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PREFACE
The Final Year Project is compulsory to be conducted and completed by every

student of Bachelor of Business Administration (HONS) to graduate from the
University. The title of this research is “Factors Influencing Tourist's Intention to
Travel for Food-Related Tourism In Penang, Malaysia”. This research is conducted
due to the growing significance of food tourism within the tourism industry, with

its potential to support a nation's economic growth.

With the development of tourism, food tourism has become a major field of concern.
Food tourism provides tourists with local food and culture, allowing tourists to
experience unique local speciality food products. As a diverse country, Malaysia
has a rich and diverse food tradition, and tourists can taste and experience multi-
racial speciality food products. This diverse society gives Malaysia its unique
character and makes it a country to explore and appreciate. Besides, the
diversification not only attracts the interest of tourists, but it also promotes the
growth of cultural exchanges and tourism. Therefore, our research is dedicated to
exploring the development of food tourism in Malaysia and its impact on the
country's economy and culture. We hope that through this study, we can provide a
deeper understanding of food tourism in order to better promote the sustainable

development of this industry.

In this study, we will emphasize the factors that will influence tourist's intention to
travel for food-related tourism in Penang, Malaysia. We will analyze and discuss
seven independent variables that may affect tourists with food-related behavioural
intention. The variables are novelty and variety, authentic local foods, interpersonal
and culture, health concern, familiarity and eating habits, sensory and contextual

pleasure, and food experience.

Xv
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ABSTRACT
Food tourism is not only an experience to enjoy delicious food but also a way of

cultural exchange and exploration, it is able to enrich the sensory experience of
travellers and give them a deeper understanding of the different flavours and food
traditions around the world. As a result, food tourism has become a unique and

fulfilling way to travel that many travellers pursue.

The main purpose of this study is to determine whether the seven variables: novelty
and variety, authentic local foods, interpersonal and culture, health concern,
familiarity and eating habits, sensory and contextual pleasure, and food experience
will affect the tourists with food-related behavioural intention. This survey was
conducted by distributing questionnaires to the target respondents in 12 states in
Malaysia and six foreign countries. In total, there with only 450 responses are
acceptable. The data collected from the survey will be analyzed using the Statistical

Package for the Social Sciences (SPSS) to conduct the pilot study and the full study.

Moreover, our research has also used multiple regression analysis and single
regression analysis to test the positive relationship between the dependent variable
(food-related behavioural intention) and the independent variables (novelty and
variety, authentic local foods, interpersonal and culture, health concern, familiarity
and eating habits, sensory and contextual pleasure, and food experience). In this
research, the seven independent variables (novelty and variety, authentic local foods,
interpersonal and culture, health concern, familiarity and eating habits, sensory and
contextual pleasure, and food experience) have a positive relationship with the
dependent variable (food-related behavioural intention). Thus, the detailed results

of the research will be further discussed in the chapters below.

Keywords: Novelty and Variety, Authentic Experience and Prestige, Interpersonal
and Culture, Health Concern, Familiarity and Eating Habit, Sensory and Contextual

Pleasure, Food Experience, Food-related Behavioural Intention, Food tourism.
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CHAPTER 1: INTRODUCTION

1.0 Introduction

The present research investigates the factors that influencing tourists' intention to
travel for food-related tourism in Penang, Malaysia. The research background,
problem statement, research objectives, research questions, study hypotheses for
quantitative research, and the significance of the study will be discussed in this
chapter to provide a comprehensive understanding of this research's purpose and

relevance.

1.1 Research Background

Food tourism, also known as culinary tourism, is a type of travel that revolves
around exploring and experiencing a destination's local food and beverage culture.
It has become a popular trend in the travel industry, with many people seeking
authentic and immersive food-related experiences during their trips. Food tourism
goes beyond simply trying new dishes; it involves understanding the history,
traditions, and stories behind the food, as well as engaging with local producers,

chefs, and the community (Dixit, 2019).

There have millions of tourists are returning to well-known locations to experience
the local culinary culture, and it is becoming more popular to sample the local
cuisine while travelling (Fox, 2007). The influence of food on locations and
travellers has become one of the hottest subjects in tourism study as the popularity

of culinary tourism among travellers increases globally. Food may immerse tourists
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in another depth of a culture, both sensually and cognitively. [t may serve as a portal
for travellers to learn more about the local culture while also delivering an
outstanding travel experience with a taste of unusual food or unique culinary

interactions (Dixit, 2019).

Furthermore, a phenomenological model of the culinary tourist experience is
provided by Robinson and Getz (2013). This model of tourism and culinary
lifestyles divides visitors into four categories: entertainment, presence, diversionary,
and experimental culinary tourists. It outlines how tourists feel about and behave
when it comes to food and drink. Existential food tourists, as defined by Robinson
and Getz (2013), look for food and dining experiences that encourage culinary
learning. For these travellers, eating is more than just an appetiser to quench their
thirst, it also includes a thorough knowledge of the local or regional cuisine as well

as the local way of life.
Figure 1.1

The Number of Visitors Arriving and The Expenditure They Generate

o -
YEAR e 238.73

2 O: ! 1 Million Receipts (MYR)

134,728

Arrivals

o == T3

134728 (-96.9%) RM 23873 million (.98.1%) RM 177196 (-39.5%)
Malaysia is a multicultural nation with a diverse population of races. They offer a
variety of cultural cuisines for visitors and residents (Yusoff et.al, 2013). Malaysia
is a unique country where visitors can savour the cuisine of many different cultures,
including Malay, Chinese, Indian, Nyonya, Iban etc. This may attract many

foreigners who came to Malaysia.

Page 2 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

However, according to the Covid-19 Movement Control Operation (MCO),
Malaysia's tourism industry is set to hit an all-time low in 2021, when only 130
million people will travel to the country. According to Tourism Malaysia's Tourism
Report 2021, the number of foreign tourists has had a significant impact on the
country's economy, generating a total of MYR 240 million in revenue. In addition,
the number of domestic tourists climbed by 7 per cent from 2015 to 2016. Compared
to 2020, tourist arrivals declined by 96.9 percent, total spending by 98.1 percent and
average capital expenditure by 39.5 percent in Figure 1.1 (Tourism Malaysia, 2021).

Figure 1.2

Malaysia's Domestic Tourism Expenditure, 2012 — 2021

RM Billion %
1200 13.1 15.1 92 102 m 114 200
: 115 100
1000 128
0.0
80.0 El -10.0
-20.0
60.0
404 i
s o b B = -
478 54.0 62.2 — —_ — -50.0
200 —_— — — 1184 400
o M
0.0 -70.0
2012 2013 2014 2015 216 217 2018 2019 2020 2021
Total Expenditure YoY

Figure 1.2 state that total visitor arrivals in 2021 will be 66 million, a decrease of
49.9 per cent (2020: - 44.9 percent) compared to the previous year. The total number
of tourists will decrease from 147 million in 2020 to 72.4 million in 2021, a negative
growth of 50.7 percent. domestic tourism expenditure in 2021 will be only RM18.4
billion (down from RM40.4 billion in 2020), a decrease of 54.5 percent (Figure 1.2).
(This is the lowest level since the 2008 Domestic Tourist Survey). According to the
Department of Statistics Malaysia, there have 26.1 million international visitors

visited Malaysia and 239.1 million domestic tourists in 2019. The ratio between
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domestic tourists and international tourists is 9:1 which mean 10 tourist travel in
Malaysia there have only one foreigner. In this study, our researcher will refer to
statistical data from 2019. The first reason is the number of travels in that year is
the highest. Another reason is in 2020 to 2022 Malaysia's domestic tourism declined
due to the COVID-19 blockade and interstate border restrictions. The impact of the
pandemic on Malaysia's tourism industry is not only decreasing the number of
tourist arrivals. It is also the loss of employment opportunities and insufficient data
from the official websites of Malaysia. Therefore, to improve the tourism sector,
referring to statistical data from 2019 is more significant to continue the research of

our study as an improvement of the food-tourism sector (Chiet & Razak, 2021).

Figure 1.3

Top 5 Visited States by Domestic Tourists in 2021

5 Top States Expenditure Components

of Domestic Visitors
of Domestic Visitors (Million)

6.5 s 50.3%
g // Food & Beverage 15.1%
9.

Sarawak Purchase of Automotive Fuel 11.1%

LP.K.L ﬁ // Accommodation 5.9%

Pulau
10.2 sel‘"gor — P‘M’l‘ 5.1 // Transportation 4.8%
ﬂ' ‘ Expenditure Before the Trip/ 4.7%
Package/Entrance Fees/ Tickets

l/ Other Activities 2.9%

—

Source: Domestic Tourism Survey, Department of Statistics Malaysia (DOSM)

Statistics Malaysia (2021), as shown in Figure 1.3, illustrates the top five states
visited by domestic visitors in 2021, including Selangor, Kuala Lumpur Federal

Territory, Negeri Sembilan, Sarawak, and Penang.

According to Malaysia Tourism Statistics 2021, the food and beverage sector placed
second in terms of total tourism spending at 15.1% when compared with other

sectors. This suggests that food has a major influence in tourism. Food has
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traditionally been seen as an essential factor in attracting travellers. Malaysia is
well-known in Southeast Asia as one of the countries that can provide a diverse
choice of cuisine items to both domestic and foreign tourists (Henderson, 2002).
These dishes are mixes of many ethnic groups and races. The food of each ethnic
group is unique and should be promoted to tourists. This offers Malaysia a
competitive advantage in the food business, which directly benefits the country's
economy and encourages food tourism. Having advantages of this benefit, the
Malaysian government has made important efforts to promote food tourism (Yusoff

et al.).

The Malaysia Government found it difficult to grasp the factors that impeded the
entry of international tourists, but encouraging domestic tourism could make the
tourism industry more sustainable (Davis & Van Wincoop, 2018). Promoting
domestic tourism will create employment opportunities for citizens and stimulate
the development of related industries such as accommodation, catering, tourism,
and entertainment. This would further contribute to the country's economic growth
and the improvement of the standard of living of the population. (Tuyen, Thi, Vu,
Thao & Thu, 2020). When local tourists learn about the rich diversity of their own
nation's culture and legacy, domestic travel may help strengthen a sense of national
identity and cultural appreciation. In conclusion, domestic tourism should be
promoted and supported by the government and the general populace since it is an

essential component of Malaysia's economic and social development.

According to Ting et.al, (2017) East and West Malaysia, often known as Malaysian
Borneo and Peninsular Malaysia, have distinct culinary traditions because of their
geographical location and cultural influences. For example, West Malaysia
(Peninsular Malaysia) is more ethnically diverse, with a significant Malay, Chinese,
and Indian population, along with various other ethnic groups. This diversity is
reflected in the food, which often combines elements from different cultures, while
East Malaysia (Sabah and Sarawak) has a more diverse indigenous population, with
a strong influence from the Dayak, Kadazan-Dusun, and Iban communities. This

diversity is also reflected in the local cuisine. West Malaysian cuisine is known for

Page 5 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

its bold and harmonious flavours, often combining sweet, sour, salty, and spicy
elements. Malay dishes frequently feature aromatic spices like lemongrass, turmeric,
and ginger. Rice is a staple while East Malaysian cuisine showcases a greater
emphasis on wild and jungle produce. Ingredients like sago, wild ferns, and jungle
fruits are more common. Indigenous communities rely on fish and seafood, and
their flavours tend to be less spicy compared to West Malaysian dishes. In West
Malaysia, Chinese, Malay, and Indian influences are strongly present. This has led
to a fusion of flavours, resulting in dishes like Nasi Lemak (Malay coconut rice)
and Char Kway Teow (Chinese-influenced stir-fried noodles), while East Malaysian
cuisine draws inspiration from indigenous cultures and neighbouring countries like
Indonesia and the Philippines. Dishes like Ambuyat (sago starch) and Manok

Pansoh (Iban-style chicken cooked in bamboo) are unique to the region.

For this study, Penang was selected. This is because Penang is the most popular
destination in Asia and is recognized as a "food paradise." According to CNN, the
region offers a rich and exotic combination of Malay, Chinese, and Indian cuisine,
which is known as the city's multicultural mix, and the city has been named Asia's
greatest food (Cripps, 2017). In 2009, Penang, especially Georgetown, was placed
12th in the New York Times 'Frugal and Food category. Penang Assam laksa was
named seventh on CNN's list of the world’s 50 most delectable meals in 2011.
Penang was named one of CNNGo Asia's ten best street food cities, while Virtual
Tourist named it the third best street food city in 2022. Penang Street cuisine has
made the top 50 list of international street food. Penang's street food is an important
part of Malaysia's rich cultural heritage and environment, luring both local and
international tourists. Penang is truly becoming a significant place on the growing

global "food tourism" map. (Chai, 2011).

1.2 Problem Statement

Page 6 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

As mentioned in the previous chapter, food is significant for tourism destination
marketing and development. Recent studies have shown that food plays a
significant role in shaping the identity of tourism destinations and providing a
unique experience. Therefore, there is a remarkable potential for food tourism,
Malaysia offers a delightful and varied selection of culinary delights. The
scrumptious food offerings hold a major key role in stimulating business growth
and generating rich opportunities across the country. On top of that, it has been
found that Penang is a popular destination to travel for food-related tourism.
However, there are limited studies on motivational dimensions such as novelty and
variety, authentic experience, and prestige, interpersonal and culture, health
concerns, familiarity and eating habits, and sensory and contextual pleasure that
affect the intention of food-related tourism in Penang. Therefore, our research study
field is required to conduct in the area of food-related tourism due to the increasing

expenditure, and competitiveness of tourism.

The recognition of challenges faced by culinary-related and domestic operations
seeks to uncover tourists' intentions in food-related tourism. This exploration aims
to provide deeper insights into tourists' behavioural intentions regarding their food
choices (Widjaja et al., 2020; Hsu et al., 2022). Previous research highlighted that
how numerous countries are placing significant emphasis on incorporating local
food products as integral components of their tourism marketing strategies (Ab
Karim & Chi, 2010; Bessiére, 2013; du Rand, Heath, & Alberts, 2003; Hashimoto
& Telfer, 2006). This shift is driven by the growing number of tourists who prioritize
culinary experiences as their primary motivation for travel (Kaplan & Thompson,
2019; Okumus, Okumus, & McKercher, 2007). Additionally, Kaplan and
Thompson (2019) emphasize that food significantly influences tourists' choices of

travel destinations.

Ritchie & Crouch (2003) emphasize that there is a highly competitive among tourist
destinations in the global market. This challenge stems from destinations aiming to
achieve diverse objectives, involving a myriad of tourist offerings, stakeholders,

and suppliers. The absence of an effective organization can adversely impact a

Page 7 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

destination's performance especially some segments of tourists do not view culinary
experiences as their primary motivation for travel (Santos et al., 2020). This raises
the challenge of finding equilibrium in producing food and meals since they often

come from multiple producers (Andersson et al., 2017).

Omar et al. (2015) suggests that the role of Malaysian Heritage Food in promoting
cultural values is still not fully recognized. Since Malaysia has pretty places like
lovely landscapes and amazing beaches, visitors do not always notice how
important the traditional foods related with culture. Also, the destination itself does
not need to be memorable for a food or drink experience. The memorable
experience was not only specific to food, the attractive destination with a beautiful
scene and identity location was more memorable for tourists. Hence, further
research is going through to provide the marketing strategies to attract tourists to
focus on food-related tourism in the tourist destination and identify the critical
factors that influence the intention of tourist food consumption travel for food-
related tourism in Penang, Malaysia. Therefore, promoting and marketing strategies
are important for attracting tourists to make the expenditure. Moreover, we found
that there is a gap and limited research on food-related tourism experiences from a
different cultural lens that may lead to different food-related behavioural intention.
Therefore, this study aims to identify the critical factors that influence the intention

of tourist food consumption travel for food-related tourism in Penang, Malaysia.

Furthermore, several studies showed that motivational factors have a significant
influence on tourists’ consumption behaviour on food and cuisines (Mak et al.,
2012). Recently, more tourists are trying different types of food to taste unique,
regional, and exciting flavours. These travellers can influence local communities'
food and culture while leaving their mark on the culinary landscape. In some places,
trying local food has become a crucial part of the tourist experience and an essential
part of their travel plans (Kim et al., 2009; Ozdemir & Seyitoglu, 2017). Besides,
other research has demonstrated that the perceived quality of food encounters in a
destination holds a significant effect on tourists’ intention to revisit (Kim et al.,

2011). According to Ozdemir and Seyitoglu (2017), there is a significant effect of
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travel motivations on the dining experiences of tourists at a specific destination.
Local produce, including traditional food prepared by local people, can provide an
appealing and enticing experience for tourists, and motivating them to visit the
destination (Sims, 2009). Therefore, comprehensive research was required to
identify the factors that influence the intention to travel for food-related tourism in

Penang.

