfaction. Maslow's hierarchy of needs theory is the most cited and widely used to explain
tourist behaviour and travel motivations, followed by sociopsychological motivations to travel by
Crompton (1979) and push and pull theory (Dann, 1977). According to Richard and Wilson (2003),
young people are looking for different experiences on their travel and film-induced tourism is about
engaging in movie-related experiences that can attract young people to join any activity from this
kind of tourism.
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Surprisingly, many Malaysians aren’t aware of the existence of film-induced tourism. This
is because film-induced tourism isn’t familiar around Malaysia (Hamzah, Aminuddin, Mustapha,
& Ismail, 2016). Malaysian films are locally produced and targeted mainly for local consumption
(Rosnan, Ismail, & Daud, 2010). Besides that, there are many international movies that portray
the beauty of Malaysia but for Malaysia’s films, it is a rare sight (Hamzah et al., 2016). This is
because only a small number of films/movies/dramas are produced to show the beauty and
attractiveness of Malaysia that can attract people, especially local people, to visit certain places.
Thus, this study aims to explore the factors that influence the youth travellers’ motivation to visit
a film-induced destination.

There are three objectives for this research:

1. To examine the relationship between unique experience and motivation to visit film-induced
tourism destinations among youth travellers in Malaysia.

2. To examine the relationship between scenery/physical icon and motivation to visit film-
induced tourism destinations among youth travellers in Malaysia.

3. To examine the relationship between celebrity and motivation to visit film-induced tourism
destinations among youth travellers in Malaysia.

Significance of the Study

There are a few significances of the study for researchers, film director and travellers. As for the
researchers, the finding from this research can be implemented in future academic researchers.
This study can be used to study the motivation to visit of film-induced tourism destination among
youth travellers in Malaysia. Next, this study may also provide new knowledge to the film directors
in terms of understanding the need for Malaysian touch that could induce tourism activity.
Besides, identifying and prioritizing motivations is key to understanding the tourist decision
making process and potentially understanding future traveler trends. The result also helps the
travelers to find out what are the main reason to choose their destination to visit film-induced
tourism and meets their expectations.

LITERATURE REVIEW

Motivations to Visit Film-Induced Tourism Destination

Motivation refers to reasons that underline behavior that is characterized by willingness and
volition (Macionis, 2004). A constellation of closely associated beliefs, attitudes, principles,
interests and behavior are involved in motivation (Gjorgievski & Trpkova, 2012). Film film-induced
tourism is defined as tourist visits to the destination featured on television, video, or cinema
screens (Hudson & Ritchie, 2006). Several studies found that push and pull factors of destination
is related to the youth travel decision makiing (Gjorgievski & Trpkova, 2012; Khan, Safri, & Pazil,
2014; Pesonen, 2012). According to Macionis (2004), people who visit film- induced tourism
destination have their own motivation to visit, such as exploring by themselves and feel it.
Personal experience also shapes the tourist decision making. While, Khan et al. (2014) found the
importance of gaining new knowledge that motivates people to visit a particular destination.
Gjorgievski and Trpkova (2012) also revealed that places seen in the film attract the audience to
visit the destination. Pearce and Lee (2005) said that the visitors enjoy the activity and recreation
shown in the film. Besides that, the scenery, strategic location and the culture also attract tourist
to visit a particular destination.
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Unigue Experience and Motivation to Visit

Unique experience can be experienced in many ways. As stated by Hamzah et al. (2016), tourists
visit the film-induced sites to escape their ordinary life, to add something extraordinary and
remarkable memories to their holidays, to enjoy the film location, something new and unique
during their journey and to gain valuable experience with the film itself. According to Riley and
Doren (1992) and Kim and Richardson (2003), unique experiences are motivated by vicarious
participation and location recognition by a film plot that gives the gaze’s beholders a more
profound significance. It indicates a visceral feeling about someone else’s life that enables and
person to engage in someone or something else’s ‘motions, posture and sensations’ of someone
or something else. The empathy concept can grasp this idea of ‘momentary experience’. Thus,
the study has proposed the following hypothesis:

H1 = There is a significant relationship between unique experience on motivation to
visit Film Induced Tourism destination among youth travellers in Malaysia.

Scenery and Motivation to Visit

Destinations need to better understand the potential of their location and work with film
industries more productively and extensively to ensure that every aspect of the site is portrayed
effectively on-screen (Rajaguru, 2014). Then, once a worldwide audience has viewed the footage,
they can work on the long-term revenue by adopting numerous strategies to promote the
destination (Maudlin, 2012). The scenery, landscape, culture and pleasant people are vital to
attract youth travellers and gain their attention to visit film-destination (Tessitore,Pandelaere and
Kerchlove,2014).

Besides that, some researchers also mentioned that motion pictures plays a leading role in
enhancing the consumers' awareness of tourism destinations and inspiring their motivation to visit
destinations (Rajaguru, 2014). For instance, “Hallyu” (Korean Wave), a platform of Korean cultural
exports, has changed the Korean tourism industry and attracts travellers from around the world.
The Korean Tourism Organization uses the success of the Korean Wave to promote Korean
tourist attractions through motion pictures, including Korean film, TV drama shows, music and K-
pop. Thusly, the study has proposed the following hypothesis:

H2 = There is a significant relationship between scenery/physical icon and motivation
to visit Film-Induced Tourism destinations among youth traveller in Malaysia.

Celebrity and Motivation to Visit

Film stars, actors and celebrities are great ingredients of mass media and they can be the
important roles they assume in their movie or television characterization (Gjorgievski & Trpkova,
2012). This is recognized in the public relations, advertising and celebrity endorsement literature.
Till and Shimp (1998) stated that feelings towards a celebrity are expected to transfer any
endorsed brand through their power status and the recurring association. This is because
celebrity traits can influence a destination image as shown through potential tourists, thereby
enhancing their ability to visit the destination (Glover, 2009). According to Gjorgievski and Trpkova
(2012), tourists are also influenced to visit a destination where famous actors played memorable
scenes. Thusly, the study has proposed the following hypothesis:
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H3 = There is a significant relationship between celebrity and motivation to visit Film-
Induced Tourism destinations among youth traveller in Malaysia.

Conceptual Framework

Based on the background and extensive literature review, the following conceptual model has
been formed (Fig. 1). The operationalization of the research construct considers three
independent variables that contribute to the motivation to visit film-induced tourism destinations.

Unique Experience

Motivation to Visit
Film-Induced
Tourism Destination

Scenery /
Physical Icon

Celebrity

Figure 1: Conceptual Framework
Source: Macionis (2004)

METHODOLOGY

Research Design

This study used the quantitative approach as suggested by Hamzah et al. (2016). Descriptive
research design can be used to explain the young population’s characteristics. It can be used to
provide a summary of the samples and measures done on a study. It also analyzes the
motivations or factors that trigger the young population in Malaysia to travel to film-induced
tourism destinations. According to Department of Statistics Malaysia (2019), the total population
for domestic tourists in Malaysia, which is 29.4 million citizens. Young people who are the age
range between 15 to 30 years old was selected as the target population of this study.

Sampling

The sampling method used for this study is a simple random sampling from the probability
sampling method. The respondents will be selected by using a random selection. According to
Dan Fleetwood (2020), probability sampling is defined as a sampling technique that uses a
method based on probability theory to select samples from a larger population. The sample size
is determined by using the sample size determination table of Krejcie and Morgan (1970).
According to Krejcie and Morgan (1970), based on the rule of thumb, the number of the sample
size required is 385 respondents.
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Data Collection

Secondary data has been used primarily to support the formation of research framework. We had
attained numerous applicable data from multiple sources such as online journal databases from
Science Direct, Emerald Insight, Google Scholar and others. The purpose is to cquire more
information about the study's scope, which is film-induced tourism.

The second stage of data collection involves first-hand data collection. A set of
guestionnaires was distributed to the population for data collection purposes. The data will be
primary data because the data not been published yet by anyone, so it is reliable, objective and
authentic (Kabir, 2016). The data is collected using online survey in order to reach the
respondents easily due to Covid-19 phenomenon. The google form link has been snowballed
through Instagram, Facebook, Twitter, WhatsApp and Telegram.

Data Analysis

The data obtained were analysed by using Statistical Package for the Social Science
(SPSS) version 25. Descriptive analysis, reliability test and Pearson Correlation Coefficient
Analysis were used in this study.

FINDINGS

Respondents’ Background

This study aims to study the relationship between unique experience, scenery and celebrity to
visit film-induced tourism destinations among youth travellers in Malaysia. Table 1 summary
summarizes the background of respondents.

Table 1: Demographic profile of respondents

Demographic Categories Frequency Percent (%)
Gender Male 135 35.1
Female 250 64.9
Race Malay 226 58.7
China 75 195
Indian 73 19.0
Others 11 2.9
Age Range 15 - 19 years old 50 13.0
20 — 24 years old 242 62.9
25 — 30 years old 93 24.2
Personal Income Less than RM1,000 78 20.3
RM1,001 until RM2,000 81 21.0
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RM2,001 until RM3,000 82 21.3

More than RM3,001 36 9.4
No Income 108 28.1
Status Single 319 82.9
Married 66 17.1
Employed Status Unemployed 18 4.7
Student 184 47.8
Government 66 17.1
Non-Government 71 18.4
Self-employ 46 11.9
Educational Level SPM 75 195
Diploma 104 27
Degree 189 49.1
Master 15 3.9
PhD 2 0.5
Frequency of Travelling Once a year 168 43.6
Twice a year 137 35.6
More than twice a year 80 20.8
“Film-induced Tourism” Yes 207 53.8
Term No 178 46.2

Based on Table 1, 250 female respondents and 226 male respondents have responded to
this study with 64.9% represents female respondents while 58.7% represents male respondents.
Based on the table 1 226 respondents or 58.7% of the respondents are Malay followed by Chinese
with 19.5% of the respondents or 75 respondents. 19% or 73 respondents were Indians and the
minor category was other races with 11 respondents or 2.9%. Most of our respondents are aged
between 20 to 24 years old with a result of 242 respondents or 62.9% followed by 24.2% or 93
respondents who are aged between 25 to 30 years old. The least was among those aged between
15 to 19 years old which is equivalent to 13% or 50 respondents.

In terms of respondent’s income level,.28.1% or 108 respondents were among those who
do not have any income followed by 21.3% or 82 respondents who earn between RM2,001 to
RM3,000,RM1,001 to RM2,000 with 21% or 81 respondents and 20.3% or 78 respondents
among those who has income less than RM1,000.. The least are those who have income of more
than RM3,000 and is represented by 9.4% or 36 respondents. Result also shows that 319
respondents or 82.9% are single while 66 respondents or 17.1% are married 184 respondents
or 47.8% of the respondents are students followed by 18.4% or 71 respondent who works in non-
government agencies,17.1% or 66 respondent who works in government agencies,46
respondents or 11.9% who are self-employed and the remaining 4.7% or 18 respondents are
unemployed.
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On one hand, it is notable that 49.1% or 189 respondents from this research are bachelor
degree holder followed by 27% or 104 respondents who are Diploma holder, 75 respondents or
19.5% who have completed their Sijil Pelajaran Malaysia (SPM), 15 respondents (19.5%) are
master’s degree holder and 2 respondents or 0.5% are PhD holders. It is also notable that, 168
respondents, 43.6% of respondents travel once a year followed by 137 respondents or 35.6%
who travel twice a year and the remaining 20.8% respondents travels more than twice a year.
Moreover, 207 respondents (53.8%) are familiar with the film-induced tourism term while the
remaining 46.2%, aren’t.

Factors influencing the youth travellers’ motivation to visit a film-induced destination

Pearson’s Correlation was used in this study to describe the relationship between two variables
in terms of strength of the relationship. The reliability test was conducted on the independent
variables to check the internal consistency of the instrument. The result of Cronbach Alpha for all
variables scales was in the range of 0.811 to 0.914. As recommended by Sekaran and Bougie
(2016) the minimum acceptable range has been set to be 0.70, The result of hypothesis testing
has been in Table 2.

Table 2: Pearson Correlation Coefficient

UNIQUE MOTIVATION
EXPERIENCES
UNIQUE Pearson 1 T67*
EXPERIENCES | Correlation
Sig. (2- .000
tailed)
N 385 385
SCENERY MOTIVATION
SCENERY Pearson 1 .652**
Correlation
Sig. (2- .000
tailed)
N 385 385
CELEBRITY MOTIVATION
CELEBRITY Pearson 1 .500**
Correlation
Sig. (2- .000
tailed)
N 385 385
**. Correlation is significance at the 0.01 level (2-tailed).
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Table 2 shows the strength of the relationship between variable tested in this research., The
result indicates that unique experiences have a strong relationship with youth travellers’
motivation to visit a film-induced destination (r=0.767, n=385, p<0.01) followed by scenery
(r=0.652, n=385, p<0.01), and celebrity (r=0.500, n=385, p<0.01) with a moderate relationship.

DISCUSSION

This research aims to examine the relationship between unique experiences, scenery and
celebrity towards youth travellers’ motivation to visit a film-induced destination. The result shows
that there is a strong influence from unique experiences received towards the youth traveler’s
motivation with a result of r = 0.767, n = 385 and p < 0.01. This result were supported by Hamzah
et al. (2016) that young travellers are mostly influenced by the push factors to fulfill their desire to
gain unique experience and to add something special to their holiday.

As for scenery relationship with youth traveller's motivation also came out moderate with r
=0.652, n =385 and p <0.01. This result is in line with Hamzah et al. (2016) that the beauty and
attractiveness of location can be the contributing factor for them to visit the film site. Pearce and
Lee (2005) also agreed that most youth travelers enjoy the beautiful scenery to take a photograph
with as what they saw in film.

The strength of relationship between celebrity and motivation to visit film-induced tourism
among youth travellers’ in Malaysia turn out to be moderate at r = 0.500, n = 385 and p < 0.01.
The finding is in line with Gjorgievski and Trpkova (2012) that youth travelers are influenced to
visit a film-destination, where famous actors or their celebrity played memorable scenes.