1.3 Research Objectives

1.3.1 General Objective

To examine the factors influencing tourists' food-related behavioural intention in

Penang, Malaysia.

1.3.2 Specific Objectives

I.  To examine the positive relationship of novelty and variety towards food
experience that influencing tourists’ intention to travel for food-related

tourism in Penang, Malaysia.

II.  To examine the positive relationship of authentic experience and prestige
towards food experience that influencing tourists’ intention to travel for

food-related tourism in Penang, Malaysia.

III.  To examine the positive relationship of interpersonal and culture towards
food experience that influencing tourists’ intention to travel for food-related

tourism in Penang, Malaysia.
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IV.  To examine the positive relationship of health concern towards food
experience that influencing tourists’ intention to travel for food-related

tourism in Penang, Malaysia.

V.  To examine the positive relationship of familiarity and eating habits towards
food experience that influencing tourists’ intention to travel for food-related

tourism in Penang, Malaysia.

VI. To examine the positive relationship of sensory and contextual pleasure
towards food experience that influencing tourist’s intention to travel for

food-related tourism in Penang, Malaysia.

VII. To examine the positive relationship of food experience towards food-
related behavioural intention that influencing tourist’s intention to travel for

food-related tourism in Penang, Malaysia.

1.4 Research Questions

Our specific research questions are:

I.  Is there a positive relationship between novelty and variety towards food
experience that influencing tourists’ intention to travel for food-related

tourism in Penang, Malaysia?
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IL.

I1I.

IV.

VL

VIL

Is there a positive relationship between the authentic experience and prestige
towards food experience that influencing tourists’ intention to travel for

food-related tourism in Penang, Malaysia?

Is there a positive relationship between interpersonal and cultural towards
food experience that influencing tourists’ intention to travel for food-related

tourism in Penang, Malaysia?

Is there a positive relationship between health concerns towards food
experience that influencing tourists’ intention to travel for food-related

tourism in Penang, Malaysia?

Is there a positive relationship between familiarity and eating habits towards
food experience that influencing tourists’ intention to travel for food-related

tourism in Penang, Malaysia?

Is there a positive relationship between sensory and contextual pleasure
towards food experience that influencing tourists’ intention to travel for

food-related tourism in Penang, Malaysia?

Is there a positive relationship between food experience towards food-
related behavioural intention that influencing tourists’ intention to travel for

food-related tourism in Penang, Malaysia?

1.5 Hypotheses of The Study
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Based on the research questions, there are several hypotheses have been established

to support and help the research proposal’s objective:

H1: Novelty and variety have a positive relationship with food experience towards

tourists’ intention to travel for food-related tourism in Penang, Malaysia.

H2: Authentic experience and prestige have a positive relationship with food
experience towards tourists’ intention to travel for food-related tourism in Penang,

Malaysia.

H3: Interpersonal and culture have a positive relationship with food experience

towards tourists’ intention to travel for food-related tourism in Penang, Malaysia.

H4: Health concern have a positive relationship with food experience towards

tourists’ intention to travel for food-related tourism in Penang, Malaysia.

HS5: Familiarity and eating habits have a positive relationship with food experience

towards tourists’ intention to travel for food-related tourism in Penang, Malaysia.

H6: Sensory and contextual pleasure have a positive relationship with food
experience towards tourists’ intention to travel for food-related tourism in Penang,

Malaysia.

H7: Food experience has a positive relationship with food-related behavioural
intention towards tourists’ intention to travel for food-related tourism in Penang,

Malaysia.
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1.6 Significant of The Study

Food is not only a basic need for human survival, but also an essential element of
cultural identity and plays a crucial role in attracting tourists to a destination. Not
only that, but food is also frequently recognised as a symbol that can characterise
the identity of a region, preserving its cultural and historical significance. Therefore,
travel for food-related tourism has become a popular trend in the tourism industry,
as tourists increasingly seek and explore foods or tastes that have never been tried

before when visiting a new destination.

Food-related tourism has become a popular trend in Malaysia due to Malaysia is a
unique country with rich culture and natural beauty. Therefore, it is important to
deepen our understanding of the factors that attract tourists to taste delicacy food in
Penang, Malaysia. By illustrating this subject, it can inspire and motivate
individuals to explore the diverse culture and food of the region. The insights gained
from this research can benefit a wide range of stakeholders, including tourist boards
and destination marketing organizations, local restaurants and food establishments,
the hospitality industry, local communities and cultural preservation and other

industries.

By understanding these factors, tourist boards and destination marketing
organizations can develop targeted marketing campaigns to promote Penang's
delicacy food offerings. Local restaurants and food establishments can tailor their
menus and dining experiences to meet travellers' expectations. The hospitality
industry can enhance guest experiences by collaborating with local food
establishments and organizing food-related events. Local communities and cultural
preservation can actively participate in showcasing their traditional cuisine and

preserving their heritage. These stakeholders can collectively contribute to the
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growth of food-related tourism in Penang and create a memorable experience for

food-loving travellers.

It is crucial to highlight that the present study is centred around food-related tourism,
and the discoveries obtained can serve as valuable guiding principles for future
researchers' detailed research and discussion into the tourism industry or any other
relevant fields associated with tourism. The clarity in research findings and formal
language used in this study can inspire others to develop deeper into this area, by
identifying new opportunities for growth and development in Malaysia's tourism

industry.

1.7 Conclusion

In summary, the first chapter provides the structure of this research by discussing
the research overview, dependent and independent variables, the research objectives,
and the significance of the study. The next chapter will review more on the related

literature as well as the conceptual models.
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CHAPTER 2: LITERATURE REVIEW

2.0 Introduction

A summary of significant works of literature and theories related to the research
topic will be provided in Chapter 2 of this study. Chapter 2 also examines the
interactions between the independent variable and dependent variables. The study's

theories and conceptual framework will also be thoroughly examined.

2.1 Underlying Theories

2.1.1 Theory of Planned Behaviour

Figure 2.1.1

Theory of Planned Behaviour

Attitude
toward the
behaviour

Subjective
norm

Behaviour

Perceived
behavioural
control
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Note. Theory of Planned Behaviour, by Ajzen, 1991.

The definition of the Theory of Planned Behaviour (TPB) is the intention of an
individual to act in a particular way. Motivational elements must be recognized to
impact an intention towards an activity (Ajzen, 1991). Individuals feel more in
control of their actions if they believe they have more possibilities and resources
(Madden et al., 1992). Thus, the three components of TPB are attitudes, subjective

norms, and perceived behavioural control.

According to Bianchi et al. (2017), attitude is a person's favourable or adverse belief
about a particular behaviour. According to TPB, a person's attitude is the quality
that influences their intentions most and acts as the main deciding factor for their
actions. It has been demonstrated that having a positive outlook positively impacts
behaviour related to travel intention. For instance, it could be examining the
attitudes of visitors toward consuming regional cuisine while taking health into
account. Health concerns have been highlighted as necessary in visitors' food
consumption. (Kim & Eves, 2012; Sparks et al., 2003). According to Torres (2002),
providing health advantages to health-conscious visitors is critical. Tourists should
be safeguarded from health concerns, particularly those linked to safety and
cleanliness issues, to create an excellent gastronomic and food experience in a place
(Choe & Kim, 2018). Travellers are worried about the dietary health value of their
journeys and places (Mak et al., 2012).

On the other hand, subjective norms assess the societal pressures on persons to do
or refrain from performing a given activity (Rhodes & Courneya, 2003). According
to Rhodes et al. (2002), a subjective norm is a set of attainable normative views
about the likelihood of significant indicants. Quintal et al. (2010) and Vesci & Botti
(2019) stated that subjective norm intention influences people's desire to travel. For
example, the way a person feels about using travel services might also have an
impact on their subjective norm intention. In other words, people who have a

favourable opinion about travel agency services are more likely to intend to utilize
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them, which in turn boosts their desire to travel (Chuang et al., 2018). Visitors'
judgements of whether an interpersonal and cultural (family, friend, or coworker)
will approve of their plan to visit impact their holiday selections. According to Park
(2000), social pressure is considerably more apparent in culture when consumers
are presented with new items; others' comments and actions more easily impact

customers and may modify their initial perspective.

According to Manstead and Van Eekelen (1998), perceived behavioural control
content indicates a person's perception of their level of comfort in carrying out
certain conduct. Additionally, they claimed that a person's intentions to engage in
action are more potent the more control over their behaviour that person is thought
to have. According to Madden, Ellen, and Ajzen (1992), people think themselves to
have more behavioural control when they believe they have more chances and
resources. Therefore, attitude, subjective norms, and perceived behavioural control

are important predictors of motivational factors towards behavioural intention.

2.1.2 Theory of Consumption Value

Sheth et al. (1991) introduced the theory of consumption value (TCV) to clarify
why consumers like to purchase specific items and why they would choose
preferences for one product over another (Gongalves et al., 2017). According to
TCYV, various consumption values, including emotional, functional, epistemic, and
social, influence consumers' decision-making. Depending on the situation, each
consumption value contributes differently (Sheth et al., 1991). Consumption value
is the term used to describe the perceived benefits derived from product use (Sheth
et al., 1991; Sweeney et al., 2001). The TCV has been used for food consumption

in tourism.

Functional value has long been considered essential to tourists' decisions (Sheth et
al., 1991; Sanchez et al., 2006; Williams & Soutar, 2009; Perrea et al., 2015).

However, due to the comprehensive meaning of functional value, prior research on
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food tourism has conceptualised functional value as price value, quality value or
some other utilitarian or functional trait, such as health concern. (Finch et al., 1998;
Finch, 2006; Perrea et al., 2015). Tourism activities, such as journeys for sensory
and contextual pleasure, are linked with emotional values, for example,
entertainment and enjoyment (Sweeney & Soutar, 2001; Sanchez et al., 20006).
Acknowledging the significance of these pleasurable aspects is critical for

understanding visitor behaviour at attractions.

Any product may also have a social value aside from those two. Consumers
motivated by social values choose items that reflect the social image they want to
create or match the norms of their acquaintances and peers. (Sheth et al., 1991;
Elliot et al., 2011). According to Williams and Soutar (2009), the social value of a
trip experience might be linked to its authenticity, status, or personal recognition.
Furthermore, social value goes beyond interactions between individuals connected
to personal position or recognition. Numerous studies have highlighted the
significance of interaction value or a feeling of "togetherness" in tourism (Kim et

al., 2009; Ignatov& Smith, 2006; Goolaup Mossberg, 2017).

Tourists can satisfy their variety and craving for novelty by partaking in local food
while expanding their understanding of diverse cultures. Due to TCV recognising
the multidimensional nature of consumer value, its application to the food tourism
environment is suitable. As a result, using the TCV can overcome the usually stated
challenges of assessing tourists' value with only one dimension within the tourist

areas (Babin et al., 1994; Mathwick et al., 2002; Sweeney & Soutar, 2001).

Apart from values connected to an individual's experience and status, social values
are also connected to interpersonal and cultural relationships between people. The
importance of interaction values or "reunion" in food tourism has been highlighted
in research (Goolaup & Mossberg, 2017; Ignatov & Smith, 2006; Kim et al., 2009).
According to Goolaup and Mossberg (2017), eating a meal in a natural setting and

interacting with friends and relatives are significant tourism experiences for
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travellers. Food-related festivals are thought to rely heavily on social contact
between family members or food producers and customers (tourists) (Williams et

al., 2015).

2.2 Review of the Literature

2.2.1 Definition of Food-related Tourism

Food tourism is the act of tourists tasting local specialities in a tourist destination.
Food is not only vital for hungry tourists, but it also provides tourists with an
important and memorable travel experience (Quan & Wang, 2004; Smith & Costello,
2009). Tourists who travel for food tourism will intend to further understand the
local region through local cuisine, which will tend to increase the value of the trip
for tourists (Richards, 2002). In addition, food can be enjoyed regularly regardless
of the seasons unlike other types of tourism (Kivela & Crotts, 2006). Hall and
Sharples (2004) provide a comprehensive definition of food tourism, characterizing
it as tourists' visits to both prominent and lesser-known food producers, food-related
events, restaurants, and specific locales where relishing local cuisine and
experiencing the region's food specialities serve as primary travel motivations
(Cetin & Istanbullu, 2015). In a similar vein, Quan and Wang (2004) emphasize that
food tourism materializes when food stands as the principal impetus for tourists'
travels to a particular destination. This concept positions food tourism as an

auxiliary attraction within the destination's offerings and, therefore, an integral

component of destination marketing strategies (Rand and Heath, 2006).

Furthermore, food tourism on a broader scale involves tourists engaging in local
food-related activities during their journeys. This can encompass indulging in
regional cuisine, procuring local food products, and exploring the intricacies of food

production. For instance, this may entail experiencing unique culinary offerings,
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such as savouring dishes crafted by specific chefs (Cetin & Istanbullu, 2015; Shenoy,
2005). It is important to underscore that culinary tourism stands apart from general
food consumption. It presents diverse opportunities for weaving narratives that
encompass essential facets of local culture, including historical contexts and local
attractions (Ignatov & Smith, 2006). Cetin and Istanbullu (2015) define food
tourism as 'the pursuit, enjoyment and preparation of food and drink'. This
encapsulates a wide range of tourism experiences, encompassing not only renowned
fine dining establishments but also unforgettable off-the-beaten-path encounters
with street food. It's about relishing distinctive and flavourful cuisine while

immersing oneself in the cultural practices intertwined with food and drink.

2.2.2 Review Food-related Tourism

Previous studies have explored various aspects of food-related tourism such as the
intention of local cuisine, food tourist experience on the destination, religious food
as a tourism attraction, tourists’ motivation for food-related tourism, and the food
place and authenticity. Table 2.2 has explained the findings and conclusion of the
result studies based on the aspect mentioned accordingly (Levitt et al., 2019; Kivela
etal., 2006; Son & Xu, 2013; Mak et al., 2016; Sims, 2009). Table 2.2.2 was showed

the findings and conclusions of the studies.

Table 2.2.2

Review of the Food-related Tourism Studies

Author(s) Past Studies Topic Finding(s)/Conclusion(s)
Levitt, Meng, Zhang | Examining factors | Food tourists who are
and DiPietro (2019) influencing food | more interested and

tourists’ intention to | motivated in food

consume local Cuisine. | perceived behavioural

control, have positive
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emotions associated with
trying new foods, and
have a strong sense of
self-identity related to
food are more likely to
intend to consume local

cuisine while travelling.

The study found that there
1s a strong and positive
relationship between food
involvement, motivation,
and  attitude  toward
consuming local cuisine

while travelling.

Kivela, JakSa, and

John C. Crotts (2006)

Tourism and
gastronomy:

Gastronomy's influence
on how tourists

experience a destination.

Gastronomy is a
significant ~ factor in
shaping a tourist's overall
experience of a
destination. The impact of
the tourists will affect the
quality experience of a
destination and the revisit

intention.

The study aimed to
indicate that gastronomy
significantly  influences
tourists' experiences of a

destination.

Aram Son & Honggang
Xu (2013)

Religious food as a

tourism attraction: The

The  perspective  of

Western tourists reveals
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roles of Buddhist temple
food in Western tourist

experience.

that religious food at
Buddhist temple
restaurants, particularly in
Chinese and Japanese
temples, serves multiple

purposes.

It 1s perceived as a means
to seek novelty, indulge in
sensory pleasure, and
achieve peak  tourist
experiences. Additionally,
such food holds symbolic
significance, representing
authenticity and prestige,
while also serving as a
medium  for  cultural

exploration.

Moreover, the study
highlights how Buddhist
temple foods contribute to
the  tourists' cultural
resource experience,
adding to the overall
attraction  for  these

visitors.

Mak, Athena HN,
Margaret  Lumbers,
Anita Eves, and
Richard CY Chang
(2016)

The effects of food-
related personality traits
on tourist food
consumption

motivations.