CONCLUSION

In conclusion, film factors cannot be isolated to make the tourism industry more colorful and
vibrant with a variety of tourism products, because this is to be considered as one of the strong
marketing tools. The filmmakers and government should corporate and collaborate to present the
best attraction in the country in the local film as a way to promote Malaysian tourism destination.
As for researchers, the result of this study will help them better understand the motivation of youth
travellers to visit film-induced tourism destination. Future researchers should firstly consider a
well-balanced sample from the population. An unbalanced sample will lead to an inconsistent
result where the result will only be leaning to one category. Next, researchers should increase the
sample size in order to obtain precise, accurate and consistent results. Researchers should also
consider including in more variables in order to find more factors that could influence the
Malaysian youth travellers’ motivation to travel to film-induced tourism destination. Lastly,
researchers might also want to consider incorporating different data collection method in order to
obtain accurate result from the respondents. Therefore, to make tourism industry more colourful
with a variety of tourism product, flmmakers, DMOs and local authorities should have a good co-
operation among themselves and to give a full commitment to producing a high-quality film.
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ABSTRACT

This research aims to analyze the factors influencing local tourists’ travel destination choices in
Malaysia. Three influencing factors were investigated in this paper namely; destination image,
price, and accommodation and facilities. Quantitative approach was used to reach 384
respondents among local tourists in Malaysia. The target population for the study has been set to
be Malaysian local tourist. 384 online surveys were distributed to the respondents aged between
20 — 50 years old. The questionnaire is divided into three sections; Section A reflects the
demographic profile of tourists; Section B is about factors influencing local tourists’ travel
destination choices and Section C consists of items related to tourists’ destination choices. The
results show that destination image has a stronger relationship with tourists’ destination of choice
as compared to other variables. The study found that destination image, price and
accommodation and facilities are the important attributes for local tourists in choosing tourism
destination. In conclusion, relevant discussions, recommendations, and limitations of the study
Relevant discussion and recommendation were proposed in this study to boost Malaysia’s
position as the preferred destination of choice.

Keywords: Destination choice, Local tourist, Tourism destination

INTRODUCTION

The tourism industry has been one of the fastest-growing segments. According to Martins (2015),
tourism can be considered as an industry that sells fantasies and feeds upon dreams, hopes,
beliefs, expectations, and people’s imagery, which turn into consumer goods or experiences.

For over a decade, tourism has led the Malaysian economy. In the first half of year 2019,
the tourism industry contributed RM41.69 billion to the Malaysian economy and the number of
international tourist’s arrival reached 13.35 million (Tourism Malaysia, 2019). Rogerson (2015)
noted that domestic tourism receives less attention than international tourism, even though the
former is the driving force behind a nation's tourism industry's structure and nature. Besides, there
is a lack of research in examining the actions and decision-making of Malaysian tourists that
would enable local government and business owners to address difficulties in meeting and
productively attracting consumer needs, as attracting tourists to the destination is a major concern
of destination marketers (Hussain, 2017).

Environment, products and services, culture, society, foodstuff, heritage, buildings, events,
and activities are the essential factors that attract tourists to choose their favorite travel
destinations (Fu, Ye, & Xiang, 2016). These factors may be easily affecting the behavior of tourists
in the destination of choice. This shows that the behavioral intentions of visitors' behavioral
intentions have causal relationship with source of information, motivation, perception, and
satisfaction (Fu et al., 2016; Paudel, 2016; Mici¢, Denda, & Popescu, 2019). However, this
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research aims to specify the important factors that tourists consider when choosing a travel
destination in terms of destination image, price and accommodation, and facilities. There are three
objectives included in this research:

1. To examine the relationship between destination image and local tourists’ travel
destination choice.

2. To examine the relationship between price and local tourists’ travel destination choice.

3. To examine the relationship between accommodation and facilities and local tourists’
travel destination choice.

Significance of the Study

This research would help stakeholders in the local tourism industry and encourage the
government to upgrade or transform a range of domestic tourism destinations. Understanding the
findings from this study will assist the respected parties elevate poverty and engage local
communities in tourism development despite generating income. The government should
facilitate local community access to the tourism market. This study will help the government and
local community, especially to improve domestic tourism development in order to cater the
demand of tourist.

This research would open the reader to a broader worldview, new concept, new
perspectives, and new ways of thinking. Tourism knowledge and awareness are beneficial as it
helps tourist to make a wise choice and plan a holiday.

LITERATURE REVIEW

Factors Influencing Tourists’ Destination of Choice

Understanding why people travel and what influence their travel motivation to choose a travel
destination is important to the tourism industry (Lam & Hsu, 2005). Travel motivation is dependent
on personal attitude and behavior, while the factors that affect the destination of choice are related
to what the destination could offer. According to Baniya and Paudel (2016) travel decision making
involves pull and push factors. Travel motivation represents the needs or wants of the tourists, as
well as the push and pull factors that influence tourists’ decision-making. The push factor
(psychological factor) according to Maslow's hierarchy of needs, are the intangible and inner
desires (internal or emotional aspects) of an individual traveler related to the origin (Micic, et al.
2019). In contrast, pull factors are attributes associated with a particular destination (Baniya, et
al.,, 2017). This relates to the existing attractions in the destination that attract tourists to visit,
view, and experience (Subadra, et al., 2019). Seyidov & Adomaitiené (2016) considered few
factors, such as social, cultural, personal, and psychological factors, the number of tourist
attractions, available amenities, prices, human resources, and various types of tourist destinations
in tourists’ decision-making. There are many factors that will influence the motivation to choose a
travel destination. As such, three prime factors will be investigated in this paper.

Destination Image

Destination image is the key element to successfully attract tourists to travel to a destination. Even
when the tourists have not visited a particular destination, their thoughts can still reflect the
destination's image (Sergio & Lopes, 2011). So, the image of a destination has the power to
influence the tourists’ destination of choice. Destinations with a positive image and good view
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could improve visitors' expectations before traveling, thereby enhancing the tourism experiences
and make visitors feel the value proposition of travel. A good and positive destination image will
eventually lead to an actual visit to the destination. So that destination image can be said to be
the decisive factor for tourists to choose the destinations.

H1: There is a significant relationship between destination image and local tourists travel
destination choice.

Price

According to Merriam-Webster (2020), price is the amount of money given or set as consideration
for the sale of a specified thing. It is used to measure the value of the products or services. Most
tourists prefer to travel on a budget, especially in terms of transportation. Tourists do not like to
spend a lot of money on transportation, so they will choose convenient and cheaper means of
transportation to reach a specific destination. Vanhove (2011), highlighted that price is related to
the cost of transport to and from the destination and the cost on the ground such as
accommodation, attractions, food, and tour services.

H2: There is a significant relationship between price and local tourists’ travel destination choice.

Accommodation and Facilities

Accommodation can be described as a base for travel and a place for tourists to rest and spend
the night. According to Provotorina et al., (2020), the combination of accommodation and
supporting facilities act as the vital element of the tourism industry. Accommodation directly
affects consumers’ choice of destination. The decision to choose a particular destination will
begin as early as the tourist choose the accommodations as hotels do offer facilities and packaged
activities (Anas et al., 2020). Accommodations and facilities are essential as it provides a safe
place for travellers to rest, sleep, and relax. A good rest can reduce travellers’ fatigue, thus
keeping up the spirit and continuing to conduct their activities. Besides, the facilities offered in an
accommodation will basically define their image in the eye of tourist. Pantry, elevators, 24 hours’
front office and security, canteen, meeting room, resting areas, car parks, and free connected Wi-
Fi are the most common facilities provided by hotels.

H3: There is a significant relationship between accommodation and facilities and local tourist’s
travel destination choice.

Destination Choice

Destination choice is one of the key elements in tourists’ travel decision (Filimonau & Perez 2018).
Destination choice is conceptualized as a tourist’'s selection of a destination from a set of
alternatives (Ahn, Ekinci, & Li, 2013). Studying tourists’ destination choice and identifying factors
affecting tourists’ destination decisions is of critical importance for destination marketers in order
to attract tourists to visit and revisit the destinations. Based on the previous research, destination
choice has always been one of the popular research topics in the tourism (Ahn et al., 2013).
Destination selection is the choice that tourists make and decide to go to a specific tourist area.
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In general, the choices made by tourists depend on the characteristics of the destination
and its attractions. There are two factors that affecting the tourist choice to travel, which are 1)
internal factors include a desire for escape, rest, relaxation, reputation, health and fitness,
adventure, and social interaction, and 2) external factors are concentrated on the attractiveness
of the destination, price, facilities, and others (Hsu et al., 2009). Thusly, this study will only be
focusing on the external factors that influence the tourists’ destination of choice.

Research Framework

The research framework has been formed to investigate the relationship between the independent
variables and dependent variable. Figure 1 shows the relationship between destination image,
price, accommodation, and facilities towards local tourist’s travel destination choice.

N

[ Independent Variables [ Dependent Variables ]

J/

Destination Image

Local Tourist’s Travel
Price Destination Choice

Accommaodation and Facilities

Figure 1: Research Framework.

Source: Victora, et al., (1997)

METHODOLOGY

Research Design

The employed quantitative approach to investigate the objective of the study. According to Pritha
Bhandari (2020), quantitative research is a process of collecting and analyzing numerical data.
Additionally, the design of research requires three methods of description, exploration, and design
of causal research. In his research, we only collect data once during this research period. Based
on the Department of Statistics Malaysia (2019), Malaysia's population is projected at 32.6 million
in 2019, with 29.4 million (90.2 %) residents and 3.2 million (9.8%) non-citizens. The target
population is domestic tourists in Malaysia, which is 29.4 million citizens.

Sampling

Simple random sampling which is part of the probability sampling has been adopted in this study
to reach the respondents. According to Dan Fleetwood (2020), probability sampling is defined as
a sampling technique that uses a method based on probability theory to select samples from a
larger population.
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The number of 384 samples have been set to be targeted for this research based on the
sample size calculation formula by (Krejcie & Morgan 1970), The formula is as follow:

B x*Np(1—p)
T e2(N-1)+X2p(1—p)

n = sample size

N = population size

e = the degree of accuracy expressed as proportion (0.05)

x? = chi-square of degree of freedom 1 and confidence 95% (3.841)

p = proportion of population (if unknown, 0.5)

Data Collection

First stage of data collection involves collecting primary data from targeted respondents through
a predefined sampling technique. Total of 384 questionnaires have been distributed among the
targeted respondents who are the local tourist aged between 20 to 50 years old. The
guestionnaire was equipped with three sections which represents the objective of the study.
Section A reflects the demographic profile of tourist, Section B is about factors influencing local
tourists’ travel destination choices and Section C consists of items related to tourists’ destination
choices. The questionnaire was distributed to respondents via a web-based survey which is a
Google form in order to reach the respondents easily due to Covid-19 phenomenon. The google
form link has been snowballed through Instagram, Facebook, Twitter, WhatsApp and Telegram.

Data Analysis

Data collected has been analysed by using Statistical Package for the Social Science (SPSS)
version 25. Reliability test followed by descriptive analysis and correlation analysis can be
conducted to meet the objective of the study.

FINDINGS

Demographic profile of respondents

Based on the finding, there are 384 respondents, 56.5 % were female and 43.5 % were male.
Majority of the respondents belong to the following age groups: 21 years old to 30 years old
(69.3 %), 31 years old to 40 years old (11.7 %), below 20 years old (8.9 %), 51 years old and
above (7.65 %) and 41 years old to 50 years old (2.6 %). As for races, most of the respondents
are Chinese (71.1 %), followed by Malay (22.1 %), Indian (4.9 %) and others (1.8 %). As for the
employment status, majority of the respondents are students (45.1 %), followed by employee
(44.0 %), unemployed (7.0 %), self-employed (2.6 %) and retired (1.3 %). As for marital status,
majority of the respondents are single (77.9 %), followed by married (21.9 %) and the rest are
divorced (0.3 %). As for monthly salary, majority of the respondents have no salary (36.2 %),
followed by RM 2001 to RM 3000 (26.8 %), RM 1000 and below (18.2 %), RM 3001 to RM 4000
(5.5 %), RM 5001 and above (1.3 %) and RM 4001 to RM5000 (0.3 %). Most of the respondents
spend RM 500 and below (79.1 %) on local tourism activities, followed by RM 501 to RM 1500
(14.1 %), RM 1501 to RM 2500 (5.7 %), RM 2501 to RM 4500 (0.3 %) and RM 8001 and above
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(0.3 %). Considering the purpose of visiting, most respondents visit a particular destination for
travel purpose (89.6 %), followed by meeting friends and relatives (5.5 %), business (2.1 %),
studies (2.1 %), and others (0.8 %). 69.5% agreed that they use tourism services yearly, followed
by not using any tourism service (19.0 %) and the rest are monthly (11.5 %). As for their main
interests in choosing a destination, majority of the respondents choose their intention to just rest
(56.5 %), followed by culture (13.5 %), adventure (13.3 %), nature (9.4 %), visiting places seen
on television (4.2 %), nightlife (1.8 %), and religion (1.0 %).

Factors Influencing local tourist travel destination choice.

Reliability test has been conducted to measure the instrument's reliability and reliability value is
higher than 0.6 are read as acceptable and more than 0.9 is excellent value. The overall result
shows the Cronbach’s Alpha value of 0.8 and above. Individually, destination scored (0.874), and
price (0.888) are considered as good value and accommodation and facilities has scored (0.975),
which is an excellent value. While Pearson’s Correlation was used in this study to describe the
strength of relationship between two variables. The reliability test was conducted on the
independent variables to check the internal consistency of the instrument. The result of hypothesis
testing has been in Table 1.

Table 1: Hypothesis tests.

Hypothesis r-value p-value N Results
H1l: There is a significant
relationship between
destination image and local
tourist's  travel  destination
choice.
.589 .000 384 Supported
H2: There is a significant
relationship between price and
local tourist’s travel destination
choice.
.599 .000 384 Supported
H3: There is a significant
relationship between
accommodation and facilities
and local tourist's travel
destination choice. 662 000 384 Supported

Note: Significant at p<0.01.

Table 1 shows the result of hypothesis testing based on significant value and strength of
relationship between variables. The result proves that, all the independent variables are having
significant relationship with the dependant variable at (p<0.01). Hence, all the hypotheses were
accepted.
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DISCUSSION

The study aimed to investigate the relationship between destination image, price, and
accommodation and facilities towards destination choice among Malaysian local tourists. The
result shows that there is a significant relationship between all the variables Firstly, the result
indicates a significant relationship between destination image and tourists’ destination choice with
a moderate strength at (r = 0.589), and significant at (p <0.01). Thus, H1 can be accepted with
the fact that there is a significant relationship between destination image and destination choice.
The results are consistent with previous study by Abdullah et al. (2019) that there is a significant
relationship between destination Image towards responsible environment behavioural intention at
(B=0.439, p <0.01).

Secondly, the price is reported to have a positive relationship with destination choice. The
strength of association between price and destination choice is moderate at (r = 0.599), and
statistically significant at (p < 0.01). Hence, H2 can be accepted with the fact that there is a
significant relationship between price and destination choice. This results in line with the
moderating role of motivations in the relationship between prices and destination choice by
(Nicolau and Mas, 2006). According to Nicolau and Mas (2006), the direct impact of price is
significant at the level below 0.001 in all equations (such as climate, tranquility, cultural interest,
etc.), and shows a negative sign, indicating that tourists tend to choose intra-country (provinces)
destinations at lower prices.

Lastly, accommodation and facilities are reported to have a positive relationship with
destination choice. The strength of association between destination image and destination choice
is strong at (r = 0.662), and statistically significant at (p < 0.01). Thus, H3 can be accepted with
the fact that, there is a significant relationship between accommodation and facilities and
destination choice. The results are consistent with the study by Nedelea (2017), which presents
the significant correlation coefficient between accommodation and tourist satisfaction at 0.334.

CONCLUSION

In conclusion, this research has proven the significant relationship between destination image,
price, and accommodation and facilities and the tourists' destination choice. Based on the data
analysis, the finding shows that the factors such as destination image, price, and accommodation
and facilities have positive influence towards tourists’ destination choice. This paper has also
described in the detail on how people are making travel decision based on their demographic
profile. Considering the limitation of this study, future researchers should focus not only on local
tourists but also on international tourists’ choice of destination which might produce a diffent
outcome. Future researchers might also want to explore the relationship between tourism
experience satisfaction and the desire to revisit a particular destination as it might benefit both
tourism marketers and tourists. Tourism in Malaysia needs to be well-tailored, and stakeholders
should be aware of the factor affecting tourists’ destination choice in order fulfill the tourists’ needs
and wants. Thus, the challenges faced by a particular destination can be reduced and tourist
arrival can be sustained.
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ABSTRACT

This study was conducted to examine the factors influencing the destination preferences of
international tourists in Malaysia, particularly the relationship between psychological factors,
social interaction, and exploration with destination preferences among international tourists in
Malaysia. A quantitative research method has been selected and questionnaires were used as
the research instrument to collect the data through Google Forms. A simple random sampling
method was also used in this study and a total of 124 respondents were evaluated. The results
revealed that the independent variables (psychological factors, social interaction, exploration)
have significant relationships with the dependent variable (destination preferences among
international tourists in Malaysia). This study will provide an insight into the factors influencing
destination preferences as well as a better understanding and knowledge of the factors that affect
tourist behavior.

Keywords: Psychological, Social interaction, Exploration, Destination Preferences,

INTRODUCTION

In the economic world, tourism is a crucial part of businesses that continues to grow globally
(Baker, 2014). Everyone in every group likes to travel, but what influences their destination for
holiday travel is worth identifying. Hence, this study aims to analyze the factors that affect
destination preferences among international tourists for holidays in Peninsular Malaysia. This
study is expected to increase awareness among tourists of the growing importance of the tourism
industry worldwide. In an exploratory study by Mohamad, Jamil, and Sciences (2012), tourist
strength is divided into three separate groups: psychological needs, social interaction, and
exploration. Psychological needs include relief from everyday routine and self-actualization, while
social contact includes communicating with family and friends or meeting new people. Finally,
exploration involves searching for novelty, discovering culture, enjoying the nightlife and shopping
experience, as well as exploring adventure.

Thus, this study is carried out with the aim to examine the relationships between
psychological factors, social interaction, and exploration with destination preferences among
international tourists in Malaysia. The findings of this study should enlighten the behavior of
individuals in terms of how the tourists think and decide their destination.

This study consists of three objectives:

1. To examine the relationship between psychological factors and destination preferences
among international tourists in Malaysia.

2. To examine the relationship between social interaction and destination preferences
among international tourists in Malaysia.
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3. To examine the relationship between exploration and destination preferences among
international tourists in Malaysia.

Significance of the Study

Researchers

The research findings will help the researchers evaluate the relationships between psychological
factors, social interaction, and exploration with destination preferences among international
tourists in Malaysia. The findings will also help the researchers understand how individuals
choose their destination and the factors that can influence their destination preferences.

Business Owners

This study provides information about how individuals choose their destination by evaluating the
psychological factors, social interaction, and exploration in order to identify the type of behavior
involved in selecting a destination. This will enlighten the behavior of tourists and the decision-
making of individuals or groups when choosing a destination. The gathered data may help
business owners understand the factors influencing tourists’ destination preferences.

Tourism Sector

The data in this study provide information to the tourism sector regarding how people decide a
destination and the factors influencing their destination preferences. The findings of this study will
enable the tourism sector to improve management in terms of persuading people to choose a
destination and understanding the important elements in selecting the destination. This study also
helps in the advancement of tourism planning in the tourism sector.

LITERATURE REVIEW

Destination Preferences

A previous study by Kara (2016) on the demographic factors and travel activity preferences
among tourists in Tanzania has identified the preferences for travel activities in the context of
demographic factors such as between single and married tourists, employed and unemployed
tourists, and lastly, tourists with a big family and those with a small family. In summary, the result
showed that employed and unemployed local tourists prefer to go to the beach and the island
compared to employed and unemployed international tourists.

Psychological Factors

Many variables can influence tourist preferences in selecting a destination. A study on the
demanding determinants of cruise tourists in competitive markets by Chen, Neuts, Nijkamp, and
Liu (2016) focuses on identifying the motivation, preference, and intention of cruise tourists in
Mainland China, Hong Kong, Taiwan, Japan, and the rest of the global regions. Based on their
results, escaping is the best motive used as a marketing factor in Taiwan because the tourists are
interested in escaping from their daily life.
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Social Interaction

A previous study on traveling for Umrah based on destination attributes, destination image, and
post-travel intentions by Gannon et al. (2017) focuses on the motivation of tourists towards
Umrah. Based on the findings, social interaction has a positive relationship with perceived
destination image because Umrah allows tourists to meet like-minded people who share the same
faith.

Exploration

Seyidov and Adomaitiené (2016) investigated the factors influencing local tourists’ decision-
making on choosing a destination in the Azerbaijan context by analyzing the factors influencing
the behavior and decision-making of local tourists in choosing Azerbaijan as a destination.
However, in this case, the variables of meeting new people and exploring the country were less
selected as the tourists’ destination preferences.

The Relationships between Psychological Factors, Social Interaction, and Exploration with
Destination Preferences among International Tourists in Malaysia.

The relationship between psychological factors and destination preferences affects the behavior
of tourists. Psychological factors include freedom from everyday routine and self-actualization.
Sarwar and Afaf (2016) defined psychological factors as internal with strong effects on decision-
making because they tend to make us like or dislike something. Meanwhile, the relationship
between social interaction and destination preferences also affects the decision-making of
tourists. Social interaction is an interpretation of host-tourist interaction between tourists and
residents in the tourist destination as hosts (Smith, 2012), and While Hall (2018) believed that
social interaction requires dialogue partners to recognize each other as unique individuals. Finally,
the relationship between exploration and destination preferences affects the tourism industry.
Exploration refers to learning and creativity, such as the quest for and acquisition of new ideas
(Gupta, Smith, & Shalley, 2006). According to Yu and Goulden (2006), understanding the
satisfaction level of tourists and reaction based on their experience in the destination is essential
to destination managers for improving products and services as well as effectively promoting the
destination to new and repeat tourists.

Research Hypotheses

A hypothesis must be testable and realistic, taking into consideration the current knowledge and
techniques. Thus, the study proposed the following hypotheses:

H1: There is a relationship between psychological factors and destination preferences among
international tourists in Malaysia.

H2: There is a relationship between social interaction and destination preferences among
international tourists in Malaysia.

H3: There is a relationship between exploration and destination preferences among international
tourists in Malaysia.
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Research Framework

Figure 1 shows the research framework that consists of the relationships between the
independent variables (psychological factors, social interaction, and exploration) and the
dependent variable (destination preferences among international tourists in Malaysia).

Psychological

\

Social Interaction Destination Preferences

Exploration /

Figure 1: Research Framework of the Factors Influencing Destination Preferences among
International Tourists in Malaysia

A4

METHODOLOGY

Research Design

A quantitative approach has been applied in this study and the data were collected using self-
administered questionnaires distributed to the respondents. A descriptive research design was
employed to investigate the relationships between psychological factors, social interaction, and
exploration with destination preferences among international tourists in Malaysia.

Data Collection

The data collection method used in this study includes an online survey or an online questionnaire
that requires the respondents to answer through Google Forms. The researchers used this
technological platform due to the current Covid-19 pandemic. Besides, it is also user-friendly and
allows the researchers to collect data from international tourists (Melo, 2018).

Sampling

The probability sampling method, particularly the simple random sampling was chosen as a
sampling design. According to Ghauri, Gronhaug, and Strange (2020), the simple random sample
means that every population has an equal probability of inclusion in the sample. In this study, the
simple random sampling method was chosen because its advantages include ease of use and
accurate representation of the larger population (Depersio, 2018). Therefore, the respondents
were selected randomly from the population of international tourists who visited any state in
Malaysia in order to achieve the research aim, which is to investigate the factors influencing
destination preferences among international tourists in Malaysia.
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Population and Sample Size

In 2019, Malaysia had received 26.1 million international tourist arrivals from all over the world.
This study, therefore, focuses on each Malaysian state that obtained different tourist arrivals
owing to the different attractions in each state. Briefly, the target population of this study involves
international tourists in Malaysia. Krejcie and Morgan (1970) had outlined an effective method to
determine the sample size required to represent a specific population. In this study, the exact
amount of sample size for the population is 384; however, only a total of 124 respondents had
answered and returned the questionnaires for data collection purposes.

Research Instrument

The items used for measuring the chosen research constructs were adopted from prior literature
related to destination preferences.

Table 1: Measurement of items

Measurement Number of Items in Scale Author
the Questionnaires

Section A: Demographic 8 Adapt Fontanella (2019)

Information
Section B: Destination 5 Adopt Seyidov and

Preferences Adomaitiené (2016)

Section C: Psychological 5 Adopt Van Vuuren and

Factors Slabbert (2012)
Section C: Social 5 Adopt Othman (2011)

Interaction

Section C: Exploration 5 Adopt Hou, Lin, and Morais

(2005)
Total 28

Data Analysis

Data analysis is a way of evaluating information using scientific reasoning to examine each piece
of information provided. Three types of data analysis were used in this study, namely frequency
analysis, descriptive analysis, and reliability analysis. The data obtained were analyzed using
Statistical Package for the Social Sciences version 24 (SPSS).
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FINDINGS

Demographic Profile of Respondents

Table 2: Demographic Profile of Respondents

Characteristic Frequency %
Gender Male 38 30.6
Female 86 69.4
Age 18-20 7 5.6
21-30 104 83.9
31-40 10 8.1
41-50 3 2.4
Race Malay 80 64.5
Chinese 24 19.4
Indian 4 3.2
Others 16 12.9
Religion Buddha 16 12.9
Christian 10 21.0
Hindu 4 24.2
Islam 92 98.4
Others 2 1.6
Marital Status Single 112 90.3
Married 11 8.9
Divorced 1 0.8
Citizenship Brunei 7 5.6
China 10 8.1
Egypt 1 0.8
Indonesia 10 8.1
Saudi Arabia 4 3.2
Singapore 17 13.7
Thailand 12 9.7
us 1 0.8
Others 62 50.0
Number of Visits to 1-2 Times 30 24.2
Malaysia 3-4 Times 21 16.9
5-6 Times 12 9.7
More than 6 Times 61 49.2
Travelling Partner Alone 11 8.9
Friends 58 46.8
Kids 1 0.8
Parents 37 29.8
Spouse 12 9.7
Others 5 4.0
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The respondents’ profile is summarized in Table 2. The total number of male respondents is 38,
while the number of female respondents is 86. The highest percentage of respondents includes
those within the age range of 21-30 years old (83.9%), followed by 31-40 years old with 8.1%, 18-
20 years old with 5.6%, and lastly 41-50 years old with 2.4%. Based on the responses, the overall
124 respondents consist of Malays (80 respondents), Chinese (24 respondents), Indians (4
respondents), and others (16 respondents). Therefore, the highest percentage of respondents in
terms of race is Malay with 64.5%, followed by Chinese with 19.4%, “Others” with 12.9%, and
Indian with 3.2%.

Subsequently, in terms of religion, the overall 124 respondents consist of Buddhists (16
respondents), Christians (10 respondents), Hindus (4 respondents), Muslims (92 respondents),
and others (2 respondents). Based on the table, the highest percentage of respondents in terms
of religion is Islam with 74.2%, followed by Buddha with 12.9%, Christian with 8.1%, and “Others”
with 1.6%. About 50.0% (62 respondents) of the respondents include other citizenships, where
13.7% (17 respondents) of the respondents are from Singapore, 9.7% (12 respondents) are from
Thailand, and 8.1% are from China (10 respondents) and Indonesia (10 respondents),
equivalently. Meanwhile, 3.2% of the respondents are from Saudi Arabia (4 respondents),
whereas the lowest recorded citizenship with 0.8% of the respondents is from the US and Egypt,
each with only 1 respondent.

In terms of the number of visits to Malaysia, 24.2% (30 respondents) of the respondents
have visited Malaysia 1-2 times, whereas the highest was recorded at 49.4% (61 respondents)
with more than 6 times, followed by 16.9% (21 respondents) about 3-4 times, and the least with
9.7% (12 respondents) about 5-6 times. Lastly, 8.9% (11 respondents) of the respondents
preferred to travel alone, while the highest includes traveling with friends with 46.8% (58
respondents), followed by 29.8% (37 respondents) with family, 4.0% (5 respondents) who
travelled with others, and the lowest with kids with 0.8% (1 respondent).

Reliability Test

A reliability test is used to measure a system's stability and overall performance over the given
period and with different specific sets of testing conditions. A pilot study was conducted on 30
respondents before commencing the actual study on 384 respondents using an online survey.

Table 3: Reliability Test Results

Variable Number of Cronbach’s Alpha Strength of
items Coefficient Association

Destination Preferences 5 0.838 Very Good
Psychological Factors 5 82;2 Very Good
Social Interaction 5 ' Very Good

E , 0.908
xploration
o Il variabl 5 0.949 Excellent
verall variables 20 Excellent

Table 3 shows the overall Cronbach’s alpha coefficient values for the independent and dependent
variables. Based on the table, all of the variables were above the value of 0.8, and the value for
the overall variables was 0.949. Therefore, the variables are reliable and can be accepted for this
study. Five questions were used to measure the personal variable influencing international
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tourists in Malaysia and the Cronbach’s alpha value for this section was 0.838, which is
considered very good. Thus, the coefficient value obtained for the questions in terms of the
destination preferences variable is reliable.

Next, the Cronbach’s alpha values for psychological factors and social interaction were
0.814 and 0.826, respectively, which are considered very good while the value for exploration
was 0.908, which is considered excellent. This shows that the respondents understood the
guestions well; hence, the questionnaires were approved for this analysis.

Descriptive Analysis
This study has analyzed the mean and standard deviation for the variables of destination

preferences, psychological factors, social interaction, and exploration (see Table 4).