Tourist food consumption
was effect by food-related
personality traits (food
neophobia and variety-

seeking tendencies).
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The study found that food-
related personality traits
have significant effects on
different motivational
dimensions (novelty and
variety, authentic
experience, and prestige,
interpersonal and culture,
price/value and assurance,
health concern, familiarity
and eating habits, and
sensory and contextual

pleasure).

Sims, Rebecca (2009)

Food, place and
authenticity: local food
and the sustainable

tourism experience.

The findings of this study
indicate that local food
and drinks significantly
contribute to the
sustainability  of  the
tourism experience at two
national parks in the UK -

Lake District and Exmoor.

The appeal of local food
and drink products lies in
their ability to satisfy
visitors' desire for
authenticity during their

holiday.

Note. Adapted from Tourism and Hospitality research, by Levitt, J. A., Meng, F.,
Zhang, P., & DiPietro, R. B., 2019, 19(3), p. 337-350; Journal of hospitality &
tourism research, by Kivela, J., & Crotts, J. C., 2006, 30(3), p. 354-377; Journal of
Heritage Tourism, by Son, A., & Xu, H., 2013, 8(2-3), p. 248-258; Asia Pacific
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Journal of Tourism Research, by Mak, A. H., Lumbers, M., Eves, A., & Chang, R.
C., 2016, 22(1), p. 1-20; Journal of sustainable tourism, by Sims, R., 2009, 77(3),
p. 321-336.

Based on numerous studies, there was lacking thorough research on the
motivational dimension that affects food-related behavioural intention in food-
related tourism in Malaysia. The prior study has mostly focused on the behavioural
model, perceptions, personality traits, sustainability of food experience, and the role
of religious food on attraction (Levitt et al., 2019; Kivela et al., 2006; Son & Xu,
2013; Mak et al., 2016; Sims, 2009). Therefore, the main objective to conduct this
research is to investigate the factors that affect the intention of tourists’ intention to

travel for food-related tourism in Penang, Malaysia.

2.2.3 Dependent Variable: Food-related Behavioural Intention

The behavioural intention stated by Szymanski and Henard (2001), refers to the
extent to which customers are inclined to revisit a particular establishment. This
inclination plays a critical role in shaping customers' attitudes toward the service
provider (Han & Kim, 2009). According to Sardianou et al., (2016), the concept of
intention has been defined as a robust predictor of eventual behaviour in order to
promote sustainable practices within the tourism sector and achieve sustainable
development goals, it is crucial to focus on stimulating and shaping the intentions

of consumers towards sustainable behaviour.

Behavioural intentions refer to an individual's conscious plans to either carry out or
avoid a particular behaviour in the future by categorising behavioural intentions as
favourable or unfavourable intentions (Namkung & Jang, 2017; Chi, et al., 2020).
Favourable behavioural intentions may involve positive word of mouth, willingness
to pay extra, increased spending with a company, and intention to revisit. The

unfavourable behavioural intention may involve spreading negative mouth of words
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or complaining may lead to dissatisfaction among tourists (Rasoolimanesh et al.,
2023). Past studies have measured behavioural intentions by using three variables:
the intention to revisit, willingness to recommend, and word of mouth to generate
repeat business and word-of-mouth marketing (Namkung & Jang, 2017; Chi, et al.,
2020).

The behavioural intention playing the role of influencing the tourist’s selection of
travel destination involves a multifaceted decision-making process, are considered
to utilise the theory of planned behaviour (TPB) model as a framework to forecast
the behavioural intention associated with the choice of a travel destination (Park et
al., 2017; Quintal et al., 2015). The theory of planned behaviour (TPB) has been
widely adopted to investigate tourists' behaviour, specifically about certain types of
tourism, such as wine tourism, street food tourism, and restaurant tourism. Festivals
represent a unique form of tourism that is typically created by the organisers, and a
festival centred around food and cuisine can be classified as a food festival, which
is a type of food tourism. The theory of planned behaviour was initially an
expansion of the Theory of Reasoned Action (TRA), which suggests that a person's
intention to behave in a certain way is influenced by two factors: their attitude
towards that behaviour and the social norms surrounding (Horng & So, 2013;

Montano & Kasprzyk, 2015; Paul & Patel 2016).

According to the study, food-related experiences may engage travellers, foster
positive memories, and draw in new clients. This motivates people to behave and
keep buying the local goods they tried while on vacation back in their hometown.
Additionally, it fosters their intention to go back to the location in the future (Di-
Clemente et al., 2020). Heung & Gu (2012) has stated that the enjoyment of the
food has been shown to greatly influence what people plan to do next, especially
whether they want to come back to the restaurant another time and if they would
suggest it to their friends. Therefore, the food experience which includes culinary

and gastronomy will affect the tourist’s food choice on their actual behaviour.
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2.2.4 Independent Variables

2.2.4.1 Novelty & Variety

According to Mak et al. (2012), tourists' food consumption is impacted by their
food-related personality characteristics, which are considered significant
psychological constructs. Two primary FRPTs are novelty-seeking and variety-
seeking, which are individual characteristics that affect various food-related

behaviours and are recognized in the tourism literature.

In the realm of tourism, novelty seeking has been consistently identified as a
significant factor among tourism-related motivations (Lee & Crompton, 1992).
Cohen (1972) stated that the unfamiliarity and novelty of foreign environments,
lifestyles, and cultures often meet the desires of visitors that cannot be fulfilled at
home. This novelty has a "universal" effect on the behaviour and choices of tourists,
including food choices, as it is a critical component of tourist motivations (Mak et
al., 2012). According to Berlyne et al. (1966), tourists who have a strong desire for
novelty are more inclined to try new products and services and take risks. Therefore,
the motivation for seeking novelty may overcome their inherent fear of trying new
things and encourage individuals to try unique and uncommon foods and drinks that

they would not usually consume, as noted by Chang et al. (2011).

Pliner & Salvy (2006) define food neophobia as a personality trait characterized by
a strong preference for familiar foods over new or novel ones. This trait remains
stable over time and consistent across different situations, but the extent of food
neophobic varies widely among individuals (Pliner & Salvy, 2006). While the
extent of food neophobia can vary widely among individuals, this characteristic is
generally stable over time and consistent across diverse situations. Taking a
sociological perspective on taste and food consumption, tourists can be categorized
into neophobic or neophilic individuals (Guerrero et al., 2010; Almli et al., 2011).
Neophobic individuals have a natural aversion or distrust towards new and

unfamiliar foods, while mesophilic individuals are more inclined to embrace novel
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foods and seek out new culinary experiences. According to Fischler (1988), the
constant oscillation between neophobic and neophilic tendencies which creates
tension, has been referred to as the 'omnivore's paradox'. In tourism literature, the
concept of food neophobic has been applied to explain variations in food
consumption behaviour among tourists. Cohen & Avieli (2004) suggest that local
food may not be attractive to many tourists, and may even be viewed as a hindrance.
This is because while tourists may be open to trying new foods, actually consuming
unfamiliar cuisine can trigger a neophobic response. Similarly, Torres (2002) notes
that tourists tend to prefer familiar foods and are often resistant to trying local
species. Kim et al. (2009) found that food neophobia and neophilia are two key
factors influencing tourists' food choices while on vacation. Tourists who are more
neophobic are typically hesitant to try exotic foods, whereas those with a neophilic

predisposition are more willing to take culinary risks and try novel dishes.

Variety-seeking is a personality trait that can impact a tourist's food consumption.
It is defined as an individual's inclination to choose something different from what
they have previously selected (Kim & Drolet, 2003) or people who exhibit this trait
tend to seek diversity in the goods and services that they select (Kahn, 1995).
According to Inman's (2001) research, individuals are more likely to switch
intentionally between products. Research has shown that people are more likely to
seek variety in sensory attributes rather than non-sensory attributes (Inman, 2001).
Van Trijp (1995) has proposed that the concept of optimum stimulation level can
explain this behaviour. According to the statement, individuals tend to seek out
additional variety or novel stimuli when the level of stimulation drops below the
optimum. Conversely, if the level of stimulation is already above the optimal point,
individuals tend to steer clear of novel stimuli or variety. As a result, individuals
may opt for alternatives that have not been recently consumed and avoid an item
they previously selected. This behaviour enables individuals to attain an optimum
stimulation level, evade monotony, and additionally help reduce attribute satiation

(Ratner et al., 1999; van Trijp, 1995).
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According to Ratner et al. (1999), variety-seeking behaviour is common in hedonic
consumption where diversity among features is an essential consideration. Hedonic
products are those that provide primary benefits of pleasure, fun, or enjoyment and
generate stronger emotional responses (Carroll & Ahuvia, 2006). Food-related
tourism is also considered a hedonic product, and variety-seeking behaviour plays
a significant role in influencing touristic products (Mak et al., 2012). Quan and
Wang (2004) have suggested that variety-seeking behaviour can play a significant
role in food consumption during tourism. In a study by Chang et al. (2011), it was
found that variety was one of the primary attributes that influenced individuals'

assessment of their food consumption.

2.2.4.2 Authentic Exp & Prestige

Authenticity is a term that commonly refers to genuine or original. However, the
meaning of authenticity can vary based on different perspectives, such as
objectivism, constructivism, and post-modernism. The authenticity of a product or
experience can be highly subjective and can vary depending on the perspective and
context of the individual evaluating it (Brokaj, 2014). The popularity of authenticity
products led to higher prices for cuisine for gaining authentic experiences for
building memorable memories is worth (Graham, 2021). The authenticity of
tourism products such as dress, local food, and ritual can be defined based on
whether they are used and enacted by local people according to their customs and
traditions. In other words, these products are created and used in a way that reflects
the cultural heritage and practices of the local community, therefore it can be

considered authentic (Brokaj, 2014).

Prestige, as a strong symbol of local cuisine, is a way that tends to seek out gourmet
cuisine and new culinary experiences as a way to affirm their social status and gain
prestige; serves as exploring and asserting one's cultural identity and social standing
(Son & Xu, 2013; Van Westering, 1999; Riley, 1995). This exposure to foreign
cultures and new ways of living can enhance the prestige of the traveller. Tourists

can gain new perspectives and experiences and exchange cultures and experiences
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in their home country (Van Westering, 1999; Riley, 1995). By providing unique
food service for every tourist, the prestige value such as conspicuous, unique, social,
emotional, and quality values are needed to pay attention to it to attract tourist
consumers can be able to satisfy their needs (Correia & Kozak, 2012; Lee et al.,

2019).

Authentic and prestige, are always categorised as underlying motivational factors
and also one of the symbolic dimensions for marketers to consider as part of
developing marketing strategies, for tourists as a motivator for travel (Mak et al.,
2013). Authenticity and prestige dimensions of symbolism are for creating a luxury
brand to achieve competitive advantages for building a specialised food product in
tourism to an authenticity and prestige builder product for marketers to achieve

sustainable business (Mak et al., 2017; Mak et al.,2013; Heine et al., 2016).

Tourism and hospitality marketers can benefit from combining authentic
gastronomic products with prestigious or well-known settings, in order to create
unique and appealing experiences for customers. This association can be used to
promote and "attraction" gastronomic and food offerings, making them more
appealing to potential customers (Mak et al., 2017). It is also used as encouraging
tourists to participate in Thailand's traditional food culture and involve in the
process of marketing strategies in order to increase the popularity of traditional food

as a tourist attraction in local markets (Lunchaprasith & Macleod, 2018).

2.2.4.3 Interpersonal & Culture

Interpersonal relationships and culture have long been recognized as influences on
food consumption. Culture can be characterized as shared attitudes, behaviours,
characteristics, and values that guide a group of individuals in determining both
what actions to take and the methods for carrying them out. (Goodenough, 1971).

As noted by Mak et al. (2017), culture acts as a guiding force in shaping the
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behaviours of a particular group in all aspects of life, including their food-related

practices or "foodways."

Culture is primary in determining the types of food that individuals consider
appropriate to enjoy (Logue, 1991; Atkins & Bowler, 2001). It establishes the
criteria for categorizing food as either "good" or "bad", and "acceptable” or
"unacceptable,” within a specific social group (Makeld, 2000). Furthermore, culture
dictates which sensory properties of food or food qualities are deemed acceptable
or desirable (Prescott et al., 2002), resulting in the development of culturally-
specific "flavour principles.”. Tourism studies have recognized the impact of
interpersonal relationships and cultural factors on food consumption by tourists.
However, the extent and specific aspects of their influence on food consumption in
tourism remain largely unknown. Recently, several tourism studies have shed light
on this topic. Tse and Crotts (2005) proposed a connection between a tourist's food

consumption choices and their national culture.

Hofstede's (2001) "uncertainty avoidance index" has been used to categorize
countries based on their level of risk aversion. According to the statement, people
from countries with low uncertainty avoidance, where individuals tend to be less
risk-averse, demonstrate a greater inclination towards trying a larger number and
wider variety of culinary options, in contrast to those from high uncertainty
avoidance countries (Hofstede, 2001). The statement proposes that the food
consumption made by tourists can be influenced by their national culture,
specifically about the extent to which they are risk-averse when it comes to food
(Mak et al., 2017). The food consumption of tourists in tourism are critical factor
influenced by their culturally-specific “core eating behavior,” (Chang et al. 2010).
The statement implies that the food consumption of tourists are not solely
determined by their national culture, but also by their unique cultural background
and personal experiences. In other words, while national culture may play a role in
shaping tourists' food choices, other factors such as individual tastes, past food
experiences, and personal beliefs and values may also have an impact. Tourists tend
to be more open to changes in ""secondary™ and "peripheral” foods while remaining

steadfast in their consumption of "core" foods. The "core and peripheral foods
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model" proposes that core foods (Kittler & Sucher, 2004), which are closely linked
to a culture, face the greatest resistance to change. Inman's (2001) finding that an
individual tends to switch more intensively. Moreover, according to Chang et al.
(2011), the food culture of tourists themselves is a crucial factor that influences how
they perceive and assess the cuisine of other countries, specifically regarding taste
and cooking techniques. In order to gain a deeper insight into the food consumption
of tourists, it is important to take into account the concept of “cultural distance"
(McKercher & Chow, 2001) as well as the culturally specific “flavour principles”
(Rozin & Rozin, 1981) that exist between the tourists' food and culture, and the
culinary traditions of the host culture.

According to Birch (1999), family members play a key role in shaping individuals'
food preferences and eating behaviours. The behaviour of parents frequently serves
as a model for their children's eating habits, with children being more inclined to
try new foods if they observe their parents consuming them. (Birch, 1999). In
addition, family mealtime routines and practices can also shape attitudes towards
food and eating. Studies have found that family meals are associated with a range
of positive outcomes, including healthier eating habits, lower rates of obesity, and
better academic performance (Fulkerson et al., 2009; Hammons & Fiese, 2011).
Shared mealtime experiences have also been found to strengthen family
relationships and provide opportunities for socialization and communication
(Hammons & Fiese, 2011). In addition to family influences, social networks also
play a role in shaping food gastronomy. Studies have shown that friends and
romantic partners often influence each other's food choices and eating behaviours
(Vartanian & Herman, 2008). Individuals are more likely to try new foods if they
are with people they trust and admire (Vartanian & Herman, 2008). Social norms
and cultural beliefs about food also shape individuals' food preferences and culinary
practices (Fischler, 2011). For instance, certain cultural traditions may dictate
specific cooking methods or ingredient choices, and individuals may adopt these
practices as a way of expressing their cultural identity or conforming to social norms
(Fischler, 2011).
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2.2.4.4 Health Concern

Concerns about health can have a substantial influence on gourmet tourism. Those
who are concerned about their health may be less willing to travel, especially to
places where food safety and cleanliness standards are subpar (Cohen et al., 2004).
Fewer visitors imply fewer clients for restaurants and food sellers, which can have

a detrimental influence on the local gastronomy economy (Schubert et al., 2010).

Moreover, health considerations may influence the sorts of foods that people are
willing to consume when travelling (Grebitus et al., 2013). Some tourists may shun
meals they believe to be harmful or dangerous, limiting their gourmet experiences.
This has the potential to have an influence on the local food tourism business, as
chefs and food merchants may need to adjust their menus to satisfy these tastes

(Sharma et al., 2014).

Health issues, on the other hand, may promote interest in healthy and sustainable
food alternatives. Food-related tourism may still thrive in this instance, but with a
focus on healthful, locally sourced, and organic cuisine (Sims, 2010). This might be
a chance for the local food tourism business to demonstrate its dedication to quality

and sustainability while also attracting a new sort of food tourism visitor (Sims,

2009).