Table 4: Descriptive Statistics

Variable N Mean Standard Deviation
Destination Preferences 124 8.5081 1.55284
Psychological Factors 124 8.5081 1.46646
Social Interaction 124 8.6145 1.58369
Exploration 124 8.8323 1.58312

Table 4 displays the independent variables and the dependent variable based on the mean
and standard deviation analysis. Psychological factors, social interaction, and exploration are the
independent variables of this study, whereas the dependent variable is destination preferences.
The highest mean value was recorded by the exploration variable with 8.8323, which was agreed
more by the respondents, and followed by social interaction with 8.6145 and psychological factors
with 8.5081 while the mean for the dependent variable was 8.5081.

Pearson’s Correlation

Pearson’s correlation analysis is an important analysis that measures the linear relationship
between two variables. The objectives of this analysis are to determine whether correlations exist
between the independent variables (personal, social, and exploration factors) and the dependent
variable (destination preferences). If the relationship is significant, the researchers must decide
whether the level of strength of the association is acceptable.

Hypothesis 1

Hi: There is a relationship between psychological factors and destination preferences among
international tourists in Malaysia.

Table S illustrates Pearson’s correlation coefficient based on the significant value and the number
of cases with 124. The p-value was 0.000, which is below the significance level of 0.01. The
correlation coefficient of 0.813 indicates a high positive correlation between psychological factors
and destination preferences among international tourists in Malaysia.
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Table 5: Correlation Coefficient for Psychological Factors and Destination Preferences among
International Tourists in Malaysia

Destination Psychological
Preferences Factors
Destination Pearson Correlation 1 0.813**
Preferences Sig. (2-tailed) 0.000
N 124 124
Psychological Factors Pearson Correlation 0.813** 1
Sig. (2-tailed) 0.000
N 124 124

Hypothesis 2

H: There is a relationship between social interaction and tourist destination preferences among
international tourists in Malaysia.

Table 6: Correlation Coefficient for Social Interaction and Destination Preferences among
International Tourists in Malaysia

Destination Social
Preferences Interaction
Destination Pearson Correlation 1 0.809**
Preferences Sig. (2-tailed) 0.000
N 124 124
Pearson Correlation 0.809** 1
Social Interaction Sig. (2-tailed) 0.000
N 124 124

Table 6 illustrates Pearson’s correlation coefficient based on the significant value and the number
of cases with 124. The p-value was 0.000, which is below the significance level of 0.01. The
correlation coefficient of 0.809 suggests a high positive correlation between social interaction and
destination preferences among international tourists in Malaysia.
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Hypothesis 3

Hs: There is a relationship between exploration and destination preferences among international
tourists in Malaysia.

Table 7: Correlation Coefficient for Exploration and Destination Preferences among
International Tourists in Malaysia

Destination Exploration
Preferences
Destination Pearson Correlation 1 0.841**
Preferences Sig. (2-tailed) 0.000
N 124 124
Pearson Correlation 0.841** 1
Exploration Sig. (2-tailed) 0.000
N 124 124

Table 7 illustrates Pearson’s correlation coefficient based on the significant value and the number
of cases with 124. The p-value was 0.000, which is below the significance level of 0.01. The
correlation coefficient of 0.841 suggests a high positive correlation between exploration and
destination preferences among international tourists in Malaysia.

Table 8: Summary of Correlation Analysis

Hypothesis  Significant Conclusion Correlation Conclusion
Value Value

1 0.000 Accepted 0.813 High Positive

2 0.000 Accepted 0.809 Correlation
High Positive

3 0.000 Accepted 0.841 Correlation
High Positive

Correlation

To measure the linear relationship between two variables as per the research objectives, a
correlation analysis was conducted. Table 8 shows a summary of correlation analysis, which
indicates high positive relationships between psychological factors, social interaction, and
exploration with destination preferences among international tourists in Malaysia.

255



DISCUSSION AND RECOMMENDATIONS

Since this study only focuses on foreign tourists in Malaysia, the current study suggests that
further studies can also be carried out on both international and local tourists to see any
similarities in the findings. This study can produce different results if the study had included all
tourists in Malaysia, both international and local. Therefore, other tourists can also be selected to
answer the questionnaires instead of focusing only on international tourists.

Next, the current study only focuses on three factors, namely psychological factors, social
interaction, and exploration, which are believed to influence destination preferences among
international tourists in Malaysia. However, this study might have ignored other significant factors
that also play an important role in influencing destination preferences among international tourists
in Malaysia. Therefore, future researchers can employ other variables such as physical factors to
obtain new findings related to this context.

CONCLUSION

As a conclusion to this study, it can be deduced that the researchers have delivered the aim of
this study with regard to the issue highlighted in the study. Briefly, this study aims to examine the
relationships between psychological factors, social interaction, and exploration that influence
international tourists’ destination preferences in the context of Malaysia. A total of 124
respondents had participated in this study and the results showed that the relationships between
psychological factors, social interaction, and exploration with destination preferences among
international tourists in Malaysia are accepted.
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ABSTRACT

Kelantan is one of the most popular local tourist destinations in Malaysia; hence, the purpose of
this study is to examine the factors that attract local tourists to visit Kelantan. The independent
variables used in this study are the local food, local culture, and Islamic values, while the
dependent variable is the factors that attract local tourists to visit Kelantan. This study used a
guantitative method and convenience sampling technique to collect data from a total of 150
respondents who have been to Kelantan and intend to visit Kelantan in the future using an online
guestionnaire survey (Google Forms) through social media. The data were analyzed
guantitatively using SPSS, whereby the statistical tests used in this study include the Reliability
Test, Descriptive Test, and Hypothesis Testing (Pearson’s Correlation). Based on the findings,
local food, local culture, and Islamic values are proven to be positively correlated to the factors
that attract local tourists to visit Kelantan. This study has further strengthened the claim of
previous research on how local food, local culture, and Islamic values influence the current
dependent variable. Lastly, this study significantly contributes to academia and the industry in
Kelantan based on local food, local culture, and Islamic values as the contributing factors.

Keywords: local food, local culture, Islamic values, local tourist arrivals

INTRODUCTION

Tourism is the key driver in contributing to a country’s gross domestic product, which reduces
unemployment and improves the social development of the locality. Undoubtedly, there are
various unique local cultures and attractions in Kelantan, which play an important role in boosting
the state and the country's economy. Hence, the objective of this study to examine the factors
that attract local tourists to visit Kelantan, namely local food, local culture, and Islamic values.
Kelantan is known as the ‘Cradle of Malay Local culture’ and this study will observe whether the
cultural factor affects local tourists’ intention to visit Kelantan. The development of local and
regional cuisines has been identified as a platform for local tourist attractions by various
researchers. Culinary tourism, or travel for local food, has become a trend in Kelantan and this
study will prove if local food indeed influences local tourist motivation. The religious conservative
concept for Islamic tourism is also based on the conservative interpretation and understanding of
Islam, which includes merging elements of Islamic lifestyle with the modern tourism industry that
could indeed present a new tourism experience.

Therefore, the following objectives have been developed in this study:

1. To investigate the relationship between local food and local tourist motivation to visit
Kelantan.

2. To investigate the relationship between local culture and local tourist motivation to visit
Kelantan.
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3. Toinvestigate the relationship between local Islamic values and local tourist motivation to
visit Kelantan.

Significance of The Study

Academic Contribution

This study will fill the literature gaps and simultaneously increase the knowledge about the factors
that attract local tourists to visit Kelantan. Generally, local tourists will gain more knowledge of
local food, local culture, and Islamic values in Kelantan and further promote this knowledge to
others.

Industrial Contribution

The results of the study will show the significance of local food, local culture, and Islamic value to
the tourism industry in Kelantan. Since local tourists contribute to the state of Kelantan in terms
of income, sales, profits, tax revenues, and jobs, this will positively and directly help improve the
industry in Kelantan such as the local food industry, besides contributing to the development of
Kelantan and increasing the local economy.

LITERATURE REVIEW

Motivation

According to Fodness (1994), local tourist motivation is the driving force behind people’s behavior
in traveling. As such, in line with this study, there must be reasons for why the local tourists choose
Kelantan as a travel destination. The theories used in this study are Maslow’s Hierarchy of Needs
Theory, Theory of Planned Behavior (TPB), and Dann’s Theory.

Local food

One of the central functions of tourism is to provide a local food experience. According to
Hobsbawn and Ranger (1983), cuisines that are highly known for their taste and quality can be
developed into tourism products. By applying Maslow’s Hierarchy of Needs theory to the context
of Kelantan tourism, physiological needs are the basic that can be related to the behavior of the
travelers during their trip, including clean water and a good restaurant, besides the public facilities
and accommodation provided. On the other hand, Perceived Behavioral Control in TPB refers to
the potential constraints of intended actions, such as available resources (Liska, 1984) and
opportunities (Sarver, 1983). Dann (1997) also shared his opinion about how the push factor
influences local tourist decision-making such as money and time. This proves that the availability
of resources in Kelantan relatively affects local tourist motivation to visit a destination in
gastronomy tourism.

Local culture

The local culture has a complex definition from the way of life to historical inheritance, knowledge,
the transmission of values, or other descriptions and it can be described as the way of life of a
country or society (Gyekye, 1998). In this regard, cultural attributes refer to Kelantan’s history,
traditional occasion, historical sites, architecture, arts, museums, multicultural regions, linguistic
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diversity, local people, and local food (Cheang, 2011). For instance, Kota Bharu is rich in various
local cultural attributes; however, the local tourists’ perception of these attributes remains unclear.
Hence, the TPB explains the relationship between people’s attitude and their behavior in choosing
their travel destination, besides measuring the extent to which an individual has a favorable or
unfavorable evaluation of the behavior. Kelantan cultural tourism will describe the local identity
and local tourists’ evaluation with regard to its local culture.

Islamic values

Islamic values might be one of the factors attracting local tourists to visit Kelantan since it is known
as “Kota Serambi Mekah”. As reported by Hashim et al. (2007), only Kelantan state’s homepage
includes Muslim prayer schedules, while no other homepages contain information on halal local
food or Muslim tips or practices for non-Muslims. This will indeed serve as a good experience to
the local tourists of the Islamic environment. Fatima, Naeem, and Rasool (2016) in their study on
the perception of individuals or local tourists with regard to religious tourism measured the safety
and security dimension. In fact, the second need in Maslow’s (1943) pyramid includes safety as
the need to be considered because a safe and secure environment can attract more visitors to
the destination as they will feel protected from any threats during their stay. According to Dann
(21997), the push factors can be explained as intrinsic factors or internal drives that urge an
individual to travel such as longing for religious needs of factors that encourage people to travel,
specifically with regard to an individual’s socio-psychological needs that should meet the local
tourists’ expectations in terms of the level of Islamic values in Kelantan such as Islamic buildings
and practices.

Research Hypotheses

Based on the discussion above, the following hypotheses were formulated in this study:
H1: Local food has a relationship with local tourist motivation to visit Kelantan.

H2: Local culture has a relationship with local tourist motivation to visit Kelantan.

H3: Islamic values have a relationship with local tourist motivation to visit Kelantan.

Research Framework

Figure 2.1 shows the research framework used to study the relationships between local food,
local culture, and Islamic values (independent variables) and local tourist motivation to visit
Kelantan (dependent variable). A conceptual framework is a structure that will hold and support
a theory in a research study, which introduces and describes the theory that explains the
existence of the research problem.
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Independent Variables Dependent Variables
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Local Culture | —————P? VisitKelantan

Islamic Value

Figure 1: Conceptual Framework of Local Tourist Motivation to Visit Kelantan

METHODOLOGY

Research Design

This study employed a quantitative research design using a cross-sectional survey, which allows
this study to obtain evidence or test hypothesis regarding the relationships between the
independent and dependent variables (Kumar, Talib, & Ramayah, 2013). The data for this study
were gathered using an online questionnaire, which was collected from the respondents at one
time. Convenience sampling was utilized in this study to choose the participants and the items in
the questionnaire were measured using the Rosenberg Self Esteem Scale.

Data Collection

In order to distribute the questionnaires effectively, the researchers had agreed to use Google
Forms to reach the respondents. The questionnaire consists of three sections, namely Section A,
Section B, and Section C. In the first section, the respondents were required to fill in their
demographic information. Subsequently, the next section discusses the independent variables,
namely local food, local culture, and Islamic values in Kelantan. In the last section, the
respondents’ opinions regarding the dependent variable, namely local tourist motivation to visit
Kelantan will be asked and measured. The sample was chosen based on the set of predetermined
criteria, particularly those who have been or have the intention to travel to Kelantan. The
guestionnaires were distributed online using social media platforms such as WhatsApp,
Facebook, and Instagram.

Sampling

Sampling in quantitative research is aimed at achieving representativeness (Saunders et al.,
2009). The main goal of convenience sampling is to discover which travel motivation (local food,
local culture, and Islamic values) is most positively correlated with the local tourists’ intention to
visit Kelantan. The unit of analysis includes individuals who have been to are planning to go to
Kelantan. Since online questionnaires were used, the number of questionnaires distributed could
not be fixed; however, only a total of 150 returned questionnaires were usable in this study.
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Data Analysis

Three types of data analyses were used in this study, namely descriptive, reliability, and
correlation analyses. The data obtained were analyzed using Statistical Package for the Social
Sciences (SPSS). Descriptive analysis is a process to determine or to identify the frequency of
respondents choosing the same answer. This analysis provides all data such as the respondents’
demographic details, frequent distribution, and so on. The reliability test functions to ensure that
the distributed questionnaires can measure the variables proposed in this study, namely local
food, local culture, Islamic values, and motivation to visit Kelantan. The measurement determines
whether all of the items in each variable in the questionnaire are related or reliable. Meanwhile,
correlation analysis is a statistical tool used in the study to define the relationship between two
variables or datasets, as well as to investigate the strength of the relationship.

FINDINGS

Demographic

A total of 150 respondents were selected and the results based on the collected data were
summarized. 136 respondents (90.7%) had travelled to Kelantan, while 14 respondents (9.3%)
have no experience traveling to Kelantan. The detailed results for the demographic profile of the
respondents are shown in Table 4.1 below.