Food-related tourism entails travelling to a specific place to sample the local food
and drink, and health concerns might influence tourists' choices and experiences
(Kivela & Crotts, 2005). If visitors are concerned about their health, they may be
pickier about the foods they eat (Tsai et al., 2011). They may, for example, skip
foods heavy in calories, fat, sugar, or salt in favour of healthier alternatives such as

fresh fruits and vegetables, lean protein sources, and whole grains.

Furthermore, travellers may be more inclined to prefer restaurants and food sellers
that stress health and safety precautions, such as utilising fresh and locally sourced

foods, using correct food handling and preparation practises, and applying social
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distancing and sanitization standards (Che, 2006). Visitors may also seek
information on the nutritional composition of the meals they consume, such as
calorie counts and ingredient lists, to make educated culinary choices (Jackey et al.,

2017).

2.2.4.5 Familiarity & Eating Habit

Familiarity and eating habits can influence how individuals experience and enjoy
food. Those who are familiar with specific meals or cuisines may seek out those
familiar flavours and dishes when travelling (Lin et al., 2023). Someone who grew
up in a society that values spicy cuisine, for example, may be more likely to seek
out hot dishes while travelling and may be more critical of milder or blander choices
(Koster & Mojet, 2023). Someone who is unfamiliar with a certain cuisine, on the
other hand, maybe cautious to try new dishes and is more inclined to seek out

familiar ones (Cohen and Avieli, 2004).

People's eating habits can also influence how they perceive gastronomy (Pérez-
Rodrigo & Aranceta-Bartrina, 2021). Travelling with a strict dietary regimen, such
as vegetarianism or gluten-free eating, may result in limited alternatives and the
need to seek out speciality eateries or food sellers. Someone with a more
adventurous taste may be more eager to try new and unexpected meals, whereas
someone with a more conservative eating style may choose more traditional

selections (Deroy et al., 2015).

Familiarity and eating habits may both influence how individuals perceive and
value cuisine (Contento et al., 2006). Someone who is already acquainted with a
certain cuisine may be more critical of modifications or interpretations of that
cuisine, whereas someone who is less acquainted may be more open to
experimentation and interpretation. Similarly, someone with stringent eating habits

may be more appreciative of restaurants or food sellers that can satisfy their
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nutritional demands, whereas someone with more flexible eating habits may have a

broader choice of possibilities.

Meeting locals may let travellers easily uncover local cuisine suggested by hidden
residents, develop new social interactions, and improve social bonds, thus food can
operate as an interpersonal motivation. When visitors may locate food by eating like
a native, local cuisine becomes a status and prestige motivation. This will hasten
the adoption of native eating patterns. Strong interpersonal relationships may be
formed more rapidly by seeking out secret cuisines known exclusively to locals to
improve visitors' understanding of local cuisine and to try new dishes and delicacies
that locals are unlikely to encounter. Although Fields' (2002) assertion is conceptual
and needs to be empirically validated, it is useful in creating a theoretical

relationship between tourist motivation and visitor food consumption motivation.

Visitors' drive to seek out variety in both familiar and unexpected cuisine may be
influenced by familiarity (L&hteenméki & Arvola, 2001). When visitors go on a trip,
they visit popular local eateries, such as one that many people prefer or that is
recommended online. Suggestions from locals or others will entice food tourists to

try those eateries since they increase visitors' familiarity with those restaurants.

2.2.4.6 Sensory & Contextual Pleasure

According to Compton & Hoffman (2019), pleasure is a subjective feeling or
experience of enjoyment, satisfaction, or happiness that arises in response to stimuli,
events, or activities perceived as positive or rewarding. Pleasure can be experienced
in different domains of life, which including physical sensations, emotional states,
social interactions, intellectual pursuits, and aesthetic experiences. It is a complex
and multifaceted phenomenon influenced by individual differences, cultural norms,
and environmental factors. Additionally, the experience of pleasure can positively
impact overall well-being and contribute to a sense of happiness and fulfilment in

life. Based on research in psychology and neuroscience, it has shown that the

Page 34 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

experience of pleasure is a complex and multi-dimensional phenomenon that can

be differentiated into different factors which are sensory and contextual pleasure.

Based on the Institute of Food Technologists (IFT) defines sensory evaluation as a
scientific approach adopted to elicit, measure, analyze, and interpret the responses
of individuals to products as perceived through their senses of taste, smell, sight,
touch, and hearing (Leake, 2007). Therefore, the different sensory dimensions of
gastronomy include taste, smell, texture, and appearance (Sharif et al., 2017). Taste
is perhaps the most obvious sensory dimension, as it refers to the flavour and quality
of the food since taste is probably the most obvious sensory dimension, as it refers
to the taste and quality of food (Breslin, 2013 & Kim et al., 2009). Not only that,
taste drives a primal sense of what is "acceptable" or "unacceptable" to food as taste
combines with smell and touch to form taste, which allows us to recognize and

identify familiar or novel foods (Breslin, 2013).

In the context of tourism, the enjoyment derived from the sensory experience of
food and dining plays a crucial role in fulfilling the experiential aspect of the tourist
experience (Hjalager and Richards, 2002). Travel for food-related tourism offers a
unique and fulfilling experience that engages all five senses, providing an
opportunity for individuals to indulge in sensory pleasure and explore the culture
and delicious foods of a destination. The role of sensory pleasure in food
consumption has been widely recognized as a significant factor in enhancing the
overall dining experience. Therefore, the incorporation of sensory evaluation in
travel for food-related tourism can help create unforgettable memories and establish
a stronger connection between tourists and the destination. By embracing the
sensory dimensions of travel for food-related tourism, destinations can elevate their
tourism offerings and attract a wider audience, contributing to the growth and

sustainability of the tourism industry.

Moreover, it is essential to recognize that people's preferences for trying new foods

when traveling. Based on the study of Horner and Swarbrooke (2020), the tourist
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market is not composed of a uniform group of individuals with identical tastes and
preferences. Other research has empirically proven that variations do exist among
tourists within the travel for food-related tourism context due to each individual’s
internal influences, such as their cultural background, personal experiences, and
preferences (Mitchell & Hall, 2004). This means that different individuals may

derive contextual pleasure from different aspects of travel for food-related tourism.

Besides that, Yuksel and Yuksel (2003) also emphasized that the service
environment plays a central role in shaping customers' behaviour and reactions to
places, and they are more likely to spend their time and money in an establishment
that promotes a pleasurable experience. Not only that, but Meiselman et al. (2000)
also suggested that individual elements of the physical environment, such as
lighting, sound, and interior design, can influence customers' restaurant choices,
and even identical foods can be perceived differently in different surroundings. In
essence, contextual pleasure is the additional enjoyment that individuals experience
beyond the sensory pleasure of consuming food, which is influenced by the context
in which they consume it. It highlights the experiential aspect of travel for food-
related tourism and demonstrates how the cultural and social environment can

enhance the overall enjoyment of consuming food.

2.2.4.7 Food Experience

According to Quan & Wang (2004) and Ab Karim & Chi (2010), tourism provides
a unique opportunity to experience a diverse range of foods and tastes that may be
different from one's everyday routine. Travelling to different regions, countries or
even within the same country can expose individuals to a variety of cuisines,
ingredients, and cooking techniques, allowing them to expand their palate and
explore new food experiences (Atef & Harede, 2022). In this way, tourism offers a
chance to break away from the monotony of routine and immerse oneself in new

and exciting food experiences.
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According to numerous studies, there is evidence supporting that consumers are
increasingly seeking new experiences (Wang, 2016). When tourists go on vacation,
they often seek out novel experiences, including trying traditional, authentic, unique
and unfamiliar foods (Bjork and Kauppinen-Raisanen, 2016). In addition, it is
possible to make the visitor's experience at the destination more memorable by
incorporating various food-related characteristics such as food preparation, cooking
styles, presentation, dining customs and food culture to construct the food
experience (Kristanti et al., 2018). Besides that, the food experience is not only
affected by the traditional food but also will be affected by the social factors of a
particular destination, the influence of the external environment and service (Bjork
and Kauppinen-Raisanen, 2016). Therefore, the inclusion of these various aspects
contributes to creating a memorable trip for visitors and enhances their food
experience, increasing the likelihood that they will remember and cherish the

unique and new foods they have tried during their visit.

Long (2004) defined travel for food-related tourism focuses on unique and special
food experiences that are specific to the tourist destination. Silkes (2012) and
Harrington & Ottenbacher (2013) also emphasized the importance of food
experience in tourism, where memorable food and drink experiences significantly
contribute to travel motivation and behaviour. As a result, through travel for food-
related tourism, individuals can break away from the monotony of routine and
immerse themselves in new and exciting food experiences. By travelling to different
regions or countries, individuals can broaden their food experiences by exploring
new ingredients, cooking techniques, and cultural and regional differences in food
(Atef & Harede, 2022). Ultimately, travel for food-related tourism offers a unique
way for individuals to satisfy their desire for exploration, self-expression, and

cultural immersion through food.

2.3 Proposed Theoretical Framework
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Based on the literature and theoretical review, we have proposed a research
framework for this study as shown in Figure 2.3 below. This study aims to examine
the relationship between independent variables (novelty and variety, authentic
experience and prestige, interpersonal and cultural, health concern, familiarity and
eating habits, sensory and contextual pleasure, and food experience) and dependent

variables (food-related behavioural intention).

Table 2.3
Theoretical Framework
4 N\
Novelty &
Variety
. J
4 I Hi
Authentic
Experience & H2
Prestige
. J
s N\ H3
Interpersonal & Food-related
Food
Culture \A . H7 Behavioural
\. J H4 Experience .
p \/ Intention
Health Concern
. J) H5
e N
Familiarity & H6
Eating Habit
. J
4 )
Sensory &
Contextual
Pleasure

Note. Adapted from Asia Pacific Journal of Tourism Research, by Mak, A. H.,
Lumbers, M., Eves, A., & Chang, R. C, 2016, p. 22(1), 1-20.; International Journal
of Gastronomy and Food Science, by Hsu, F. C., Agyeiwaah, E., & Scott, N.,
2022,p. 28, 100533.
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Based on the literature and theoretical review, we proposed a research framework
for this study as shown in Figure 2.3. This study aims to examine the relationship
between independent variables (novelty and variety, authentic local foods,
interpersonal and culture, health concern, familiarity and eating habits, sensory and
contextual pleasure, and food experience) and dependent variables (food-related

behavioural intention).

Thus, the defined relationships between novelty and variety, authentic local foods,
interpersonal and culture, health concerns, familiarity and eating habits, sensory and
contextual pleasure, and food experience will lead to tourists® behavioural
intentions related to food lead us to choose these seven strongest variables in our
studies. With these seven constructs, the research framework should be ample to
explain the factors influencing tourists’ food-related behavioural intention travel for

food-related tourism in Penang, Malaysia.

2.4 Hypotheses Development

2.4.1 Novelty & Variety

Research has shown that food-related tourism has become increasingly popular in
recent years, with individuals seeking unique and authentic culinary experiences
when travelling (Hall & Mitchell, 2008; Kim et al., 2012). Food-related tourism,
defined as the exploration of local cuisine and culinary traditions in a particular
region, has emerged as a significant aspect of food tourism (Kivela & Crotts, 2006).
In a study conducted by Hall & Mitchell (2008), food tourists were found to be
motivated by the desire to experience new and different foods, flavours, and
textures. They also sought to learn about the culture and history of the food and the

local region. Similarly, Kim et al. (2012) found that the novelty-seeking behaviour
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of travellers positively predicted their intention to travel for food tourism. Novelty
and variety are important aspects of the food-related tourism experience and can
contribute to the overall enjoyment of the culinary experience (Kivela & Crotts,
2006). When travellers are presented with new and diverse culinary experiences,
they are likely to perceive these as exciting and adventurous, leading to a higher
intention to travel for food-related tourism. Therefore, we propose the following

hypothesis:

HI1: Novelty and variety have a positive relationship with food experience towards

tourists’ intention to travel for food-related tourism in Penang, Malaysia.

2.4.2 Authentic Exp & Prestige

Authentic experience and prestige are part of the symbolic dimension and
motivational factors that focus on food consumption behaviour in food-related
tourism. The uses of authentic experience and prestige are to enhance the brand and
food are intuitiveness, uniqueness, and memorable for the tourist’s food experience
related to the local food-related tourism that might bring a unique and favourable
food experience as a cultural exchange for the tourist’s hometown (Mak et al., 2017,
Mak et al., 2013; Heine et al., 2016). It also is a motive for tourists to revisit their
intention for the tourist destination. Sthapit, E. (2017) has stated that tourists are
motivated by the desire for local food by having authentic experiences even though
the culinary authenticity of Buddhist temple food, also led Western tourists to
experience a true sense of foreignness based on the authenticity of temple food (Son
& Xu, 2013). Therefore, a memorable food experience that is always related to
authentic food and beverage in the tourist destination and the key factor of cultural
identity, authentic food can also enhance the personalised experience of consuming

behaviour (Stone et al.,2018; Bardhi et al., 2010).
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They stressed the importance of authenticity and the need for prestige in the food
experience in their travel experience to enhance the awareness of the destination of
tourism (Son & Xu, 2013; Ellis et al., 2018). Implementing the prestige-seeking
behaviour model that had stressed the motivation and revisit intention through the
tourist destination and travel food consumption by bringing the food and travel
experience through the visited destination and meet the preference of the premium
food market during travel (Correia & Kozak, 2012; Lee et al., 2019; Heine et al.,
2016). There was shown that there are factors that lead tourists to desire an authentic
experience and prestige for food tourism to have a memorable food image for the
food experience in the overall tourism experience. Therefore, the hypothesis was

proposed as:

H2: Authentic experience and prestige have a positive relationship with food
experience towards tourists’ intention to travel for food-related tourism in Penang,

Malaysia.

2.4.3 Interpersonal & Culture

According to Chen and Chen (2010), interpersonal factors such as communication
with locals and hosts, as well as the sense of community and belonging, can greatly
influence the way tourists perceive the food culture. Tourists who feel connected to
the local community and culture are more likely to appreciate and enjoy the local
food culture, and as such, are more likely to travel for food-related tourism to gain
experiences. Another factor that has been identified as significant in influencing
tourists' intentions to travel for food-related tourism experiences is cultural factors.
According to Hall and Mitchell (2008), cultural factors such as the history,
traditions, and values of a destination can also affect the perception of local
gastronomy. Tourists who are interested in the culture and traditions of a destination
are more likely to appreciate and enjoy the local food culture, and as such, are more

likely to travel for food-related tourism experiences. Moreover, previous studies
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have shown that both interpersonal and cultural factors are essential in shaping the
intentions of foreign tourists to explore and experience the local food culture during
their travels (Jang & Namkung, 2009; Kim et al., 2016). These studies suggest that
the more tourists feel connected and integrated into the local culture, the more likely
they are to intend to travel for food-related experiences. Thus, the following

hypotheses are proposed:

H3: Interpersonal and culture have a positive relationship with food experience

towards tourists’ intention to travel for food-related tourism in Penang, Malaysia.

2.4.4 Health Concern

According to Kim et al., 2009, one of the key incentives for vacation food intake is
health. According to Mak et al. (2016), respondents’ health worries included issues
connected to improving health, maintaining weight, and concerns about dangerous
or ‘inappropriate’ dietary components. Food and health are two of the seven
perceived risk variables in foreign travel. Lepp and Gibson (2003) has implying that
food intake is directly related to health hazards. According to Chang (2017), some
travellers, particularly those visiting underdeveloped countries, may avoid eating
specific local cuisine owing to perceived sanitation and health dangers such as
traveller's disease. Those with a greater level of food engagement, according to Kim
(2010), tend to make better food choices. Healthy eating habits while travelling can
also have a positive impact on a traveller's long-term health (De Nazelle et al., 2011).
Incorporating fresh foods and balanced meals into your diet benefits your general
health at the conclusion of your vacation. Many tourist sites offer farmers' markets,
street vendors, and restaurants that specialize in healthful local foods. Fruits,
vegetables, lean meats, and nutritious grains are frequently simpler to digest than
heavy, fatty, or processed diets. Fruits, vegetables, lean meats, and healthy grains
are typically simpler for the digestive system to absorb than heavy, fatty, or
processed diets, resulting in greater comfort and fewer digestive issues when
travelling (Cena et al., 2020).
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H4: Health concern have a positive relationship with food experience towards

tourists’ intention to travel for food-related tourism in Penang, Malaysia.