Table 1: Demographic Profile of Respondents (N=150)

Frequency %
(n)

Gender
Male 76 50.7
Female 74 49.3
Race
Malay 117 78.0
Chinese 17 11.3
Indian 12 8.0
Bumiputera 1 0.7
Sabah 2 1.3
Sarawak 1 0.7
Marital Status
Single 91 60.7
Married 43 28.7
Divorced 16 10.7
Occupation
Government 32 21.3
Private 18 12.0
Self-Employed 17 11.3
Student 68 45.3
Unemployed 12 8.0
Statutory Body 1 0.7
Retired 2 1.3
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Reason for Traveling

Leisure 80 53.3
Business 13 8.7
Meeting Friends or Relatives 52 34.7
Family Vacation 1 0.7
Peace 1 0.7
More Money 1 0.7
Strengthening Family Ties 1 0.7
More Money and Time 1 0.7

Reliability Analysis

Reliability analysis was carried out using Cronbach’s alpha output. Generally, Cronbach’s alpha
is widely used to evaluate the internal consistency of a psychometric instrument, and its popularity
is largely based on a straightforward interpretation in terms of correlations, its ease of calculation,
and the guidance it gives to building a single-dimensional scale. Reliability analysis measures the
internal consistency between items within a scale. Table 4.2 presents the results based on
Cronbach’s alpha values of the variables.

Table 2: Reliability Analysis Results based on Cronbach’s Alpha Value

Variable Number of Items Cronbach’s Alpha
Local food 4 0.9
Local culture 4 0.8
Islamic values 5 0.9
Local tourist motivation 3 0.9

Table 4.2 indicates the Cronbach’s alpha values of the variables in the questionnaires,
which range from the lowest acceptance level (0.8) to the highest acceptance level (0.9). Four
variables have been tested using reliability Cronbach’s alpha output. Based on the results, local
food was found to have very high reliability (4 items; a = 0.9), followed by Islamic values (5 items;
a = 0.9) and local tourist motivation (3 items; a = 0.9). Meanwhile, local culture was found to have
high reliability in terms of correlation strength (4 items; a = 0.8).

The variables of local food, local culture, Islamic values, and local tourist motivation were
maintained. The existing variables that remain with four items include local food and local culture,
while the variable of Islamic values comprises five items since the Cronbach’s alpha results were
above the acceptance level, and the local tourist motivation variable entails three items.
Therefore, the overall data were considered suitable for further analysis.

Hypothesis Testing

Table 4.3 indicates the correlation analysis results for the factors that influence local tourist
attraction to visit Kelantan with regard to local food, local culture, Islamic values, and travel
motivation. Table 4.4 indicates a summary of the hypothesis testing in this study.
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Table 3: Pearson Correlation Analysis Results

Local food Local Islamic values Travel
culture motivation
Local food 1 440" 469" 475"
Local culture 440" 1 697" 579"
Islamic values 469 697" 1 677"
Travel motivation 475" 579" 677" 1

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

Table 4.3 indicates that Islamic values and travel motivation were significantly correlated
with r = 0.677, p < 0.01, and the correlation coefficient shows the strength of correlation between
Islamic values and travel motivation. This proves that the Kelantan state is well-known as a state
that is very concerned about Islamic values.

There was a statistically significant correlation between local culture and travel motivation
with r = 0.579, p < 0.01, indicating a moderate relationship between local culture and travel
motivation. Besides, there was also a statically significant correlation between local food and
travel motivation with r = 0.475, p < 0.01, and the correlation coefficient showed a weak
relationship between local food and travel motivation.

According to Hanan and Hamid (2017), Kelantan's local food image is the real Malay local
food image preserved from generation to generation. Meanwhile, Kota Bharu, the capital city of
Kelantan, is known as a ‘cultural city’ based on its vernacular Kelantanese Malay local culture
(Harun, Ali, & Zawawi, 2011).

In conclusion, Islamic values and travel motivation were significantly correlated with a
significant relationship; however, there were moderate and weak relationships between local
culture and local tourist recommendation, as well as between local food and travel motivation.
Table 4.4 indicates a summary of hypothesis testing in this study.

Table 4: Summary of Hypothesis Testing

Hypothesis Pearson’s correlation result

Hi There is a positive relationship r=0.677,p<0.01 Supported
between Islamic values and local
tourist travel motivation.

H, There is a positive relationship r=0.579, p<0.01 Supported
between local culture and travel
motivation.

Hs There is a positive relationship r=0.475,p<0.01 Supported
between local food and travel
motivation.
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Based on Table 4.4, all hypotheses were accepted at a 0.01 significance level. In this study,
Pearson’s correlation analysis was used to test the hypotheses and the significant relationships
between variables (local food, local culture, and Islamic values with travel motivation).

DISCUSSION AND RECOMMENDATIONS

To improve the quality of the study, the researchers have identified some limitations and come up
with several recommendations for a better study. The limitations include technical problems such
as poor Internet connection that interrupted the survey process and gadget breakdown. Other
than that, dishonest responses might affect the study due to social desirability bias. In this case,
future researchers can limit only one response for one account and ask them to fill their email to
avoid any fake entries. Next, since there are only three independent variables in the current study,
other variables such as Islamic education and geographical factor can be included in the future.
Another limitation is the convenience sampling technique, which has limited the generalization of
the study. Lastly, in terms of practical recommendations, the government should play a role in
promoting tourism in Kelantan, such as by considering the ways to allocate a greater share of
tourism revenue to the provincial government in order to provide better public facilities and
security for the tourism industry in Kelantan.

CONCLUSION

This study examined local tourist intention to visit Kelantan, particularly Malaysians who have
already travelled to Kelantan and those who will visit Kelantan in the future. Based on the research
findings, the independent variables of local food, local culture, and Islamic values were found to
influence the dependent variable, which is local tourist intention to visit Kelantan with positive
correlations between variables. The research objectives and questions have also been achieved
and answered. Furthermore, the theories used in the study also play a role in influencing local
tourist motivation to choose Kelantan as a travel destination. Limitations such as technical,
methodological, and other related problems have been identified and a few recommendations
were provided to improve future research, such as by considering other variables and sampling
methods. Overall, the researchers have successfully proven the efficiency of the study with regard
to the factors that attract local tourists to visit Kelantan.

REFERENCES

Annuar, S., Tan, K. L., Fan, K. S., Nurafizah, S., & Hazley, F. (2019, November). (PDF) touring
destination and intention to consume. Retrieved February 6, 2021, from
https://www.researchgate.net/publication/336956179 Touring_destination_and_intention_to
_consume_indigenous_food_A_ case_of Kadazan-Dusun_food_in_Sabah

Boyne, S., Williams, F. and Hall, D. 2002. “The Isle of Arran taste trail”. In Tourism and
gastronomy, Edited by: Hjalager, A. M. and Richards, G. 91-114. London,
England: Routledge.

Cheang, V. (2011). Angkor Heritage Tourism and Local tourist Perception. An International
Multidisciplinary Journal of Tourism, 213-240.

265



Essays, UK. (November 2018). Motivational Theories for Travel and Tourism. Retrieved from
https://ukdiss.com/examples/travel-tourism-destinations.php?vref=1

Gyekye, K., (1998). African Cultural Values an introduction. Sankofa Publishing Company Accra,
Ghana, 1998.

Hashim NH, Murphy J, Hashim NM (2007) Islam and online imagery on Malaysian local tourist
destination. Journal of Computer-Mediated Communication 12, 1082-1102.

Hobsbawn, E. and Ranger, T. 1983. The invention of tradition, Cambridge. England: Cambridge
University Press.

Mclintosh, A., Hinch, T., & Ingram, T. (2002). Cultural Identity and Tourism. International Journal
of Arts Management, 4(2), 39-49. Retrieved December 22, 2020, from
http://www.jstor.org/stable/41064754

Mckercher, B., Ho, P. S., & Cros, H. D. (2005). Relationship between tourism and cultural heritage
management: evidence from Hong Kong. Tourism Management, 26(4), 539-548.
https://doi.org/10.1016/j.tourman.2004.02.018

Md. Anowar Hossain Bhuiyan, Cahmhuri Siwar, Shaharuddin Mohammad Ismail and Rabiul Islam
(2011). Potential of Islamic Tourism: A Case Study of Malaysia on East Coast Economic
Region. Australian Journal of Basic Applied Science.

Smith, S. 1991. The supply-side definition of tourism: Reply to Leiper. Annals of Tourism
Research, 15: 179-190.

Soliman, M. (2019). Extending the Theory of Planned Behavior to Predict Tourism

Sufahani, S., Muhammad, M., & Ismail, Z., (2016). The statistical analysis of the local tourist’s
summary profile and behavior in Kelantan, Malaysia. International Journal for Research &
Development in Technology, 54-58

Yousaf, Anish, Amin, Santos, C., &amp; Antonio, J. (2018, May 28). Local tourist's motivations to
travel: A theoretical perspective on the existing literature. Retrieved May 20, 2020, from
https://hrcak.srce.hr/1997

266



Factors That Influence Tourist Satisfaction Towards Heritage
Museums in Kelantan

Chin Heng Chuan, Mashitah Binti Shamsudin, Maslinda Binti Efendi & Muhamad Haziq Bin
Mohamad Hisam

Faculty of Hospitality, Tourism and Wellness, Universiti Malaysia
Kelantan

Corresponding email: salina.s@umk.edu.my

ABSTRACT

This study investigates the factors that influence tourist satisfaction towards heritage museums
in Kelantan, particularly the factors seen by tourists when visiting museums. This study focuses
on improving tourist satisfaction and deciding whether these variables could be better managed
between travel environment, accessibility, infrastructure, heritage attraction, and tourist
satisfaction towards heritage museums in Kelantan. In this context, tourist satisfaction is the
main attraction in ensuring that tourists are happy after visiting the museums. A quantitative
method was used in this study through online surveys with a sample size of 376 respondents
who have already visited Kelantan heritage museums. Reliability test and Pearson’s correlation
would be used for data analysis and the results showed a moderate correlation between travel
environment and tourist satisfaction. This study offers knowledge that might help the tourism
industry improve the museum’s quality in Kelantan.

Keywords: Museums, Tourist Satisfaction, Travel Environment, Accessibility,
Infrastructure, Heritage Attraction

INTRODUCTION

Heritage tourism is one of the growing tourism products in Malaysia; thus, good marketing
will increase the demand for heritage tourism and benefit the Malaysian tourism industry, which
is booming at the moment because Malaysia is one of the countries most favoured by foreign
tourists as well as domestic tourists who contribute to the country's income. As such, most of the
country's revenue comes from the tourism sector. Based on an annual research report by The
World Travel and Tourism Council (WTTC) with their strategic partner Oxford Economics,
Travel, and Tourism in 2013, the tourism industry contributed to 9.5% of the world’s Gross
Domestic Product (GDP) (USD 7 trillion) (Langkawi et al., 2015). Malaysia is a unique country
owing to the different races and ethnicities of its people with different cultural heritage and
religion, living peacefully in a peaceful country. Malaysia also has various tourism concepts
such as eco-tourism and agro-tourism that can attract tourists to Malaysia. For instance, local
and foreign tourists are eager to visit the museums in Malaysia. In fact, Malaysian heritage
museums are tourist attractions; hence, to determine the satisfaction of visitors who visited the
museums, the researchers intended to conduct this study.

This study aims to investigate the factors that influence tourist satisfaction towards
heritage museums in Kelantan. Cultural and heritage tourism is the fastest-growing segment of
the tourism industry because there is a trend towards increased specialisation among tourists,
which is evident in the increased volume of tourists who seek adventure, culture, history,
archaeology, and interaction with local people (Huh, Uysal, McCleary, & Marketing, 2006).
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Among the unique attractions in the state of Kelantan include heritage tourism, such as historical
museums.

There are many historical museums in Malaysia; however, there are only nine museums
in Kelantan, making this the main reason why Kelantan can attract tourists to come to the
state that is located on Malaysia's east coast. Among the museums available in Kelantan are
state museums such as Muzium Adat Istiadat (Istana Jahar), Muzium Diraja (Istana Batu),
Muzium Kraftangan, Muzium Islam, Muzium Perang (Kerapu Palace), Muzium Kuala Krai, Balai
Seni Lukis Kelantan, and Muzium Wau. Kelantan is also known as a state with many traditions
that have been hereditary to this day. Kelantan is also strongly associated with various cultures,
which further enriches and enhances the state's uniqueness.

However, due to technological advancement, heritage museums are becoming obsolete.
Researchers around the world have proven that museums are an economic generator that
helps promote local economic development through tourist visits (Smith, 1994). This shows
that despite the advanced technology around us, museums still need a physical appearance to
fill the technology's content. Four objectives are addressed in this study:

1. To identify the relationship between travel environment and tourist satisfaction towards
heritage museums in Kelantan.

2. To analyse the relationship between accessibility and tourist satisfaction towards heritage
museums in Kelantan.

3. To determine the relationship between infrastructure and tourist satisfaction towards heritage
museums in Kelantan.

4. To investigate the relationship between heritage attraction and tourist satisfaction towards
heritage museums in Kelantan.

Significance of The Study
Researchers

This study will indicate the factors that influence tourist satisfaction towards heritage museums
in Kelantan. This study is critical in delving into the techniques that have yet to be studied in
prior literature in the Malaysian context. Hence, it is significant for the tourism industry's growth,
especially the museums in the heritage tourism market. This can provide many benefits to
heritage museum tourism, especially to travel marketers. Segmenting the heritage museum
tourism market can let the travel planners understand more about their market.

Owners

Firstly, understanding what tourists are looking for in the heritage attractions or museums can
help travel marketers better understand their customers and they can benefit from the detailed
analysis of the demographic part to understand their customers. Secondly, determining
visitors' attractiveness to heritage destinations or museums can help travel planners develop
strategies to attract customers. Thirdly, knowing the satisfied customers can reduce the costs
of marketing their product or services. As such, this can also provide effective enhancement to
the sustainability of heritage museums.
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Consumers

This study contributes to the knowledge system in satisfaction research. The study results
should strengthen the understanding of the relationship between satisfactory travel factors and
the purchase of heritage museum products.

LITERATURE REVIEW

Tourist Satisfaction towards Heritage Museums

The concept of tourist satisfaction is particularly relevant and challenging to deal with since
tourist product is “complex” by definition (Smith, 1994). Customer satisfaction can be referred to
as customer experience after they have visited the museums. In this regard, the researchers will
survey their expectations of the museums prior to their visits. This is important because it can
help the museum staff to suitably improve customer expectations. Besides, feedback satisfaction
is vital for the researchers to study in terms of whether or not the customers gain the best
experience in heritage museums, which should be improved if there are any flaws.

Moreover, the tourists that the researchers are focusing on are the young generation.
Thus, tourist satisfaction is essential to measure whether heritage museums can attract the
young generation. This will affect the odds of success towards providing “a positive image of
the destination, loyalty to tourist destination (tour desk), and in further stage satisfaction
perceived by themselves to be increased via such variables” (Getz et al., 1999; Coban, 2012;
Rajesh, 2013; Zwegers, 2018).

Travel Environment

The travel environment is one of the most important elements that tourists will remark when
visiting a heritage museum. According to Oxford Learner's dictionary (2020), travel means
going from one place to another, especially over a long distance. For example, travelling all
over the world. Meanwhile, the environment refers to the condition in which a person, animal,
or plant lives or operates, where an activity occurs. In this study, the researchers will discover
the factors that influence tourist satisfaction towards heritage museums in Kelantan. Ashworth
(2009) suggested that local heritage tourist experience is short, with visits to particular towns
measured in hours and to a specific site or exhibit better measured in minutes or even seconds.

Accessibility

Norhasimah Ismail, Tarmiji Masron, and Azizul Ahmad (2014) mentioned that accessibility in
heritage museums in Kelantan is important to be addressed as ‘heritage’ is valued as a
significant aspect of Malaysian tourism industry. Besides, heritage is seen as a catalyst for the
Malaysian tourism industry's growth locally and globally (Ministry of Tourism and Culture
Malaysia, 2015). Thus, excellent accessibility will influence tourist satisfaction to revisit
heritage museums in Kelantan. Accessibility can entail many different fields such as transport,
education, and arts. However, Mr. Damjan TATIC (2015) indicated that accessibility in the
context of culture is defined as the adaption, measures, and welcoming actions that
provide welfare and access to cultural activities for people with disabilities and other audiences.
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Infrastructure

Infrastructure is an important aspect in determining the development of an area. According
to Gunn (2002) and Inskeep (1991), a tourist destination's potential attractiveness is the
country's necessary infrastructure. Crouch and Ritchie (1999) stated that tourism development
plans would not succeed without essential infrastructures such as roads, ports, electricity, and
water. Meanwhile, heritage tourists concentrate on the story of a community and the places
of interest through interpretations of cultural landscapes and the conservation and preservation
of historical appearance (National Association of Tribal Historic Preservation Officers, 2011).

Heritage Attraction

Heritage attractions present one’s legacy and are, therefore, logically, not another (Tunbridge
and Ashworth, 1996: 21). However, the world of heritage attractions invokes strong feelings and
elicits many tourist visits (Timothy, 1997). In Malaysia, the government provides RM 6 billion
for the tourism industry to upgrade and improve three tourist locations to attract more tourists,
and most importantly to retain the locations for future use. However, despite some suggestions
published by Davice and Prentice (1995) in investigating visiting behaviours, most studies
continued with researching people at the gates of the heritage attractions rather than looking
for those who avoid such attractions, wherever they may be (Prentice et al., 1998).

Research Hypotheses
The following four hypotheses have been discussed in this study:

H1: There is a significant relationship between travel environment and tourist satisfaction
towards heritage museums.

H2: There is a significant relationship between accessibility and tourist satisfaction towards
heritage museums.

H3: There is a significant relationship between infrastructure and tourist satisfaction towards
heritage museums.

H4: There is a significant relationship between heritage attraction and tourist satisfaction
towards heritage museums.

Research Framework

Based on the literature review, a conceptual framework has been developed, which includes
four independent variables and one dependent variable. The independent variables are travel
environment, accessibility, infrastructure, and heritage attraction, while the dependent variable
is tourist satisfaction towards heritage museums (see Figure 1).
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Independent Variables Dependent Variable

Travel Environment

Accessibility

Tourist Satisfaction
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Museums

e

Infrastructure

Heritage Attraction

Figure 1: Research Framework

METHODOLOGY

Research Design

The research design includes a quantitative method. Quantitative research can be defined as
the study of systematic phenomena by collecting measurable data and performing statistical,
mathematical, or statistical techniques (Adi Bhat, 2020). It is also used to quantify behaviours,
opinions, attitudes, and other variables and make generalisations from a larger population
(Formplus, 2019). Researchers prefer to use a quantitative method rather than a qualitative
method because it involves a large amount of data to be collected and analysed statistically.
Next, the researchers have more control over how the data would be collected, and external
perspectives can also be obtained through this quantitative research method. Finally,
guantitative research is focused on the design, which is determined priorly, and the analysis used
to test a theory in terms of either it will ultimately support or reject the research hypotheses.

Data Collection

In the first stage, the researchers collected primary data from first-hand sources using methods
such as surveys, interviews, or experiments. The second stage of data collection includes
fieldwork; however, this was conducted through an online platform. The researchers used
guestionnaires through Google Forms to be distributed to the young generation who visited the
museums in Kelantan. In the questionnaires, the researchers will set one particular question
to identify whether or not the respondents meet the criteria before answering the survey.

Sampling

In this study, a non-probability sampling will be used to determine the number of respondents.
Non-probability sampling is defined as a sampling technique where the odds of any member
being selected for a sample cannot be calculated (Stephanie, 2015). Besides, a snowball
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sampling, which is also called a snowball sampling method or chain-referral-sampling of a hidden
population begins with a convenience sample of the initial subject. If a random sample could
be drawn, the population would not restrict as hidden (Etikan I, 2015). He also stated that this
sampling method generates biased samples because only certain respondents with a significant
number of social connections can provide investigators with a higher proportion of other
respondents with characteristics similar to those of initial respondents.

To achieve a reliable and valid sample for this study, the researchers used the following
equation proposed by Krejcie & Morgan (1970) to determine the sample size:

o x*Np(1-p)
e*(N—1) + X*p(1—p)

n = sample size
N = population size
e = the degree of accuracy expressed as proportion (0.05)

x°x® = chi-square of degree of freedom 1 and confidence 95%
(3.841) p = proportion of population (if unknown, 0.5)

Data Analysis

Data analysis refers to a process or attempts to process data into new information so that
the data characteristics are easier to understand and useful for solving problems, especially
those related to research. Data analysis can also be defined as an activity undertaken to
transform data from research into new information that can be used to draw conclusions. In
general, data analysis aims to explain data for a more realistic understanding and further
generates a conclusion. A decision from data analysis is derived from a sample that is generally
based on hypothesis testing or the research hypotheses. In this study, the researchers would
analyse the data through descriptive statistics, reliability test, and Pearson’s correlation coefficient
using Statistical Package for the Social Sciences (SPSS) software.

FINDINGS

In this study, a reliability test was performed based on the data gathered from 376 respondents
through the online survey process, measured using Cronbach's alpha coefficient values that
range from 0.658 to 0.807. This indicates that the results range from good to very good where
the infrastructure component has the maximum Cronbach’s alpha value of 0.884, followed by
accessibility with 0.829, tourist satisfaction with 0.802, and travel environment with 0.738. Thus,
it can be deduced that all variables have fulfilled the minimum reliability criterion as the Cronbach
alpha coefficients of all variables were greater than 0.6.

As for the descriptive analysis of the independent variables, the maximum mean value
was 4.49 for heritage attraction, followed by travel environment with 4.37 and accessibility with
4.32. However, infrastructure has the lowest mean value with 4.14. Overall, the total mean
value was 4.05. Therefore, this study concludes that heritage attraction has the biggest effect
on the happiness of the heritage museum visitors.
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Table: Correlation

Tourist Satisfaction

Travel Environment Pearson Correlation B611**
Sig. (2-tailed) .000

N 376
Accessibility Pearson Correlation .480**
Sig. (2-tailed) .000

N 376
Infrastructure Pearson Correlation .294**
Sig. (2-tailed) .000

N 376
Heritage Attraction Pearson Correlation .566**
Sig. (2-tailed) .000

N 376

**_Correlation is significant at the 0.01 level (2-tailed)

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

The researchers further carried out a correlation analysis to calculate the linear
association between two variables as defined by the purpose of this study. The correlation
analysis results indicated a moderate correlation between travel environment and tourist
satisfaction with 0.611, while heritage attraction and tourist satisfaction have a moderate
correlation with 0.566, followed by accessibility and tourist satisfaction with a moderate
correlation with 0.480, and the lowest correlation between infrastructure and tourist satisfaction
with only 0.294. The correlations between these variables are shown in the table below.

DISCUSSION & RECOMMENDATIONS

Travel Environment

Based on Pearson’s correlation results, the researchers identified a moderate, significant
relationship between travel environment and tourist satisfaction towards heritage museums.
Hence, the travel environment can positively influence tourist behaviour such as exploring specific
environments around heritage museums (Bonn, 2007). Particularly, most of the respondents
were satisfied with the museums' safe and secure environment, thus influencing their satisfaction.

Accessibility

Based on the results of this study, there was a moderate, significant relationship between
accessibility and tourist satisfaction towards heritage museums. Thus, it can be said that the
museum design including its strategies and practices, especially the appropriate indoor design
and logical arrangement of the places have satisfied the tourists’ demand. According to Sarraf
and Bruno (2017), accessibility in museums can be understood as the right to reach, perceive,
use, and participate in everything offered for general visitors with respect and dignity.
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Infrastructure

The results indicated a low significant relationship between infrastructure and tourist satisfaction
towards heritage museums. The tourists are more focused on the heritage museum sites and
not paying attention to infrastructures such as restaurants, shop facilities, and accommodation.
However, not all infrastructure elements have more satisfaction levels than tourist expectations.
There is no clear list of infrastructures needed in the world’s heritage site (Jamil et al., 2012).

Heritage Attraction

Based on the above findings, the researchers identified a moderate, significant relationship
between heritage attraction and tourist satisfaction towards heritage museums. The
respondents agreed that museums are filled with historical elements and this influences them to
visit the museums. According to Tunbridge and Ashworth (1996: 21), heritage attraction presents
one person's legacy and is, therefore, logically not another.

RECOMMENDATIONS

Based on the research results, the researchers would like to point out several recommendations
for future works. Firstly, future studies should know the target respondents and decide where,
when, and how to meet them. This does not only assist in selecting the right respondents for the
survey but also in gaining more valuable feedback. Furthermore, this creates a well-designed
study to generate more participation from the respondents. The questions should also be
strategically organised, short, descriptive, and adequately evaluated so that the respondents
do not have any issues with the survey. Apart from that, the researchers also think that this
study should not be done simply by surveying everyone. The manual survey can be made more
accessible by reaching out to the respondents and explaining the survey beforehand. Finally,
future researchers need to ensure that the application and the survey are mobile-optimised so
that the respondents will not be confused with the data and can complete the survey properly.

CONCLUSION

The results in this study are limited to current understanding only because the study mainly
focuses on the factors that increase tourist satisfaction. Besides, the researchers must deliver
this study in line with the problem addressed in this study. Briefly, this study examines the
factors influencing tourist satisfaction towards heritage museums in Kelantan, and the four main
factors influencing tourist satisfaction towards heritage museums in Kelantan are travel
environment, accessibility, infrastructure, and heritage attraction. The research framework is
also focused on the literature review; hence, the researchers decided to examine the relationship
between each independent variable factor and the dependent variable.

Other than that, this study offers knowledge that may be useful for the tourism industry in
terms of developing the museums’ quality in Kelantan to attract more visitors to visit these
heritage museums. Several factors need to be underlined and improve best in the future. This
is because the younger generation nowadays is not interested in visiting museums because, to
them, such places are boring and do not entertain them compared to other tourism destinations.
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ABSTRACT

The government of Malaysia (2015) reported that Malaysia's tourism industry is the second major
economic contributor after manufacturing. Malaysia also is one of the countries that is popular for
food culture or gastronomy tourism. The research aims to identify the factors that influences
tourist’s food preference towards travel destination. The t predetermined factors that is expected
to influence tourists’ food preferences are motivation, culture and religion, exposure effect and
experience factor. The data collection has been done through a structured questionnaire and
analysed with SPSS data analysis software.

Keywords: Food tourism, Gastronomy Tourism, Food Preference, Travel Destination

INTRODUCTION

United Nation World Tourism Organization (UNWTO) (2008) describes travel as an activity done
by a traveller. A visitor is a traveller taking a trip from outside of their normal environment to a
destination for less than a year for some main purpose (business, leisure or other personal
purpose) other than being employed by an individual in the country or place visited. From the
definition given above, it is understandable that many people are struggling to see much of
differences between the tourism industry and the travel industry. People travel for various
purpose namely; business, religious activity, medical facilities and experience the nature. The
main purpose of travel determines the types of travel that one engages in, such as, medical
tourism, ecotourism, cultural tourism, religious tourism, food tourism (Gastronomic) and many
more. There are also some who travel for leisure and experience.

According to Everett & Slocum (2013), food tourism refers to physical activities influenced
by a passion to get involved with local food. In other words, ‘food tourism’ engages with the
physical body and sensual experience of a traveller. Whereas, ‘culinary tourism’ refers to the
cultural information gained through the physical experience. Researches related to food tourism
has increased dramatically in recent years, with most studies focusing on food destinations, food
tourists and hygiene concerns (Lee and Scott, 2015). Food tourism involves visitation to primary
and secondary food producers, food festivals, restaurants and specific food tasting location and/or
tasting the dishes of a particular chef (Hall & Mitchell, 2001; Kim, Duncan & Jai, 2013).
Gastronomic tourism involves, visiting food producers, eating at festivals, restaurants and special
places connected to a specific food along with tasting of a special dish by observing its creation
and preparation processes from the hands of a very popular chef, as well as observing how a
certain dish is being prepared (Hall et al. 2003; Hall & Mitchell, 2005). The purpose of this research
is to examine the factors influencing tourist’s food preferences at Georgetown, Pulau Pinang.
Meiselman, R. Bell (2003), stated that food preferences are the evaluative attitudes shared by
people towards food which includes the qualitative evaluation of food or how much people like
and dislike it. In the context of tourism, Mak et al. (2012) defined food consumption as making

276



references to the tourists in selecting and consuming food in a particular tourism destination. Food
and tourism have a very close relationship and food is the primary tourism resource (Henderson,
2004; Quan and Wang, 2004).

Itis common to see restaurants; snack bars and street/hawker food stalls in Malaysia, where
the tourist could discover various type of food. In this study, food tourism is defined as ‘the act of
visiting primary or secondary food producers, events, restaurants and unique location with good
food taste and/or advanced food production area that serves as motivation for travel’. However,
Ellish and Ashleigh, (2018) highlighted that there is a lack of attempt to systematically address
the factors affecting tourists’ food preference. The Covid-19 phenomenon may affect the tourist’s
food preferences while travelling because the government only allows food delivery services
instead of dine-in. Therefore, a thorough assessment is needed to determine the factors
influencing tourist’'s food preference at travel destinations and to determine the most influential
factor that influence tourist preference.

This study aims to investigate the factors that influence tourist’s food preferences at
Georgetown. This research has targeted on tourists who have already visited Penang for at least
once in their life before. This research precisely aimed for the responses from both local and
international tourists about their food preferences at Georgetown. Online surveys have been
circulated by targeting several age groups for the best result.

There are four objectives in this research:

1. To examine the relationship between motivational factor and tourist’'s food preferences
towards travel destination in Georgetown.