2.4.5 Familiarity & Eating Habit

According to Mak, Lumbers, and Eves (2012), familiarity and eating habits
consisted of dining at a chain restaurant | have visited before and eating cuisine that
fits my regular diet. This lends credence to the idea of the 'tourist paradox’, people
like to enjoy novelty, but travellers tend to want some degree of familiarity in their
food consumption experience. (Chang et al., 2010; Chang, 2017). According to
Quan and Wang (2004), Travellers will seek contrast, extension, or reinforcement
of their daily lives from the travelling food experience, depending on their
preferences for the familiar or the unfamiliar. According to Chang et al., (2010),
Chinese tourists can be categorized into three types according to their level of
interest in familiar or novel foods. In short, "observer” tourists want attractive
reassurance and prefer familiar food; "participant” tourists are eager to taste real
local food for an authentic travelling experience; and "browse" tourists care less

about food choices and are more concerned about food safety.

HS5: Familiarity and eating habits have a positive relationship with food experience

towards tourists’ intention to travel for food-related tourism in Penang, Malaysia.

2.4.6 Sensory & Contextual. Pleasure

According to Sharif et al. (2017), the food experience in travel for food-related
tourism refers to the multi-sensory experience of consuming local foods and
beverages in a destination, which involves taste, smell, sight, touch, and hearing.
This experience is influenced not only by the sensory dimensions of food, but also

by the physical environment of the restaurant, such as the seating arrangement,
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music, and decoration (Yuksel & Yuksel, 2003; Meiselman et al., 2000). Therefore,
the enjoyment derived from the sensory experience of food and dining plays a
crucial role in fulfilling the experiential aspect of the tourist experience (Hjalager
& Richards, 2003). Additionally, the context of the food experience also matters, as
individuals' fondness towards unfamiliar food while travelling may vary, and
internal influences such as personal preferences and past experiences can impact
their overall enjoyment (Horner & Swarbrooke, 2020). In travel for food-related
tourism, food experiences can offer a form of contextual pleasure that combines the
sensory appeal of food with the cultural and historical context of a destination,

providing tourists with a unique and memorable experience (Hall & Mitchell, 2008).

H6: Sensory and contextual pleasure have a positive relationship with food
experience towards tourists’ intention to travel for food-related tourism in Penang,

Malaysia.

2.4.7 Food Experience

According to Kim (2018), the travel food experience is a powerful driver of future
intentions, as experience influences satisfaction. Moreover, the existing literature
reveals that empirical evidence supports the interrelationship between experience
and behavioural intention. Based on the literature above, two studies have examined
the relationship between food experience and behavioural intent, suggesting a
positive effect between the two structures which is according to Quan & Wang
(2004), Ab Karim & Chi (2010), and Chi et al. (2013). A study conducted by Sthapit
et al. (2017) demonstrated that food experience had a positive impact on tourists'
behavioural intentions. Similarly, in Ghana, tourists who had prior food experience
expressed a willingness to recommend local foods to others, as found by Adongo et
al. (2015). Furthermore, Chang et al. (2010) noted that the food experience and
preferences of individuals could be influenced by their cultural background in the

travel destination.
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H7: Food experience has a positive relationship with food-related behavioural
intention towards tourists’ intention to travel for food-related tourism in Penang,

Malaysia.

2.5 Conclusion

In summary, this chapter comprehensively addresses the literature surrounding
food-related tourism, along with discussions on independent and dependent
variables as well as relevant theories. It offers a deep understanding of our research
subject, which is the prediction of tourists' food-related behavioural intentions in
relation to food-related tourism in Penang, Malaysia. Furthermore, within this
chapter, a conceptual framework is formulated, and hypotheses are established as a
foundation for the upcoming research methodology, detailed in the subsequent

chapter.
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CHAPTER 3: RESEARCH METHODOLOGY

3.0 Introduction

Overall, this chapter will discuss about the research design, data collection methods,
and sampling design. The operational definitions of constructs, measurement scales,
and methods of data analysis will be introduced in the research methodology as well.
The research design used was causal research. Questionnaires will be conducted for

data collection purposes.

3.1 Research Design

The research design is recommended for gathering, data analysis, and interpretation
in order to provide the required information in a more efficient, effective, and
systematic manner (Zikmund, 2013). This study will adopt quantitative research
methods. In this study, we will choose quantitative research methods instead of
qualitative research methods due to the larger sample size of the target respondents
and the inclusion of multiple types of analysis and measurements (Sekaran&
Bougie, 2016). According to Madrigal (2012), this method allows the researcher to
gather and analyze the collected data and use it for further hypothesis testing. This
research method will help the researcher identify the relations between the

dependent and independent variables.

3.2 Data Collection Methods
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It is divided into two categories: primary data, which originated from questionnaires
that our respondents completed, and secondary data. Secondary data was obtained
from past research and was accessible through online databases, In conclusion,
integrating different data collection methods can provide researchers with more

precise and notable results.

3.2.1 Primary Data

Primary data is the authentic data obtained by the researcher directly from the
respondents (Murgan, 2015). According to Kothari (2009), the data are the facts,
information, or measurements that are gathered and processed to determine the
study's outcome. It will be gathered through a questionnaire. Typically, social
science surveys has used the questionnaire approach since it allows for the
collection of data from the intended respondents. The questionnaire is designed with

questions for the intended respondents to respond to (Murgan, 2015).

3.2.2 Secondary Data

Secondary data are available and were gathered from various open sources for the
purpose of the study. It usually refers to the additional knowledge or findings
provided by other researchers after conducting the survey (Johnston, 2014). In this
study, several published sources—for example, Sage, Science Direct, or other
pertinent internet databases—were available for secondary data. These data allow

us to make a case for the proposed framework.

Page 47 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

3.3 Sampling Design

Sekaran and Bougie (2016) defined sampling design as the method of choosing

suitable units or individuals to serve as representatives of the whole population.

3.3.1 Target Population

All respondents that satisfy the specific criteria, especially for a research survey, are
referred to as the target population (Alvi, 2016). Besides that, researchers must
make sure that respondents are from the correct target population to ensure that the
data results are relevant and accurate in this study. The primary aim of this research
is to identify the determinants that influence the intention to travel to Penang for
food-related tourism. According to the latest data, the total number of visitors
arriving in Penang in 2019 was 9.48 million (Penang Tourism Master Plan, 2019).
Thus, the relevant target population will be 9.48 million. According to DOSM, there
have 26.1 million international visitors visited Malaysia and 239.1 million domestic
tourists in 2019. The ratio between domestic tourists and international tourists is 9:1

ratio which means that 10 tourist travel to Malaysia there has only one foreigner.

3.3.2 Sampling Frame and Sampling Location

The sampling frame displays the list of respondents chosen from the target
population as suitable for the study (Turner, 2003). However, we are unable to
collect the sampling frame since we should not obtain the list of names of tourists
that visited Penang. The sampling location, however, is the place where the study
will take place or where the data will be gathered. The chosen states were in

Malaysia's Penang.
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3.3.3 Sampling Elements

Sampling elements revealed the targets that could serve as respondents for research.
Any visitors to Penang who engage in food-related tourism activities while there
are eligible to take part in this research by completing the questionnaire. Thus, the
questionnaire will be filled out by visitors who have visited Penang. By answering
questions in the questionnaire, they might give us details on the factors influencing

their intention to travel to Penang for food-related tourism.

3.3.4 Sampling Technique

Convenience sampling is a non-probability sampling technique used in our study,
mainly because it is easy to conduct and readily available. According to Taherdoost
(2016), this method is frequently used by students because it is less expensive and
straightforward than other sampling methods. It involves selecting individuals from
the target population who meet specific practical requirements, such as easy
accessibility, availability at a specific time, geographic proximity, and willingness
to participate in the research. It can also include demographic research participants
that are easy for a researcher to obtain. Convenience samples are sometimes called
"accidental samples" since elements may be selected for the sample based on their
physical or administrative proximity to where the researcher is collecting data
(Etikan et al., 2016). Besides, this method is a low-cost and easily accessible method
of sampling whereby the researcher selects readily available individuals. However,
the researcher must acknowledge any potential biases in the sample and how it
differs from a random selection. The goal of convenience sampling is to obtain data
from individuals who are easily accessible, such as inviting staff members to attend
a meeting for research participation. While frequently used, it is not intentional or
strategic and assumes homogeneity within the target population. (Etikan et al.,
2016).
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Judgment sampling involves collecting samples based on predetermined criteria or
objectives. This means that not every individual in the target population will be
eligible to participate in the study. Therefore, we use this method in screening
profile in order to filter the respondent. According to Taherdoost (2016), judgement
sampling identifies respondents or participants who can supply crucial information
needed for the study's goal but cannot be found in a randomly selected group. The
major goal of this study is to determine the factors that influencing tourist’s
intention to travel for food-related tourism in Penang, Malaysia. Therefore, only
people who have visited Penang before or are not Penang residents are qualified to
participate in this survey and gather respondents who can offer pertinent replies for

the study's aims, we used this sampling strategies.

3.3.5 Sampling Size

Sampling size is extracted parts taken from a population's total. In this research, we
have targeted 9.8 million tourists who visited Penang. Thus, based on the Krejcie
and Morgan table, the sample size will be at least 384 because the research
population will be classified as 1 million people. In order to increase the accuracy
of data, the total sampling sizes will be increased to 450 tourists who visited Penang

as our respondents.

Figure 3.3.5:

Example of Sampling Size

Page 50 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

N 5 N 5 N 5
10 10 220 140 1200 291
15 14 230 144 1200 297
20 19 240 148 1400 302
25 24 250 152 1500 306
30 28 260 155 1600 310
35 32 270 159 1700 313
40 36 280 162 1200 317
45 40 290 165 1900 320
50 B 300 169 2000 322
55 a3 320 175 2200 327
60 52 340 181 240 331
65 56 360 186 2600 335
70 59 380 191 2800 338
5 63 400 196 3000 341
80 66 420 201 3300 346
85 70 L 205 4000 351
90 73 450 210 4500 354
95 76 430 214 5000 357

100 80 500 217 6000 361

110 86 550 226 7000 364

120 92 600 234 2000 367

130 97 650 242 S000 368

140 103 700 248 10000 370

150 108 750 254 15000 375

160 113 800 260 20000 31

170 118 850 265 30000 379

180 123 900 269 40000 380

190 127 950 274 50000 381

200 132 1000 278 75000 382
210 136 1100 285 1000000 324

Note —Nis population size.  S'is saraple size.
Source: Krejcie & Morgan, 1970

Source: Adopted from Krejcie & Morgan, 1970

3.4 Research Instrument

Based on our research, the research instrument for the data collection and analysis
method that we used is the quantitative research method with the questionnaire
method, a self-administered questionnaire (Hair et al., 2007). The questionnaire
method is a structured instrument consisting of a series of questions or items,
designed to elicit responses from tourists to determine their intention of food
consumption on food-related tourism based on the seven motivational factors. The
questionnaire is a cost-effective way to acquire data from many participants. Hence,
it serves as a primary instrument for soliciting responses and feedback from
respondents (Hair et al., 2007).
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3.4.1 Questionnaire Design

The questionnaire question that we designed consisted of 3 sections total of 42
questions that included Section A: Demographic Profile (9 questions); Section B:
Factors that Influencing Intention Tourist Food Consumption (29 questions); and
Section C: Food-related Behavioural Intention (4 questions). Section A is related to
the demographic of respondents such as gender, age, marital status, income level,
occupation, education level, revisit behaviour, travel companion, and familiarity
with food during travel in Penang. The data collected from this section is objective
to acquiring the background of the respondent and the Likert scale and nominal and
ordinal scales were used to measure the collection from various categories. Section
B is related to factors that influence the intention of tourist food consumption which
consists of seven independent variables and objectives to examine the relationship
between each variable. Section C is related to food-related behaviour intention
which consists of dependent variables and objectives to examine the relationship

between variables. The questionnaire that we design is shown in Appendix I.

To obtain more accurate information from respondents, we had taken an extremely
cautious approach to developing a questionnaire-based sample of questions from
several studies adopted and adapted as our research questionnaire. Besides, the
fixed alternative question was used in our questionnaire design to ensure the
questions and answers options are enough specific. Lastly, a total of 450
questionnaires were distributed among the respondents, with a view to obtaining
comprehensive data. An adequate time was provided to the respondents to ensure
that they could interpret and analyze the questions with precision. This approach

has been implemented to increase the validity of the collected data.
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3.4.2 Pilot Test

Before collecting the data information examine the positive relationship between
the independent variable and dependent variable. A pilot test (pretest) was required
to refine the questionnaire and identify its error. It also aims to evaluate the potential
effectiveness of the instrument (Reynold et al., 1993). Our pilot test will use a
predictive method that involves distributing a limited number of questionnaires to
ensure the reliability, accuracy, and internal consistency of the instrument (Van &
Hundley, 2002). The pilot test presents an opportunity to identify and address
potential problems with the questionnaire prior to the actual investigation (Dikkow,
2016). Before administering the questionnaire to the intended respondents, our
supervisor reviewed the instrument. The necessary amendments and modifications
were made to the questionnaire based on this review. Subsequently, a pilot test will
carry out with a sample of 60 participants. The feedback obtained from this pretest
identified the presence of grammatical errors and ambiguous sentences in the
questionnaire. As a result, the questionnaire was revised to rectify any grammar

errors and to ensure that the sentences were explicitly articulated.

3.5 Construct Measurement

3.5.1 Origins of Construct

In this study, each construct has been drawn from prior research investigations.

The origin of the adopted constructs is illustrated in Table 3.5.1.

Table 3.5.1

Origins of Constructs
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Variables No. Description References
Novelty & Variety | 1 | I wish to try the well-known
foods in Penang.
2 | I wish to try out foods | have
never tasted before.
3 | I wish to try foods that are
novel (new) to me. Mak et al. (2017)
4 | I wish to sample a wide
variety of foods in Penang.
5 | I wish to explore various foods
in Penang.
Authentic Exp. & 1 | I wish to try foods that are
Prestige only available in Penang.
2 | 1 wish to sample authentic
local foods.
3 | I wish to dine-in restaurants
Mak et al. (2017)
with authentic local ambience.
4 | 1 wish to dine-in restaurants
that are recommended by the
media. (e.g., travel
guidebooks, Internet, TV)
Interpersonal & 1 | I wish to visit lively cum
Culture friendly dining places.
2 | 1 wish to have enjoyable food
with my travel companions
(partners).
3 | I wish to have foods that my
travel companions (partners) Mak et al. (2017)
like.
4 | 1 wish to learn about local
food traditions value.
5 | I wish to increase my

knowledge about the local
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culture through my dining

experiences.

Health Concern 1 | I wish to travel for food with
fresh ingredients and natural Seo et al. (2017)

flavour.

2 | I wish to enquire about the
ingredients in local foods Mak et al. (2017)
before trying them.

3 | I'wish to consume food that )
Ares & Gambaro

provides high nutritional
(2007)

value.

4 | 1 wish to enjoy foods that
makes me healthy.

: Mak et al. (2017)
5 | I wish to have foods that keep

me maintain healthy weight.

Familiarity & 1 | I wish to have foods that
Eating Habit match with my usual eating
habit.

2 | I wish to enjoy foods that  am | Mak et al. (2017)

familiar with.

3 | wish to dine-in chain

restaurants that | have been to.

4 | wish to consume foods from | Ares, & Gambaro

a well-known brand. (2007)
Sensory & Cont. 1 | I wish to enjoy a good
Pleasure selection of local and

international foods in Penang.

2 | 1 wish to enjoy foods that are
delicious. Mak et al. (2017)

3 | wish to dine-in restaurants

with a pleasant atmosphere.

4 | 1 wish to try out foods that are

presented attractively.
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Food Experience

| am satisfied with the quality

service.

Sthapit et al.
(2019)

Comparing expectancy and
actual experience it was worth

money (good value).

Food and beverage experience

was memorable and enriching.

Hsu et al. (2022)

I won’t forget my local food

experience in Penang.

I have encountered a great
social interaction in food

culture, which I enjoyed.

Sthapit et al.
(2019)

Food related
Behavioral

Intention

If there was any opportunity, |
would like to visit the same
food destination in Penang

again.

I would gladly recommend
Penang to friends and relatives

as worth for food and tourism.