2. To examine the relationship between cultural and religious factors and tourist’s food
preference towards travel destination in Georgetown.

3. To examine the relationship between exposure effect and past experience factor that
influence tourist’s food preference towards travel destination in Georgetown.

4. To purpose the best factor in influencing tourists’ food preferences towards travel destination
in Georgetown.

Significance of the Study

Academic Researcher

Academician may refer this research to explain the concept of gastronomy tourism to the tourism
industry and students from other institutes.

Restaurant Industry
The restaurant managers may use this study to understand the tourists’ food preferences while
traveling.

Future Tourist

This research may provide first-hand knowledge to the tourist on what to look for while selecting
a destination to travel for a gastronomic experience.
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LITERATURE REVIEW

Definition of Food Tourism

Currently, food has gained recognition from local government, tourism service providers,
destination management associations, local authorities and researchers as an essential part of
the tourism commodity, as well as enhancing the means to build competitiveness in the
destination (Andersson, Mossberg & Therkelsen, 2017; Steinmetz, 2010). The terms 'food
tourism," ‘culinary tourism," or 'gastronomy tourism' have been used interchangeably in tourism
context to describe the significance of people traveling to a particular destination for food and
associated culinary activities (Ab Karim & Chi, 2010). Food is an influential factor in many
destinations and has great potential to enhance the tourist experience (S. Kim & Iwashita, 2016;
Long, 2004; Son & Xu, 2013). Food tourism in this research context is referred to tourists who
aim to visit a particular destination to discover food experience based on the influence of the
motivation, culture and religion, exposure and personal experience towards travel destination in
Georgetown, Penang.

Tourist’s Food Preferences

Mak et al. (2012) explains that food choice is referred to the decision on food selection, and food
intake is the amount of food consumed. Torres (2002), has scientifically justified that food
consumption includes two primary dimension including food consumption habits and food
preference, as it gives a more realistic and easier way to check on food consumption. Logue
(1991) summarized that food liking, preferences; choice and intake aren’t the same and is not
associated with the behaviour of food consumption). Malaysian Culinary Food and Malaysian
Street Food have three primary ethnic food tastes namely; Malay, Chinese and Indian. These
current food consumption patterns are categorized based on food type, place and other customer
groups (Ali & Abdullah, 2012).

Factors influencing Tourist’s food preferences

The symbolic dimension implies the motivators that indicate to the tourist the representative
meaning of food consumption and include factors such as the discovery of community, experience
and status (Mak, Lumbers, Eves & Chang, 2013). Although several researchers are beginning to
draw attention to the motivational relationship and its influence on tourist food preferences, it has
still been overlooked while exploring the relationship between tourist food preferences and food
tourism.

The food tourist seeks local identity and authenticity, as food tourism also involves learning
from various cultures. Packard and McWilliams, (1993) argued that religious beliefs have an
impact on food consumption when certain foods are prohibited (e.g., Islam, Judaism), particular
preparation methods are mandated (e.g., halal, kosher), or fasting or feasting practices are
observed (e.g., Ramadan). Pizam and Sussmann (1995) imply that international tourists have
been seen refusing local food in the host destination and often prefer to eat on their own and
have no restrictions while eating street food at their base destination. ; Tourists are more likely
to consider changes in 'secondary' foods that are eaten widely and not regularly and in daily
basis, 'peripheral’ foods that are consumed sporadically during vacation, and prefer to remain
faithful to the ‘core’ foods which are consumed daily.
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Literatures on food consumption acknowledge that exposure for such food appears to
increase the desire. (Luckow et al., 2006; Stein et al., 2003). The exposure of tourists to a
destination's food tourism, gained through previous visits, will increase their knowledge about the
food and improve their preferences.

Dann’s Theory of Push and Pull Motivations

According to Dann (1997), multiple factors motivate tourists and/or travellers to visit specific
places or destinations, and these factors can be classified as either push or pull motivations at
the most basic level., As per the author, push factors can be explained as the internal drive which
urge people to travel.

Based on the review over previous studies, this research adapted factors such as
motivational factors, cultural and religious factor, and exposure effect and past experience factor
as the independent variable and tourist's food preference towards travel destination as the
dependent variable to study the research context.

Research Hypothesis
Three hypotheses have been tested in this study, namely;

H1: There is a significant relationship between the motivational factor and food preference among
tourists towards travel destinations in Georgetown.

H2: There is a significant relationship between the cultural and religious factor and food
preference among tourists towards travel destinations in Georgetown.

H3: There is a significant relationship between the exposure effect and past experience and food
preference among tourists towards travel destinations in Georgetown.

Research Framework

The following research framework has been formed to examine the relationship between
independent variables (motivational, cultural and religious, exposure effect and past experience
factors) and dependent variable (food preference). Besides, this framework can determine which
of the factors appear to be the best influential factor influencing tourists’ food preference towards
travel destination.

Independent Variables Dependent Variable

Motivational Factors

Cultural & Religious \ Tourist Food
Factor Preferences
Exposure Effect / Past /

Experience

Figure 1: Factors affecting tourist food preferences in tourism
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METHODOLOGY

Research Design

Quantitative approach has been employed in this research and this research is exploratory in
nature. A set of questionnaires has been developed based on the information derived from
previous studies. Questions set within the questionnaire is expected to assist the researcher in
answering the research objectives and research.

According to Hair, Black, Babin, Anderson and Tatham (2007), a self-administered
guestionnaire is a set of data in which the questionnaires are distributed to the respondents,
instead of an interviewer, to record their own response Pilot test allows the researcher to know
what is the weakness or strength of the questionnaires by distribute the questionnaires to a few
respondents according to the specific respondent that the researcher intend to use as a
respondent so that they can save time and money to make the adjustment before the main
distribution.

There are many possible mistakes and error in the questionnaire such as leading questions,
assuming prior knowledge or understanding, asking two questions in one, too many open-ended
guestions, ambiguous questions, or to test whether the respondent fully understand the
terminology used. Meanwhile, pilot testing provides the opportunities for the researchers to find
out and remedies a wide range of the potential problems that will occur in preparing the
guestionnaire and correct it before the actual questionnaire is conducted (Pratt, 2008).

Sampling

Probability sampling method has been used in this study. This sampling method allow every
member of the population has the equal opportunity to be selected. The target population in this
research are the domestic tourists who travel to Georgetown. The sample size is a term used in
market research for defining the number of subjects included in a research. In achieving a reliable
and valid sample for this study, the researchers used the equation from Krejcie & Morgan (1970)
to determine the sample size. Based on Krejcie and Morgan (1970) the appropriate sample size
for this study is 384 people from a total of 1,124,823 domestic tourists. The total number of
populations have been derived from the statistic released by (New Straits Time, 2019) on
domestic tourists who visit Georgetown Simple random sampling is a sampling technique where
each individual in the population has the same opportunity and probability to be selected as
sample. Simple random sampling is a basic sampling method that can easily be part of a more
complex sampling method.

Data Analysis

There were four data types of data analysis used in this study, that were frequency analysis,
descriptive analysis, reliability analysis and, correlation coefficient. The data obtained were
analysed by using IBM SPSS Software version 25. According to Sekaran (2003), the objective of
data analysis includes checking on the central tendency and the dispersion of the respondents
(descriptive analysis), test the reliability and validity of the measures (scale measurement) and
testing the hypotheses developed for the research (inferential analysis).

Descriptive analysis was used to describe the basic features of the data in a study.
Descriptive analysis helps to simplify bulks of data into a feasible form (Trochim, 2006). Hence,
the descriptive statistics summarize the data into maximum, minimum, mean, standard deviations
and variance through descriptive analysis for the interval-scaled independent and dependent
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variables (Sekaran & Bougie, 2010). Descriptive analysis will help the researcher to simplify the
whole data in a sensible way with accurate and easy-to-understand graphics analysis. Reliability
means the degree to which measures are free from error and therefore yield consistent results.
The relation between the independent variable and dependent variable has been established in
research.

Pearson’s correlation is used to measure the strength of the linear relationship between
two variables. The value of Pearson’s correlation coefficient (r) plays an indicator of the correlation
between two variables. It has a value in the range -1 <r < 1, so the closer the value to 1, the
stronger, the closer to the relationship. Another while, the closer the value to the -1, the
relationship between the variable is week. According to Jim Higgins (2012) stated, a single
summary of numbers gives you a good idea about how closely one variable is related to other
variables.

FINDINGS

Table 1 shows the number of respondents, mean ranking and standard deviation of independent
variables and dependent variables. For the independent variables, the highest mean is recorded
for motivational factor at 4.1648 followed by exposure effect and past experience at 4.1159 and
cultural and religious factor at 4.0793. The mean for dependent variable is at 4.3331.

Table 1: Descriptive Analysis Result

Variables N Mean Standard Deviation Level
Motivational 290 4.1648 0.71601 High
Cultural and Religious 290 4.0793 0.75344 High
Exposure Effect and Past 290 4.1159 0.67713 High
Experience
Tourist’s Food Preferences 290 4.3331 0.50225 Very High

Table 2: Reliability Test.

Variable Number of items  Cronbach’s Alpha Strength of

coefficient Association

Motivational 5 0.919 Very strong
Cultural and Religious 5 0.865 Strong
Exposure Effect and Past 5 0.858 Strong

Experience

Tourist’s Food Preferences 5 0.811 Strong

Overall Variables 20 0.930 Very Strong
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Furthermost, in measuring the exposure effect and past experience variable that influenced
food preference among tourist towards travel destination in Georgetown, five questions were
used. Lastly, in measuring the food preference among tourist towards travel destination in
Georgetown, five questions were used and the Cronbach’s Alpha result for this section’s question
was 0.811 which indicated strong and very strong strength. Therefore, the coefficient obtained
for this question in measuring the food preference among tourist towards travel destination in
Georgetown were also reliable.

Table 3: Pearson Correlation.

Variable R- Value Level

Cultural and Pearson -0.029 1 Small
Religious Correlation

Exposure Effect Pearson -0.007 1 Slight
and Past Correlation

Experience

Motivational Pearson -0.014 1 Slight

Correlation

The objective of this analysis was to determine whether there are correlations between
independent variables (motivational, cultural and religious and exposure effect and past
experience factor) and the dependent variable (tourist’'s food preferences). As can be seen in
Table 3, the Pearson correlation coefficient, significant value and the number of cases used in
this research was 290. The p-value was 0.809, which was less than significant level of 1.0. The
correlation coefficient of -0.014 suggested a slight correlation between motivational and tourist’s
food preference. Meanwhile, the p-value was 0.626, The correlation coefficient of -0.029
suggested a small correlation between cultural and religious and tourist’s food preference. Lastly,
the p-value was 0.902, which was less than significant level of 1.0. The correlation coefficient of
-0.007 suggested a slight correlation between exposure effect and past experience and tourist’s
food preference.

DISCUSSION & RECOMMENDATION

The finding from this study shows that there is a significant relationship between the motivational
factor and tourist’s food preferences towards travel destinations in Georgetown at (p-value=0.809
r=-0.014). Therefore, the result supports the first hypothesis in this study. This is in-line with the
finding from Hall et al. (2003) and Quan and Wang (2004) who claimed that people nowadays
travel because they are motivated by food.

Secondly, the result indicates significant relationship between the cultural and religious
factor and tourist’s food preferences towards travel destinations in Georgetown at (p-value=0.626
r=-0.029). Therefore, the result is less significant, and it has slight correlation between the
variables. Wolf (2006) stated that food is a cultural manifestation that helps countries and regions
to identify what they are and what it means to be from there. To conclude, culture and religious
factor affect travelers’ intention to travel, while food can be considered as a way for travelers to
experience local culture and religion.

282



The finding also indicates a significant relationship between the exposure effect and past
experience and tourist's food preferences towards travel destinations in Georgetown at (p-
value=0.902 r=-0.007).). Kivela and Crotts, (2005) claimed that gastronomy refers to enhancing
the value of the tourism experience and quality of the trip. To conclude, past experience is not a
factor that affects tourists’ preferences to travel to a particular destination, but gastronomy
remains as one of the crucial factors that can improve the tourism quality and travelers’
satisfaction. Based on the finding in data analysis and previous case study above it can be
conclude that all of the independent variables do slightly influence the tourist’s food preference
towards destination in Georgetown but the best influential factor is the level of cultural and
religious.

As in every research, this study also has its own limitations. The researchers’ movement
from place to place is limited due to movement control order by the government which delays the
progress of data collection. Reaching the right source of secondary data has been a challenge
for the researchers and issues are also encountered with respondents’ capacity to understand
the research questionnaire.

Future researchers are recommended to widen the scope of the study to a different location
and increase the number of samples for better results. Future researchers are also recommended
to target on both local and international tourist.

CONCLUSION

This research aims to identify the relationship between the motivational factor and tourist’s food
preference, cultural and religious factor and tourist's food preference, exposure effect, and
experience factor and tourist's food preferences preference towards travel destination in
Georgetown, and to propose to the purpose the best factor in influencing tourists’ food preference
towards travel destination in Georgetown. This finding provided extension information to some
prediction antecedents that significantly affect tourist’s food preferences in travel destinations in
Malaysia. Accordingly, this result has proved that all independent variables slightly affect the
dependent variable, and the best influential factor is culture and religious. As for the implications
for policymakers, the information is critical in the decision-making process to ensure the tourism
industry's sustainability.
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ABSTRACT

This study was conducted to examine the relationship between human resource management
practices and job performance among employees of travel agencies in Peninsular Malaysia. The
independent variables of this study comprise recruitment, performance appraisal, and training,
whereas the dependent variable of this study is job performance. A quantitative method was
employed in this study involving 260 respondents and questionnaires were used as a data
collection tool. A probability sampling technique was also used in the study. The data were
collected using online questionnaires through Google Forms and analyzed using Statistical
Packages for Social Sciences Version 25 (SPSS Version 25) software through descriptive
statistics, reliability test, and correlation analysis. Based on the results, all of the independent
variables (recruitment, performance appraisal, and training) in this study have significant
relationships with the dependent variable (job performance among employees of travel agencies
in Peninsular of Malaysia). This study enlightens human resource management practices and
provides a better understanding of the factors affecting job performance among employees.

Keywords: Recruitment, Performance Appraisal, Training, Job Performance, Human
Resource Management Practices

INTRODUCTION

Tourism entails the freedom of traveling and it contributes to getting acquainted with different
cultures. The main advantages of tourism include creating jobs, attracting foreign currency to a
certain area, developing other sectors that are closely related to tourism, and developing
infrastructure without any tourist destinations that could not be known and through limited access
of tourists (Alsarayreh, Jawabreh, & Helalat, 2010).