I would gladly tell again the
pleasurable food and beverage
moments that bind me to stay

in Penang.

Hsu et al. (2022)

| predict I would visit and taste
a specific food introduced by
Penang food blogs in the

future

Wang (2016)

I will certainly invest time,
money, and effort to travel for

food tourism.

Meng & Choi
(2016)

Note. Adapted from Asia Pacific Journal of Tourism Research, by Mak, A. H.,
Lumbers, M., Eves, A., & Chang, R. C., 2016, 22(1), p. 1-20; Current Issues in
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Tourism, by Seo, S., Yun, N., & Kim, O. Y., 2017, 20(2), p. 135-156; Appetite, by
Ares, G., & Gambaro, A., 2007, 49(1), p.148-158; Anatolia, by Sthapit, E., Bjork,
P., & Coudounaris, D. N., 2017, 28(3), p.363-380; International Journal of
Gastronomy and Food Science, by Hsu, F. C., Agyeiwaah, E., & Scott, N., 2022,
p. 28, 100533; Griffith Institute for Tourism, by Wang, Y., 2016, Griffith University;
Current Issues in Tourism, by Meng, B., & Choi, K., 2016, 19(6), p. 528-544.

3.5.2 Research Survey Sections Management

To enhance the clarity of respondents’ comprehension while engaging with the
questionnaires, the survey for this research was structured into three sections:
Section A, Section B, Section C, and Section D. Within these sections, respondents
were presented with a five-point scale ranging from 'Strongly Agree' to 'Strongly
Disagree'. This scale allowed individuals to indicate their level of agreement or

disagreement with the statements in the questions.

Table 3.5.2

Summary of the total number of questions in each part

Section Content No. Items
A Screening Question Profile 4
B Social-demographic Profile 8
C Independent Variables (Novelty & 32

Variety, Authentic Exp. & Prestige,
Interpersonal & Culture, Health
Concern, Familiarity & Eating Habit,
Sensory & Cont. Pleasure, Food
Experience)

D Dependent Variable (Food related 5

Behavioral Intention)

Page 57 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

Note. Questionnaire developed for the research

3.6 Data Processing

Data processing is the systematic conversion of raw data into a structured and
organised format that is amenable to analysis and interpretation of the data to
complete our research study (Talend, n.d.). In data processing, our research involves
data checking, data editing, data coding, and data transcribing to analyze and

transform data into valuable insights and actionable information.

3.6.1 Data Checking

Prior to conducting the main survey, a pilot study was undertaken to examine the
accuracy, appropriateness, and effectiveness of the questionnaires. Completed
questionnaires were examined to identify any issues and necessary revisions were
made. For the reliability test, 60 questionnaires were distributed to the intended
respondents, and the collected data was utilised as inputs. The reliability test was

then conducted to evaluate the consistency and reliability of the data collected.

3.6.2 Data Editing

Data editing refers to the systematic examination of data from the questionnaires to
ensure consistency, completeness, and accuracy, with the aim of detecting and
correcting errors and outliers in order to optimize the utility of our research study
(ResearchArticles, 2019). The situation of respondents missing up and being unable
to answer the questions always occurs and causes the omission of answers to happen.

Therefore, data editing is a process that requires to look the answers from the

Page 58 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

respondent and filling up the missing part in a logical way to have more consistent

and accurate data for analysis. (ResearchArticles, 2019).

3.6.3 Data Coding

Data coding is a critical step in which numerical codes are assigned to each
alternative response in the questionnaire. The entirety of the data gathered for this
study was encoded using IBM (SPSS) Statistical software suite. The responses to
each demographic question in Section A of the questionnaire were assigned codes

in the below figure.

Table 3.6.3.1
Data Coding for Screening Question Profile

Section A: Screening Question Profile

This section is about filtering information. Please state and select the most

suitable option.
1. Are you a Malaysian?

o Yes

Your state of origin:

o No

Your country of origin:

2. Are you a local resident in Penang?

o Yes
o No

Have you visited Penang before?
o No

o Yes
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Number of visit(s) in Penang
o 1-2times
o 3-4times

o More than 5 times

3. Have you ever travelled to a destination specifically for its food offerings?

o Yes
o No

4. Are you looking for food recommendations in Penang?

o Yes
o No

Note. Questionnaire developed from the research study

Table 3.6.3.2

Data Coding for Demographic Profile Question

Section B: Social-demographic Profile

This section is about your demographic information. Please state and select the

most suitable option.
1. Gender

o Male

o Female

2. Age Group

o 18 & below
o 18to0 25
o 261035
o 36t045
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o 46to54
o b5 & above

3. Religion

o Muslim

o Christian

o Buddhist

o Hindu

o Atheist (no religion)
o Other:

4. Marital Status

o Single

o Single parent

o Married (without children)
o Married (with children)

5. Occupation

o Self-employed

o Company employee
o Public Servant

o Unemployed

o Retired

o Other:

6. Highest pursued or attained education level

o Secondary School
o Foundation or Diploma
o Professional Qualification

o Undergraduates
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o Postgraduates Degree
o Other:

7. Income level

o Below RM2,000 approximate below USD 454

o RM2,001 to RM4,000 approximate USD 455 to USD 908

o RMA4,001 to RM6,000 approximate USD 909 to USD 1362
o RMG6,001 to RM8,000 approximate USD 1363 to USD 1817
o RMB8,001 to RM10,000 approximate USD 1818 to 2271

o Above RM10,000 approximate above USD 2271

8. Travel companion

o Alone
o With family/ friends (Without children)
o With family/ friends (With children)

o Travelling in a packaged tour

Note. Questionnaire developed from the research study

The responses to each question in Section C of the questionnaire were assigned

codes in the following:
Note. Questionnaire developed from the research study
Table 3.6.1.3

Factors Influencing Intention to Travel for Food-Related Tourism in Penang,

Malaysia.

Section C: Factors Influencing Intention to Travel for Food-
Related Tourism in Penang, Malaysia.
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This section is seeking your opinion regarding to the factors to travel for Food-
Related Tourism in Penang. Please indicate your opinion with each statement based
on the 5-point scale.

Strongly Disagree (1) ; Disagree (2) ; Neutral (3) ; Agree (4) ; Strongly Agree (5)

The responses to each question in Section D of the questionnaire were assigned
codes in the following:

Note. Questionnaire developed from the research study

Table 3.6.1.4

Food-related Behavioural Intention

Section D: Food-related Behavioural Intention

This section is seeking your opinion regarding to the Behavioural Intention in Food-
related Penang. Please indicate your opinion with each statement based on the 5-

point scale.

Strongly Disagree (1) ; Disagree (2) ; Neutral (3) ; Agree (4) ; Strongly Agree (5)

Note. Questionnaire developed from the research study

3.6.4 Data Transcribing

After completing the steps of questionnaire checking, data editing, and data coding
the last step which is data transcribing would require transcribing the data into the

IBM (SPSS) Statistical software suite to provide insight into our research study.

Using SPSS is because of its intuitive interface, and easy understanding which

proves advantageous for those not familiar with advanced techniques like PLS-
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SEM or structural equation modelling. The widespread adoption of SPSS in diverse
research areas such as encompassing marketing management, information
management, organisational management, human resources management, and
tourism management (Alsarayreh, 2023). It means that users can easily access a
wide of knowledge and resources specific to the software unlike PLS-SEM need to
find support and guidance for such a method to use the system. This prevalence
simplifies the process of seeking expert advice or troubleshooting issues. On top of
that, SPSS can analyze the survey result effectively and also a leading tool in social
science statistical analysis. Based on the study of Susan (2006), SPSS is
instrumental for researchers when testing hypotheses and evaluating data's validity
and reliability (Conway & Huffcutt, 2003). Descriptive statistical methods were
used to interpret the data, facilitating an understanding of variables, averages, and
overall trends in the gathered information. Based on the study of Wang et al., (2022),
was using the SPSS model as a quantitative method to analyze the result of tourism
in China region in order to create a smart food tourism and improvement the

development of tourism after the pandemic crisis.

3.7 Data Analysis

Data analysis is the process of converting raw data into organized information that
will be used to explain our study challenge. After gathering the questionnaires from

the respondents, we produced the data using IBM's SPSS program.

3.7.1 Descriptive Analysis

Descriptive analysis is described as presenting facts in a simpler and more
comfortable manner. Furthermore, it is utilised to convey quantitative information
in an understandable format. It allows readers to better comprehend the data

material offered by giving a graph, table, or chart. The data in Section A of the
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questionnaire is best represented using a bar chart, a pie chart, or a histogram. The
ranking of the data can be easily identified using a bar chart when the nominal scale

may be clearly represented using a pie chart.

3.7.2 Scale measurement

Cronbach's alpha is measured on a scale from O to 1, and it demonstrates a
straightforward relationship. When the alpha value approaches 1, it indicates higher
consistency, whereas when it moves closer to 0, it signifies lower consistency.
However, it is important to note that the specific levels of consistency can vary
across different studies. Based on the study Taber (2021) there exists a standardized
table for assessing internal consistency. Therefore, we will adopt the table provided
by Taber (2021) as our reference for evaluating the level of internal consistency

based on Cronbach's Alpha values.

Table 3.7:

Cronbach's Alpha Range
Coefticient Alpha Range, o Level of reliability
a>0.9 Excellent
0.7<0<0.9 Good
0.6<0<0.7 Acceptable
0.5<a<0.6 Poor
a<0.5 Unacceptable

Note. Cronbach’s Alpha Range, by Sekaran & Bougie, 2012.

3.7.3 Inferential Analysis

Inferential statistics provide a framework for drawing conclusions about larger
populations by analyzing data collected from a sample of that population (Onur,

2022). In the study at hand, the questionnaire contains seven independent variables
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and one dependent variable. Given that both the independent and dependent
variables are structured on interval (or metric) scales, we utilized three specific
inferential statistical methods for examining the relationships. These methods are
the Pearson Correlation Coefficient, Multiple Regression Analysis, and Simple
Linear Regression Analysis. These techniques were chosen to examine the

relationship between the independent and dependent variables.

3.7.3.1 Pearson Correlation Coefficient

The Pearson Correlation Coefficient is a statistical measure that evaluates the
strength, direction, and significance of the relationship between a dependent and
few independent variables (Kone¢na & Vaiikatova, 2017). According to the study
Sekaran and Bougie (2012), this coefficient ranges between -1 and +1. A coefficient
of +1 signifies a strong positive relationship between the variables, while a value of
-1 indicates a strong negative relationship. A coefficient of zero suggests no
correlation between the variables in question. The numerical range of the
coefficient, as outlined in Table 3.10, serves as a gauge for understanding the

intensity of the relationship between the variables (Sekaran and Bougie, 2012).

Table 3.10

An example of a conventional approach in grading a correlation coefficient.

Coefficient Range Strength of Association
+091 to£1.00 Very Strong

+0.71 to = 0.90 High

+0.41 to+0.70 Moderate

+0.21 to £0.40 Small but definite relationship
+0.00 to +£0.20 Slight, almost negligible

Note. Research methods for business. New York: John Wiley & Sons, Inc., by Hair,
Money & Samouel, 2007.
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There are seven independent variables in this study novelty and variety, authentic
exp and prestige, interpersonal and culture, health concern, familiarity and eating
habit, sensory and contextual pleasure, and food experience. The dependent variable
1s food-related behavioural intention. Thus, Pearson’s Correlation Coefficient can

analyze the intensity of the relationship between the variables.

3.7.3.2 Multiple Regression Analysis

Multiple regression analysis is a statistical approach for determining the
relationship between a particular dependent variable and the number of independent
variables (Mooreet al., 2006). A sample mathematical formulation of a regression

function is as follows:

Y =a+blX1+ b2X2 + b3X3 ... + bnXn

In this study, the multiple regression equation is as follows
Y =a+ b1(NV) + b2(AP) + b3(IC) + b4(HC) + b5(FE) + b6(SC)

Y= Tourist’s food experience
NV=novelty and variety

AP= authentic experience and prestige
IC= interpersonal and culture

HC= health concern

FE= familiarity and eating habit

SC=sensory and contextual pleasure

3.7.3.3 Simple Linear Regression Analysis

Simple linear regression is a statistical approach used to describe the connection
between two variables: an independent variable (also known as the predictor
variable) and a dependent variable (also known as the response variable). It
presumes a linear connection between the variables. The goal of basic linear
regression is to determine the best-fitting straight line (linear equation) that

describes the connection between the two variables (Fumo et al., 2015).
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The simple linear regression equation is as below:

Y =a+bX

Simple linear regression is as below:

Y =a+ b(FOE)

Y = Food- related Behavioural Intentions

FOE = Food Experience

3.8 Conclusion

This chapter elaborates on the structure and outline of Chapter 3, which
encompasses the research methodology. It encompasses various components such
as research design, methods of data collection, the formulation of the sampling
design (including target population, sampling frame, sampling location, sampling
elements, sampling technique, and sample size), the research instrument, construct
measurement, the procedure of data processing utilizing SPSS (statistical software),
and the process of data analysis encompassing descriptive, reliability, and
inferential analysis. The chapter covers verification, potential amendments, coding,
and transcription of data. Within this chapter, the data analysis section outlines the
statistical methodologies utilized and the corresponding findings and conclusions

derived from them.
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CHAPTER 4: RESEARCH RESULT

4.0 Introduction

This chapter presents the descriptive statistics and inferential analysis of the data
collected from the respondents. The demographic data of the respondents are also

included in this chapter.

4.1 Descriptive Analysis

Descriptive Analysis was referred to a type of data analysis that is used to
summarize and describe data (Bush, 2020). The survey has 4 screening questions
and 8 demographic profile questions. The data was presented in pie charts, bar
charts, and tables in order to easily understand the patterns and trends in the data

collected in the screening questions and respondents' demographic profile.
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4.1.1 Are you a Malaysian

Figure 4.1.1

Statistics of respondents’ data of whether they are Malaysian

Table 4.1.1

Statistics of respondents’ data of whether they are Malaysian

Are you a Malaysian?

mYes = No

Are you a Frequency Percent (%) Cumulative
Malaysian? Percent (%)
Yes 400 88.89 88.89
No 50 11.11 100.00

Total 450 100.00

Note. Developed from the survey for research
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Table 4.1.1and Figure 4.1.1 illustrate the statistics of respondents’ data on whether
they are Malaysian. According to the survey results, out of a total of 450
respondents, 400 respondents (88.89%) were Malaysians. Conversely, a smaller

number of only 50 respondents (11.11%) indicated that they are not Malaysian.

4.1.2 Your State of Origin

Figure 4.1.2: Statistics of respondents’ state of origin

Your state of origin
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Table 4.1.2
Statistics of respondents’ state of origin
Your state of Frequency | Percent (%) Cumulative Percent
origin (%)
Johor 69 17.25 17.25
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Kedah 73 18.25 35.50
Kelantan 21 5.25 40.75
Malacca 21 5.25 46.00

Negeri Sembilan 33 8.25 54.25

Pahang 18 4.25 58.50

Perak 71 17.75 76.25

Perlis 27 6.75 83.00

Sabah 7 1.75 84.75
Sarawak 6 1.50 86.25
Selangor 49 12.25 98.50

Terengganu 6 1.50 100.00
Total 400 100.00

Note. Developed from the survey for research

Figure 4.1.2 and Table 4.1.2 illustrate the respondents’ state of origin. According to
the survey results, out of a total of 400 respondents, most respondents were from
Kedah, with 73 respondents (18.25%), followed by 71 respondents from Perak
(17.75%), 21 respondents from Johor (17.25%), 49 respondents from Selangor
(12.25%), 33 respondents from Negeri Sembilan (8.25%), and 27 respondents from
Perlis (6.75%). In addition, there were an equal number of respondents from
Kelantan and Malacca, each with 21 respondents (5.25%). There were 18
respondents (4.25%) from Pahang, while 7 respondents (1.75%) were from Sabah.
However, a small number of respondents were from Sarawak and Terengganu have

an equal number with only 6 respondents (1.50%).
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4.1.3 Your Country of Origin

Figure 4.1.3
Statistics of respondents’ country of origin

Your country of origin
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Table 4.1.3
Statistics of respondents' country of origin
Your country of Frequency  Percent (%) Cumulative Percent
origin (%)
Singapore 11 22.00 22.00
China 17 34.00 56.00
Australia 6 12.00 68.00
Thailand 6 12.00 80.00
United States 7 14.00 94.00
Germany 3 6.00 100.00
Total 50 100.00

Note. Developed from the survey for research
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Figure 4.1.3 and Table 4.1.3 illustrate the respondents’ country of origin. According
to the survey results, out of a total of 50 respondents, most respondents were from
China, with 17 respondents (34%), followed by 11 respondents from Singapore
(22%) and 7 respondents from the United States (14%). In addition, there were an
equal number of respondents from Australia and Thailand, each with 6 respondents
(12%). However, a small number of respondents were from Germany with only 3

respondents (6%).