Malaysia is a popular tourism destination in Asia. According to Tang and Tan (2013),
Malaysia was ranked second most visited destination in Asia and was the second top-most visited
destination in Asia, with 24.6 million international tourist arrivals in 2010. Tourism has also been
the second foreign exchange earner for Malaysia since 2000. Based on the achievement reports
from the official portal of the Ministry of Tourism, Art, and Culture (MOTAC), Malaysia received
20.1 million foreign tourists and reported RM66.1 billion tourist revenue from January to
September 2019. Further, a total of 5,086 travel agency companies registered in Malaysia was
recorded. Based on a report from the Department of Statistics Malaysia (DOSM) (2018), the third
quarter's labour productivity in the services sector had increased by 5.1 percent; the value-added
growth expanded further at 7.2 percent, while the hours of work rose to 2.0 percent. Labour
productivity expressed as the ratio of value-added to employment posted a better performance of
3.9 percent as employment grew 3.2 percent during the quarter.
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Three primary activities that affect employee job performance consist of recruitment,
performance appraisal, and training. In general, job performance is a way to achieve the aims of
an organization and accomplishments within a job, position, or organization, but not the real
results of the activities carried out within a job (Nazir & Islam, 2017). Many studies have shown
that the intention to leave a company is correlated with low work satisfaction and this has become
a key predictor of employee turnover (Abbasi & Hollman, 2000; Ghosh et al.,, 2013).
Dissatisfaction with wages and benefits, job climate, supervision, and co-workers are the
contributing factors to acquisition objectives (Zainol, Nordin, Tazijan, & Ab Rashid, 2015).

This study particularly aims to examine the relationships between recruitment, performance
appraisal, and training with the job performance of travel agency employees in Peninsular
Malaysia in order to understand the job performance of employees and how human resource
management activities impact employee job performance. This paper is, therefore, organised as
follows: introduction; literature review; methodology; results; and discussion, recommendations,
and conclusion.

This study addresses three objectives as follows:

1. To examine the relationship between recruitment and job performance among the
employees of travel agencies in Peninsular of Malaysia.

2. To examine the relationship between performance appraisal and job performance among
employees of travel agencies in Peninsular of Malaysia.

3. To examine the relationship between training and job performance among the employees
of travel agencies in Peninsular Malaysia.

Significance of the Study

Researchers

The research results can help the researchers evaluate the relationship between three HRM
practices: recruitment, performance appraisal, and training with job performance among the
employees of travel agencies in Peninsular Malaysia. The results can further help the researchers
understand how these HRM practices can affect employee job performance.

Owners

This study provides information about the extent to which HRM practices influence job
performance among travel agency employees. This study evaluates three factors, namely
recruitment, performance appraisal, and training. Hence, the data gathered could help the owners
understand the factors that influence employee job performance.

Consumers

The collected data provide information to the tourism sector in terms of the importance of HRM
practices in ensuring good job performance among travel agency employees. The results would
enable the human resource departments of many travel agencies to consider these management
practices in order to increase their employees’ job performance. This study also helps in the
advancement of future tourism planning.
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LITERATURE REVIEW

Job Performance

Job performance refers to how well employees responsibly perform a given task in their duties
(Caillier & James, 2010). According to Hassan (2016), job performance is one of the factors that
affect organizational performance. Thus, employee performance is an important criterion for
determining organizational outcomes and the success of a firm. Based on a study by June (2020),
the knowledge of employee job performance is important because it can help managers to make
the right decisions ranging from compensation, promotion, and training as a basis for increasing
employee performance up to the extent of termination. According to Jayaweera (2015), job
performance is the most influential factor that may affect the profitability of an organization.
Further, as stated by Viswesvaran (2017), job performance reflects measurable behaviour, which
refers to action, behaviours, and outcomes that employees can improve and cooperate in order
to achieve organizational goals.

Recruitment

According to Qaya et al (2017), recruitment refers to the finding of potential or appropriate
candidates to fill the required managerial vacancies according to the job specification.
Recruitment refers to the overall process of identifying, attracting, screening, shortlisting, and
interviewing suitable candidates for jobs, either permanent or temporary, within an organization.
As asserted by Santos et al. (2020), recruitment is the first level that becomes the gateway for
new employees; therefore, mistakes in recruitment activities may cause new problems for the
organization in the future. Based on a study by Ibrahim, Eprianti, and Yusup (2020), human
resource management is directed towards how to turn a human resource into optimized company
assets to maximize profitable companies in this globalization era.

Performance Appraisal

According to Sopiah (2016), performance appraisal is a process of knowing the achievements of
employees in each leadership period where their job performance is documented and evaluated.
It is a part of career development and consists of regular reviews of employee performance within
the organization. Rubin and Edwards (2018) believed that the employee performance appraisal
system is a key tool for ensuring that employees are always accountable in their work. Based on
the results of their study, the private sector is most active in the question of the utility of the
employee performance appraisal system, whereas most systems involving the government staff
require precision in evaluating the performance of each employee.

Training

Training is a concerted attempt to teach specific skills and attitudes to serve a particular function
and expertise, aimed not only at enhancing employee knowledge and skills but also increasing
such values and attitudes such as diligence, willingness, and loyalty (Dabale, Jagero, & Nyauchi,
2014). As such, organisations must train individuals to increase their knowledge, skills, and
abilities, besides having creative ideas in problem-solving decisions. Training is most required to
implement specific actions in order to change employee behaviour through organizational
procedures whilst improving efficiency and performance, especially in the highest management
training in all sectors (Alomari, Awawdeh, and Alolayyan, 2017).

288



Research Hypotheses

A hypothesis must be testable, realistic, and consider the current knowledge and techniques. In
addition, a hypothesis is defined as a prediction or explanation of the relationship between two
variables, and a hypothesis also implies a systematic relationship between an independent
variable and a dependent variable. Thus, the study has proposed the following hypotheses:

H1:  There is a significant relationship between recruitment and job performance among the
employees of travel agencies in Peninsular Malaysia.

H2:  There is a significant relationship between performance appraisal and job performance
among the employees of travel agencies in Peninsular Malaysia.

H3: There is a significant relationship between training and job performance among the
employees of travel agencies in Peninsular Malaysia.

Research Framework

Three independent variables (recruitment, performance appraisal, and training) are expected to
have a significant relationship with the dependent variable (job performance).

Recruitment

Performance Appraisal

Job Performance

Training

Figure 1: Research Framework of the Relationships between Recruitment, Performance
Appraisal, and Training with Job Performance

METHODOLOGY

Research Design

This study used a quantitative method to examine the relationships between Human Resource
Management practices and job performance among the employees of travel agencies in
Peninsular Malaysia. By using a quantitative method, accurate data can be generated for this
study and the overview inquiries can also be gathered.

Data Collection

The data were collected in this study through questionnaires that include three aspects mentioned
in the research framework above in terms of their associations with employee job performance.
To obtain data from the respondents, scales were included in the questionnaires. This study also
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used an online survey (Google Forms) to approach the respondents, the travel agency employees
to answer the questionnaires through their mobile phones or computers.

Sampling

There are about 8,838 registered travel agencies around Peninsular Malaysia (MOTAC, 2020).
The population of this study includes travel agency employees in Peninsular Malaysia of various
positions. Probability sampling was used to select 368 target respondents and every respondent
would have the odds of 1 to 100 for getting selected. Random employees from several travel
agencies around Peninsular Malaysia were asked to answer the questionnaires in terms of their
opinions regarding human resource management practices towards employee job performance.

To achieve a reliable and valid sample for this study, the researchers used the equation
proposed by Krejcie & Morgan (1970) to determine the sample size. The target population of this
study includes a total of 368 travel agency employees; however, out of 368 respondents, the
researchers were only able to successfully obtain a sample size of 260 respondents.

x2NP(1 - P)

SEEN =D+ (x2P(1 - P))

S = sample size

N = population size

e = the degree of accuracy expressed as proportion (0.05)

x? = chi-square of degree of freedom 1 and confidence 95% (3.841)

p = proportion of population (if unknown, 0.5)

. 3.841(8838)(0.5)(1 — 0.5)
(0.05)2(8838 — 1) + 3.841 (0.5)(1 — 0.5)
_ 8486.6895
~ 23.05275

S =368.142
S =368

Data Analysis

Three types of data analyses were used in this study, namely frequency analysis, descriptive
analysis, and reliability analysis using Statistical Package for the Social Sciences (SPSS).

FINDINGS
Demographic Profile of Respondents

Table 2 shows the demographics profile of the respondents who participated in the survey. Based
on the overall results, the majority of the respondents are females (54.6%), Chinese (39.6%),
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aged 21-30 years old (47.7%), SPM holders (36.9%), single (55.4%), private-sector workers
(61.9%), from Penang (15.4%), and having 2-5 years of work experience (27.7%).

Table 2: Demographic Profile of Respondents

Characteristic Frequency %
Gender Male 118 45.4
Female 142 54.6
Race Malay 84 32.3
Chinese 103 39.6
Indian 73 28.1
Age Below 20 years old 1 0.4
21-30 years old 124 47.7
31-40 years old 82 31.5
41-50 years old 30 115
Above 51 years old 23 8.8
Education Level PMR/PT3 31 11.9
SPM 96 36.9
STPM/Diploma/Matriculation 55 21.2
Degree 68 26.2
Master’s 2 0.8
Others 8 3.1
Segmentation Single 144 55.4
Family 116 44.6
Occupation Public-sector Worker 10 3.8
Private-sector Worker 161 61.9
Self-employed 39 15.0
Other 50 19.2
State Perlis 10 3.8
Kedah 16 6.2
Penang 40 154
Perak 29 11.2
Kelantan 15 5.8
Terengganu 14 54
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Pahang 27 10.4

Selangor 34 13.1
Putrajaya 3 1.2
Negeri Sembilan 19 7.3
Melaka 18 6.9
Johor 24 9.2
Federal Territories of Kuala Lumpur 11 4.2
Work Experience Less than 1 year 39 15.0
2-5 years 72 27.7
6-10 years 52 20.0
11-15 years 39 15.0
20 years and above 58 22.3

Reliability Test

The data were tested using Cronbach’s alpha analysis to ensure the reliability and internal
reliability of the information through the overall accuracy of the dependent variable and the
independent variables (pilot test). A pilot test was conducted on 30 respondents before carrying
out the actual study using an online survey method.

Table 3 shows the values of Cronbach’s alpha coefficient for the independent and
dependent variables of this study. Based on the table, it can be concluded that all of the variables
were above the value of 0.5 and the overall variables were recorded at 0.883; hence, the variables
are reliable and acceptable. Five questions were used to measure the job performance variable
and the result was 0.836, while the recruitment variable was recorded at 0.887, the performance
appraisal variable was recorded at 0.864, and the training variable was recorded at 0.822. The
strength of association between all variables is considered very good; therefore, all of the
coefficient values were deemed reliable.

Table 3: Reliability Test Results

Variable Number of Cronbach’ Alpha Strength of

ltems Coefficient Association

Job Performance 5 0.836 Very Good
Recruitment 5 0.887 Very Good
Performance Appraisal 5 0.864 Very Good
Training 5 0.822 Very Good
Overall Variables 20 0.883 Very Good
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Descriptive Analysis

Table 4 shows the number of respondents, the mean, and standard deviation of the independent
and the dependent variables. In terms of the independent variables, the highest mean value was
obtained by the training variable with 6.9100 and followed by performance appraisal with 6.8119.
The least mean value was obtained by the recruitment variable with 6.5777, while the mean value
for the dependant variable was 6.6623. More dispensing values are shown in the data set with a
standard deviation of more than 1 out of 260 respondents.

Table 4: Descriptive Statistics

Variable n Mean Standard Deviation
Job Performance 260 6.6623 1.95429
Recruitment 260 6.5777 1.96706
Performance Appraisal 260 6.8119 1.69502
Training 260 6.9100 1.99932

Pearson’s Correlation

The analysis aims to determine whether the independent variables and the dependent variable
are correlated. If the relationship is important, the researchers, therefore, need to determine if the
degree of intensity of the association is appropriate.

Table 8: Summary of Correlation Analysis

Hypothesis Significant Conclusion Correlatio Conclusion
Value (p- n Value
value) (r-value)
H1: There is a relationship between 0.000 Accepted  0.899 High positive
recruitment and job performance correlation

among the employees of travel
agencies in Peninsular Malaysia.

H2: There is a relationship between 0.000 Accepted  0.387 Moderate
performance appraisal and job positive
performance among the employees correlation
of travel agencies in Peninsular

Malaysia.

H3: There is a relationship between 0.000 Accepted  0.200 Slight, almost
training and job performance negligible
among the employees of travel correlation

agencies in Peninsular Malaysia.
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Table 8 shows a summary of the correlation analysis. Three independent variables
(recruitment, performance appraisal, and training) have significant relationships with the
dependent variable (job performance). The highest Pearson’s correlation value was 0.899
between recruitment and job performance, while the lowest value was recorded between training
and work performance with 0.200. Furthermore, Pearson’s correlation value between
performance appraisal and job performance was 0.387. Therefore, it can be deduced that
recruitment, performance appraisal, and training have significant relationships with the job
performance of travel agency employees in Peninsular Malaysia.

DISCUSSION AND RECOMMENDATIONS

A travel agency is a business in the tourism sector that largely contributes to a country's economy
(Tsai & Bui, 2020). In order to maintain a business, efficient management is vital, especially in
Human Resource Management. The quantity and effectiveness of health staff and the rise in
human capital contribute to all human resource management aspects, including planning,
monitoring, and performance management.

In acquiring quality employees, travel agency management can improve the work quality of
employees, especially during this Covid-19 crisis because the ideas and contributions from the
employees are very important in revitalizing the tourism industry. To improve employee work
guality, management needs to know other factors that can affect job performance such as the
motivation factor. Thus, the management can support employees physically and emotionally,
including the needs and wants of the employees as well as how they think. Therefore, this
investigation has given comprehension of the factors impacting employee job performance in
terms of recruitment, performance appraisal, and training in order to recognize a person’s
character, demeanor, culture, and current circumstance.

Besides, this study is constrained to 260 samples, which can be estimated as little markets.
As indicated by Krejcie and Morgan (1970), the sum would be adequate and reasonable, and
bigger sample sizes could be utilized to systematize a huge number of employees in Malaysia. In
this manner, future analysis ought to grow their sample size to expand the precision and
unwavering quality of the study. In the future, a talk with a strategy or some open-finished inquiries
for respondents can be performed rather than answer scaling polls on the web. Through such a
meeting technique, analysts can get a high reaction rate, while ambiguities can be explained, and
deficient answers can be followed up right away. Hence, this methodology can diminish the
misconception and produce better aftereffects of the study.

CONCLUSION

In obtaining quality employees, business management can improve the work quality of
employees, especially during this Covid-19