4.1.4 Are You A Local Resident In Penang

Figure 4.1.4

Statistics of respondents’ data of whether they are local resident in Penang.

Are you a local resident in Penang?
0%

100%

= Yes = No

Table 4.1.4

Statistics of respondents’ data of whether they are local resident in Penang.
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Are you a local Frequency Percent (%) Cumulative
resident in Percent (%)
Penang?
Yes 0 0 0
No 400 100.00 100.00
Total 400 100.00

Note. Developed from the survey for research

Figure 4.1.4 and Table 4.1.4 illustrate the statistics of respondents’ data on whether
they are residents in Penang. According to the survey results, out of a total of 400

respondents, all 400 respondents (100.00%) were Malaysians.

4.1.5 Have You Visited Penang Before

Figure 4.1.5

Statistics of respondents’ data of whether they have visited Penang before
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Have you visited Penang before?

0

mYes =NO

Table 4.1.5

Statistics of respondents’ data of whether they have visited Penang before

Have you visited Frequency Percent (%) Cumulative
Penang before? Percent (%)
Yes 450 100.00 100.00
No 0 0 0
Total 450 100.00

Note. Developed from the survey for research

Figure 4.1.5 and Table 4.1.5 illustrate the statistics of respondents’ data on whether
they have visited Penang before. According to the survey results, out of a total of

450 respondents, all 450 respondents (100.00%) were visited Penang before.
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4.1.6 Number of Visit(s) In Penang

Figure 4.1.6

Statistics of respondents’ number of visit(s) in Penang

Number of visit(s) in Penang

42.22%

m]l-2times ®=3-4times More than 5 times

Table 4.1.6

Statistics of respondents’ number of visit(s) in Penang

Number of visit (s) in Penang = Frequency = Percent (%) Cumulative
Percent (%)
1 - 2 times 140 31.11 31.11
3 — 4 times 120 26.67 57.78
More than 5 times 190 42.22 100.00
Total 450 100.00

Note. Developed from the survey for research

Figure 4.1.6 and Table 4.1.6 illustrate the statistics of respondents’ number of visit(s)

in Penang. According to the survey results, out of a total of 450 respondents, 140
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respondents (31.11%) had visited Penang approximately 1 to 2 times, while 120
respondents (26.67%) had visited Penang about 3 to 4 times. Additionally, a
significant number of 190 respondents (42.22%) reported visiting Penang more than

5 times.

4.1.7 Travel for Food Offerings

Figure 4.1.7

Statistics of respondents’ whether they ever travelled to a destination for its food

offerings

Have you ever travelled to a destination specifically
for its foo% offerings?

mYes = NO

Table 4.1.7

Statistics of respondents’ whether they ever travelled to a destination for its food

offerings
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Food Frequency Percent (%) Cumulative
recommendation Percent (%)
for Penang
Yes 450 100.00 100.00
No 0 0 0
Total 450 100.00

Note. Developed from the survey for research

Figure 4.1.7 and Table 4.1.7 illustrate whether the respondents ever travelled to a
destination specifically for its food offerings. According to the survey results, out
of 450 respondents, all 450 respondents (100.00%) were ever travelled to a

destination specifically for its food offerings.

4.1.8 Looking for Food Recommendations in Penang

Figure 4.1.8
Statistics of respondents’ whether they are looking for food recommendation in

Are you looking for food recommendation in Penang?

= Yes

ragc /o vi <ca1v
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Table 4.1.8

Statistics of respondents’ whether they are looking for food recommendation in

Penang.
Have you ever travelled toa | Frequency @ Percent Cumulative
destination specifically for its (%) Percent (%)

food offerings?

Yes 450 100.00 100.00
No 0 0 0
Total 450 100.00

Note. Develop from the survey for research

Table 4.1.8 and Figure 4.1.8 represented 450 respondents (100%) choosing yes in
Question 4. There were no respondents choosing no in question which means the

respondents are after filtering to answer the questionnaire.
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4.1.2 Respondent Demographic Profile

4.1.2.1 Gender

Figure 4.1.2.1

Statistics of respondents’ gender

=M

Table 4.1.2.1: Statistics of respondents’ gender

Gender

ale = Female

Gender Frequency Percent (%) Cumulative
Percent (%)
Male 230 51.11 51.11
Female 220 48.89 100.00
Total 450 100.00

Note. Developed from the survey for research
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Figure 4.1.2.1 and Table 4.1.2.1 illustrate the statistics of respondents’ gender.
According to the survey results, out of 450 respondents, 230 respondents (51.11%)

were male, while 220 respondents (84.89) were female.

4.1.2.2 Age Group

Figure 4.1.2.2: Statistics of respondents’ age group

Age Group
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154

= Age Group

Table 4.1.2.2

Statistics of respondents’ age group

Age Group Frequency Percent (%) Cumulative
Percent (%)
18 & below 21 4.67 4.67
19 to 25 154 34.22 38.89
26 to 35 113 25.11 64.00
36 to 45 86 19.11 83.11
46 to 54 40 8.89 92.00
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55 & above 36 8.00 100.00
Total 450 100.00

Note. Developed from the survey for research

The different age ranges of respondents in this survey are shown in Table 4.1.2.2
and Figure 4.1.2.2 The age group has been divided into six categories: 18 and below
years old, 19 to 25 years old, 26 to 35 years old, 36 to 45 years old, 46 to 54 years
old and 55 and above. The age group of 18 and below years old accounts for 4.67 %
(21 respondents) of the 450 respondents, followed by most respondents (34.22%)
who are between the ages of 19 to 25 years old (154 respondents). Furthermore,
25.11 % of the population is between the ages of 26 to 35 (113 respondents). The
ages between 36 to 45 were 19.11% (86 respondents), and the age between 46 to 54
was 8.89% (40 respondents). Lastly, the respondents aged 55 years old and above

contain 8 % (36 respondents) of the total number of respondents.

4.1.2.3 Religion

Figure 4.1.2.3

Statistics of respondents’ religion
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Religion

8.00%

11.33%

m Muslim = Christian = Buddhist = Hindu Atheist

Table 4.1.2.3

Statistics of respondents’ religion

Religion Frequency Percent (%) Cumulative
Percent

Muslim 36 8.00 8.00

Christian 84 18.67 26.67

Buddhist 241 53.56 80.23
Hindu 38 8.44 88.67
Atheist 51 11.33 100.00

Total 450 100.00

Note. Developed from the survey for research

Figure 4.1.2.3 and Table 4.1.2.3 illustrate the religion of respondents who
participated in the research. There are 8 % (36 respondents) were Muslim. Besides

that, 18.67 % (84 respondents) were Christian, come after with Buddhist 53.56%

Page 84 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

(241 respondents) and Hindus 8.44% (38 respondents) in this survey. Lastly, the
atheists were 11.33% (51 respondents).

4.1.2.4 Marital Status

Figure 4.1.2.4

Statistics of respondents’ marital status

Marital Status

28.90%

4.20%

= Single = Single Parent
= Married (with children) Married (without children)

Table 4.1.2.4

Statistics of respondents’ marital status

Marital Status Frequency @ Percent (%) @ Cumulative
Percent (%)
Single 254 56.40 56.40
Single Parent 19 4.20 60.70
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Married (with children( 47 10.40 71.10
Married (without children) 130 28.90 100.00
Total 450 100.00

Note. Develop from the survey for research

Table 4.1.2.4 and Figure 4.1.2.4 show the single status majority of 56.40 % which
is 254 respondents. Respondents single parent status consists of 4.20% which is 19
respondents. Besides, there have 10.4% (47 respondents) are married (without
children status). There were 28.90% (130 respondents) who are married (with
children).

4.1.2.5 Occupation

Figure 4.1.2.5

Statistics of respondents’ occupation

Occupation
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Table 4.1.2.5

Statistics of respondents’ occupation

Occupation Frequency Percent (%) Cumulative
Percentage
Self-employed 68 15.10 15.10
Company 207 46.00 61.10
employee
Public servant 43 9.60 70.70
Unemployment 64 14.20 84.90
Retired 28 6.20 91.10
Other 40 8.90 100.00
Total 450 100.00

Note. Develop from the survey for research

Table 4.1.2.5 and Figure 4.1.2.5 show the company employee is the majority of 46%
which is 207 respondents. Respondents with minority consists of 6.20% which is
28 respondents are retired. Besides, there have 8.90% (40 respondents) are in other
types of occupation. There are 9.60% (43 respondents) who are public servants.
Meanwhile, 14.20% (64 respondents) are unemployed and 15.10% (68 respondents)

are self-employed.

4.1.2.6 Education Level

Figure 4.1.2.6

Statistics of respondents’ highest pursued or attained education level
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Education Level

12.70%

m Secondary School = Foundation or Diploma
m Professional Qualification = Undergraduates
Postgraduates

Table 4.1.2.6

Statistics of respondents’ highest pursued or attained education level

Highest pursued Frequency Percent (%) Cumulative
or attained Percentage (%)
education level
Secondary School | 75 16.70 16.70
Foundation or | 73 16.20 32.90
Diploma
Professional 70 15.60 48.40
Qualification
Undergraduates 175 38.90 87.30
Postgraduates 57 12.70 100.00

Total 450 100.00

Note. Develop from the survey for research
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Table 4.1.2.6 and Figure 4.1.2.6 show the highest pursued of the respondents.
Respondents who are secondary school education consist of 16.70% which is 75
respondents. Besides, there have 16.2% (73 respondents) graduated with a
foundation or diploma. Meanwhile, 15.60% (70 respondents) are professional
qualifications. Most of the respondents are graduates (bachelor’s degree holders)
which is 38.90% (175 respondents) and postgraduates’ holders of 12.70% (57

respondents). There were no respondents with other types of education attainment.

4.1.2.7 Monthly Income

Figure 4.1.2.7

Statistics of respondents’ monthly income
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Monthly Income

3.30%

AR

W

= Below RM2,000 approximate below USD 454

= RM2,001 to RM4,000 approximate USD 455 to USD 908

= RM4,001 to RM6,000 approximate USD 909 to USD 1362

= RM6,001 to RM8,000 approximate USD 1363 to USD 1817

= RM8,001 to RM10,000 approximate USD 1818 to 2271
Above RM10,000 approximate above USD 2271

Table 4.1.2.7

Statistics of respondents” monthly income

Monthly Income Frequency | Percent (%) Cumulative
Percent (%)
Below RM2,000 114 25.30 25.30

approximate below USD
454
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RM2,001 to RM4,000 116 25.80 51.10
approximate USD 455 to

USD 908

RM4,001 to RMé6,000 99 22.00 73.10
approximate USD 909 to

USD 1362

RM6,001 to RMS,000 69 15.30 84.40
approximate USD 1363 to

USD 1817

RMS,001 to RM10,000 37 8.20 96.70
approximate USD 1818 to

2271

Above RM10,000 15 3.30 100.00

approximate above USD

2271

Total 450 100.00

Note. Developed from the survey for research

According to Table 4.1.2.7 and Figure 4.1.2.7, respondents with a monthly income
of RM2,000 or smaller arrived in second (25.30% or 114 respondents), followed by
respondents with a monthly income of RM1,000 to RM4,000 (approximately
US§455 to US$908), who came in third (25.8% or 116 respondents). responses with
a monthly salary of RM4001 to RM6000 (US$909 to US$1362) came in third with
22.0% or 99 responses. Furthermore, 15.3% or 69 respondents had a monthly
income of RM6,001 to RMS8,000, which is roughly US$1,363 to US$1,817,
followed by 8.2% or 37 respondents with a monthly income of RMS§,001 to
RM10,000, which is about US$1,818 to US$2,271. Finally, 3.30%, or 15
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respondents, earned more than RM 10,000 each month, which is roughly US$2,271

Oor more€.

4.1.2.8 Travel Companion

Figure 4.1.2.8

Statistics of respondents’ travel companion

Travel Companion

13.60%

= Alone

m With family/ friends (Without children)

= With family/ friends (With children)
Travelling in a packaged tour

Table 4.1.2.8

Statistics of respondents’ travel companion

Travel Frequency Percent (%) Cumulative
Companion Percent (%)
Alone 56 12.40 12.40
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With family/ 206 45.80 58.20
friends (Without
children)
With family/ 127 28.20 86.40
friends (With
children)
Travelling in a 61 13.60 100.00
packaged tour

Total 450 100.00

Note. Developed from the survey for research

According to Table 4.1.2.8 and Figure 4.1.2.8, 56 people travel alone (12.4%).
According to the study, most respondents are travelling with family or friends
without children (206 respondents, or 45.8%). Meanwhile, 127 respondents, or
28.2%, are travelling with relatives or friends who have children. Finally, 61

respondents, or 13.6%, are going with a tour group.

4.1.3 Central Tendencies of Measurement

4.1.3.1 Food-related Behavioural Intention

Table 4.1.3.1

Central Tendency Measurement for Food-related Behavioural Intention (DV)
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No.

Statement

N

Mean | Ranking

(Mean)

Standard

Deviation

Ranking
(Standard

Deviation)

If there was any
opportunity, I
would like to
visit the same
food destination

in Penang again.

450

4.25 2

0.84714

4

I would gladly
recommend

Penang to friends
and relatives as
worth for food

and tourism.

450

4.24 3

0.84160

I would gladly
tell again the
pleasurable food
and beverage
moments that
bind me to stay in

Penang.

450

4.16 4

0.88188

I predict I would
visit and taste a
specific food
introduced by
Penang food
blogs in the

future.

450

4.14 5

0.97053

I will certainly
invest time,

money, and effort

450

4.26 1

0.92775
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to travel for food

tourism.

Note. Developed from the IBM SPSS Statistics for research

Based on Table 4.1.3.1, statement No. 5 “I will certainly invest time, money, and
effort to travel for food tourism.” had the highest mean with a value of 4.26 and the
second highest standard deviation with a value of 0.92775. It was indicating most
respondents agreed with this statement. While the highest ranking of standard
deviation is statement No.4 “I predict I would visit and taste a specific food
introduced by Penang food blogs in the future.” with a value of 0.97053 and the

lowest mean value which is 4.14.

4.1.4 Central Tendencies Measurement of Construct

4.1.4.1 Novelty and Variety

Table 4.1.4.1

Central Tendency Measurement for Novelty and Variety

No. Statement N | Mean @ Ranking Standard Ranking
(Mean) Deviation | (Standard
Deviation)

1. I wish to try the 450 = 4.27 4 1.014 1

well-known

foods in Penang.
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2. | I wish to try out | 450 = 4.30 3 0.953 4
foods 1 have
never tasted
before.

3. 'I wish to try 450 4.24 5 0.954 3

foods that are
novel (new) to

me.

4. | I wish to sample = 450 @ 4.33 2 0.966 2
a wide variety of

foods in Penang.

5. | I wish to explore | 450 @ 4.34 1 0.917 5
various foods in

Penang.

Note. Developed from the IBM SPSS Statistics for research

Table 4.1.4.1 presents the comparative analysis of the statements: "I wish to explore
various foods in Penang" and "I wish to sample a wide variety of foods in Penang."
These two statements exhibit a minimal discrepancy of 0.01 between their
respective means, measuring at 4.34 and 4.33. The standard deviations associated
with these means are 0.917 and 0.966, respectively. Furthermore, the statement "I
wish to try out foods I have never tasted before" holds the third highest mean value,
recorded at 4.30. This mean score ranks it at position 4 within the list. Its standard
deviation is measured at 0.953. In continuation, the statement "I wish to try the well-
known foods in Penang" boasts a mean value of 4.27, accompanied by a standard
deviation of 1.014. Lastly, the statement "I wish to try foods that are novel (new) to
me" obtains the lowest mean value of 4.24, and its associated standard deviation is

0.954. This mean score positions it at rank 3 within the listed statements.
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4.1.4.2 Authentic Experience and Prestige Value

Table 4.1.4.2

Central Tendency Measurement for Authentic Experience and Prestige Value (IV)

No. Statement N | Mean Ranking @ Standard Ranking
(Mean) Deviation @ (Standard
Deviation)
1. |1 wish to try 450 4.25 1 0.964 4
foods that are
only available in
Penang.
2. I wish to sample 450 @ 4.24 2 1.006 3
authentic  local
foods.
3. | I wish to dine-in 450 @ 4.16 3 1.100 1
restaurants with
authentic  local
ambience.
4. I wish to dine-in | 450 @ 4.14 4 1.085 2

restaurants  that
are recommended
by the media.
(e.g., travel
guidebooks,
Internet, TV)

Note. Developed from the IBM SPSS Statistics for research

Page 97 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

Based on Table 4.1.4.2, statement No. 1 “I wish to try foods that are only available
in Penang.” had the highest mean with a value of 4.25 and the lowest standard
deviation with a value of 0.964. It was indicating most respondents agreed with this
statement. While the highest ranking of standard deviation is statement No.3 “I wish
to dine-in restaurants with authentic local ambience.” with a value of 1.100 and the

second lowest mean value which is 4.16.

4.1.4.3 Interpersonal and Culture

Table 4.1.4.3

Central Tendency Measurement for Interpersonal and Culture (IV)

No. Statement N | Mean Ranking @ Standard @ Ranking
(Mean) Deviation | (Standard
Deviation)
1. I wish to wvisit 450 @ 4.35 1 0.957 4
lively cum
friendly  dining
places.
2. | I wish to have 450 @ 4.16 4 1.032 3
enjoyable  food
with my travel
companions
(partners).
3. I wish to have 450 4.31 2 0.922 5
foods that my
travel
companions

(partners) like.
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4. 1 wish to learn 450 4.15 5 1.062 2
about local food
traditional value.

5. | I wish to increase | 450 @ 4.23 3 1.065 1
my  knowledge
about the local
culture  through
my dining

experiences.

Note. Developed from the IBM SPSS Statistics for research

Table 4.1.3.3 illustrate the statement of “I wish to visit lively cum friendly dining
places.” has the highest mean value 4.35 with a standard deviation of 0.957 which
is ranked 4 in the list. Besides that, the statement of "I wish to have foods that my
travel companions (partners) like." has the mean value 4.31 with a standard
deviation of 0.922 while the statement of "I wish to increase my knowledge about
the local culture through my dining experiences." has the mean value 4.23 with a
standard deviation of 1.065.The statement “I wish to have enjoyable food with my
travel companions (partners).” and "I wish to learn about local food traditional value
“has a marginal difference of 0.01 between the two means which is 4.16and 4.15

with a standard deviation of 1.032 and 1.062.

4.1.4.4 Health Concern

Table 4.1.4.4

Central Tendency Measurement for Health Concern (IV)
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No. Statement N | Mean Ranking Standard Ranking
(Mean) Deviation | (Standard
Deviation)
1. | I wish to travel 450 @ 4.32 1 0.919 5
for food with

fresh ingredients
and natural
flavour
2. I wish to enquire | 450 | 4.23 3 0.992 3
about the
ingredients  in
local foods
before trying
them
3. 1 wish to | 450 | 4.22 4 1.023 2
consume  food
that provides
high nutritional
value.
4. 1 wish to enjoy 450 @ 4.28 2 0.935 4
foods that makes
me healthy.
5. 1 wish to have | 450 | 4.20 5 1.028 1
foods that keep
me maintain

healthy weight.

Note. Developed from the IBM SPSS Statistics for research

Table 4.1.4.4 illustrate the statement “I wish to travel for food with fresh ingredients
and natural flavour.” Has the highest mean value 4.32 with a standard deviation of

0.919 which is ranked 5 in the list. Next the statement of “I wish to enjoy foods that
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makes me healthy.”  The mean is the second highest which is 4.28 while the
standard deviation is 0.935 in rank number 4. Besides, the statement “I wish to
enquire about the ingredients in local foods before trying them.” and “I wish to
consume food that provides high nutritional value.” There has a marginal difference
of 0.01 between the two means which is 4.23 and 4.22 with a standard deviation of
0.992 and 1.023. The last statement “I wish to have foods that keep me maintain

healthy weight.” has the lowest mean value of 4.2 and a standard deviation of 1.028.

4.1.4.5 Familiarity and Eating Habit

Table 4.1.4.5

Central Tendency Measurement for Familiarity and Eating Habit (IV)

No. Statement N | Mean Ranking @ Standard Ranking
(Mean) Deviation | (Standard
Deviation)

1. I wish to have 450 4.34 1 0.887 3

foods that match
with my usual
eating habit.
2. | I wish to enjoy 450 @ 4.33 2 0.851 4
foods that I am
familiar with.
3. | I wish to dine-in | 450 @ 4.23 3 0.994 2
chain restaurants
that I have been
to.
4. |1 wish to | 450 4.23 3 1.032 1

consume foods
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from a well-

known brand.

Note. Developed from the IBM SPSS Statistics for research

Table 4.1.4.5 illustrate the statement “I wish to have foods that match with my usual
eating habit.” Has the highest mean value 4.34 with a standard deviation of 0.887
which is ranked 3 in the list. Next the statement “I wish to enjoy foods that I am
familiar with.” The mean is the second highest which is 4.33 while the standard
deviation is 0.851 in rank number 4. Besides, the statement “I wish to dine-in chain
restaurants that I have been to.” and “I wish to consume foods from a well-known
brand.” There has the same mean which is 4.23 ranked number 3 with a standard

deviation of 0.994 and 1.032.

4.1.4.6 Sensory and Contextual Pleasure

Table 4.1.4.6

Central Tendency Measurement for Sensory and Contextual Pleasure (IV)

No. Statement N | Mean Ranking Standard Ranking
(Mean) Deviation | (Standard
Deviation)
1. I wish to enjoy a 450  4.27 3 0.959 2
good selection of
local and
international

foods in Penang.
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2. I wish to enjoy 450  2.41 4 0.810 4
foods that are
delicious.

3. | I wish to dine-in 450 | 4.31 1 0.939 3
restaurants with a
pleasant
atmosphere.

4. | I wish to try out 450  4.28 2 0.967 1
foods that are
presented
attractively.

Note. Developed from the IBM SPSS Statistics for research

Table 4.1.4.6 illustrate the statement “I wish to dine-in restaurants with a pleasant
atmosphere.” It has the highest mean value 4.31 with a standard deviation of 0.939
which is ranked 3 in the list. Besides, the statement “I wish to try out foods that are
presented attractively.” and “I wish to enjoy a good selection of local and
international foods in Penang.” There has a marginal difference of 0.01 between the
two means which is 4.28 and 4.27 with a standard deviation of 0.967 and 0.959.
The last statement “I wish to enjoy foods that are delicious.” has the lowest mean

value of 2.41 and the lowest standard deviation of 0.810.

4.1.4.7 Food Experience

Table 4.1.4.7

Central Tendency Measurement for Food Experience (IV)
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No. Statement N | Mean Ranking Standard Ranking
(Mean) Deviation | (Standard
Deviation)
1. Tamsatisfied with | 450 = 4.43 1 0.795 5
the quality
service.
2. | Comparing 450 | 4.36 3 0.861 4
expectancy  and
actual experience
it was worth
money (good
value).
3. | Food and 450 @ 4.38 2 0.880 3
beverage
experience  was
memorable and
enriching.
4. I won’t forget my 450 | 4.30 4 0.915 2
local food
experience in
Penang.
5. 1 have | 450 @ 4.28 5 0.955 1
encountered a
great social

interaction in food
culture, which 1

enjoyed.

Note. Developed from the IBM SPSS Statistics for research

Table 4.1.4.7 illustrate the statement “I am satisfied with the quality service.” Have

the highest mean value of 4.43 but the lowest standard deviation of 0.795. However,
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the statement “I have encountered a great social interaction in food culture, which
I enjoyed.” had the lowest mean value of 4.28 but had the highest standard deviation
of 0.955.

4.2 Scale Measurement

This section of the study involved using SPSS Software to perform a reliability
analysis on both the dependent variable (food-related behavioural intention) and the
independent variables (novelty and variety; authentic experience and prestige;
interpersonal and culture; health concern; familiarity and eating habits; sensory and
contextual pleasure; food experience). A total of 450 questionnaires were collected
and utilized for conducting the reliability analysis, ensuring the accuracy of the data

gathered for hypothesis testing.

4.2.1 Reliability Analysis

Table 4.2.1: Reliability Analysis

No. Variable Number of  Cronbach’s Result of
Item Alpha Reliability

1. | Novelty and Variety 5 0.772 Good

2. | Authentic Experience and 4 0.686 Fair
Prestige

3. | Interpersonal and Culture 5 0.743 Good

4. | Health Concern 5 0.801 Very Good

5. | Familiarity and Eating 4 0.721 Good
Habits
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6. | Sensory and Contextual 4 0.708 Good
Pleasure

7. | Food Experience 5 0.744 Good

8. | Food-related Behavioural 5 0.750 Good
Intention

Note. Developed from the IBM SPSS Statistics for research

The evaluation of scale measurement reliability in this research was conducted
through the utilization of Cronbach’s alpha coefficient. A Cronbach’s alpha value
of 0.60 or higher is indicative of reasonable reliability. In our study, all variables,
both independent and dependent, attained alpha wvalues surpassing 0.60,
underscoring their satisfactory reliability. As evidenced in Table 4.2.1, the highest
Cronbach’s alpha value was associated with Health Concern (0.877050), followed
by Novelty and Variety with a Cronbach’s alpha value of 0.772. The subsequent
Cronbach’s alpha value was linked to Food-related Behavioural Intention (0.750),
succeeded by Interpersonal and Culture (0.743), and subsequently Familiarity and
Eating Habits (0.721). Additionally, Sensory and Contextual Pleasure, as well as
Food Experience, shared the same Cronbach’s alpha value of 0.708 and 0.744,
respectively. Although Authentic Experience and Prestige presented the lowest
Cronbach’s alpha value among the variables, measuring at 0.686, it still falls within

the acceptable range of 0.60 to 0.70, indicating an fair level of reliability.

4.3 Inferential Analysis

The Inferential analysis is a method of using data analysis to conclude the
characteristics of a larger group based on a smaller set of observed data (Mishra et
al., 2019). It involves making educated guesses about the entire population by

testing hypotheses and making estimates. The process assumes that the data we have
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is a representative sample from the larger group. In inferential statistical analysis,
we objectively and quantitatively summarize the data, identify meaningful patterns,
and make informed statements about how the overall system performs (Mishra et

al., 2019).

4.3.1 Pearson Correlation Coefficient Analysis

The Pearson correlation coefficient is a statistical tool that helps us understand the
relationship between independent and dependent variables. It quantifies the strength
and direction of a linear relationship between these variables. Based on Rousseau
(2018), it is sensitive to outliers, meaning that extreme data points can significantly
affect the calculated correlation. Despite this sensitivity, the Pearson correlation
coefficient remains a reliable measure for assessing the association between
variables, specifically in terms of linearity. In essence, correlation allows us to
determine how closely the dependent (food-related behavioural intention) and
seven independent variables (novelty and variety, authentic and prestige,
interpersonal and culture, familiarity and eating habit, sensory and contextual

pleasure, and food experience) are related to each other.

4.3.1.1 Novelty and Variety

HI1: Novelty and variety have a positive relationship with food experience towards

tourists’ intention to travel for food-related tourism in Penang, Malaysia.

Table 4.3.1.1

Correlations Between Novelty and Variety and Food Experience
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Correlations
Novelty and Food
Variety Experience
Novelty and | Pearson Correlation 1 .655**
Variety (Nv) Sig. (1- tailed) <.001
N 450 450
Food Experience | Pearson Correlation .655** 1
(Foe) Sig. (1-tailed) <.001
N 450 450
**Correlation is significant at the 0.01 level (1-tailed).

Note. Developed from The IBM SPSS Statistics For Research

Based on the result, there is a positive relationship between novelty and variety and
food experience. According to Figure 4.3.1.1, there is a moderately correlated
relationship between novelty and variety and food experience with 0.655 which is
between the value range of £0.41 - £0.70. Therefore, the novelty and variety and
food experience are positively correlated with a correlation coefficient of 0.655. As

a result, HI is adopted.

4.3.1.2 Authentic Experience and Prestige

H2: Authentic experience and prestige have a positive relationship with food
experience towards tourists’ intention to travel for food-related tourism in Penang,

Malaysia.

Table 4.3.1.2

Correlations between Authentic Experience and Prestige and Food Experience
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Correlations

Authentic Food
Experience Experience
and Prestige

Authentic Pearson Correlation 1 529**

Experience and | Sig. (1- tailed) <.001

Prestige (Ap) N 450 450

Food Experience | Pearson Correlation 529** 1

(Foe) Sig. (1-tailed) <.001

N 450 450

**Correlation is significant at the 0.01 level (1-tailed).
Developed from The IBM SPSS Statistics For Research

Based on the results of Table 4.3.1.2, was shown that there is a moderately
correlated relationship between Authentic experience and prestige value (Ap) and
Food experience (Foe) with 0.529 which is between the value range of 0.40-0.69.
Therefore, the authentic experience and prestige value and food experience are
positively correlated with a correlation coefficient of 0.529. The authentic

experience and prestige value have a positive relationship with the food experience.

4.3.1.3 Interpersonal and Culture

H3: Interpersonal and culture have a positive relationship with food experience

towards tourists’ intention to travel for food-related tourism in Penang, Malaysia.

Table 4.3.1.3

Correlations Between Interpersonal and Culture and Food Experience

Correlations
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Interpersonal | Food
and Culture Experience
Interpersonal Pearson Correlation 1 .608**
and Culture (Ic) | Sig. (1- tailed) <.001
N 450 450
Food Experience | Pearson Correlation .608** 1
(Foe) Sig. (1-tailed) <.001
N 450 450
**Correlation is significant at the 0.01 level (1-tailed).

Note. Developed from The IBM SPSS Statistics For Research

Based on the result, there is a positive relationship between interpersonal and
culture and food experience. According to Figure 4.3.1.3, there is a moderately
correlated relationship between novelty and variety and food experience with 0.608
which is between the value range of £0.41-+0.70. Therefore, the interpersonal and
culture value and food experience are positively correlated with a correlation

coefficient of 0.608. As a result, H3 is adopted.

4.3.1.4 Health Concern

H4: Health concern have a positive relationship with food experience towards

tourists’ intention to travel for food-related tourism in Penang, Malaysia.

Table 4.3.1.4

Correlations between Health Concern and Food Experience

Correlations
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Health Food
Concern Experience
Health Concern | Pearson Correlation 1 592**
(Hce) Sig. (1- tailed) <.001
N 450 450
Food Experience | Pearson Correlation 592** 1
(Foe) Sig. (1-tailed) <.001
N 450 450
**Correlation is significant at the 0.01 level (1-tailed).

Note. Developed from The IBM SPSS Statistics For Research

There is a positive association between health worries and food experience,
according to Figure 4.3.1.4 since the association coefficient (0.592) is positive. As
a result, when travellers recognise the great value of gourmet tourism, they are more
likely to return and suggest it to others. The association between health concern and
food experience is mild, as the correlation value (0.592) falls in the range of 0.41 to
0.70. Second, because the P-value of 0.0001 is smaller than the alpha value of 0.05,
the association between health concerns and visitors' culinary experience is

significant. As a result, an alternative hypothesis (H4) is adopted.

4.3.1.5 Familiarity and Eating Habits

H5: Familiarity and eating habits have a positive relationship with food experience

towards tourists’ intention to travel for food-related tourism in Penang, Malaysia.

Table 4.3.1.5

Correlations between Familiarity and Eating Habits and Food Experience
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Correlations

Familiarity Food
and Eating Experience
Habits
Familiarity and | Pearson Correlation 1 .698**
Eating  Habits | Sig. (1- tailed) <.001
(Fe) N 450 450
Food Experience | Pearson Correlation .698** 1
(Foe) Sig. (1-tailed) <.001
N 450 450

**Correlation is significant at the 0.01 level (1-tailed).

Note. Developed from The IBM SPSS Statistics For Research

As a result, in Figure 4.3.1.5 of the positive correlation coefficient, familiarity and

eating habits have a favourable link with visitors' food experiences. The perceived

value variable has a 0.698 connection with the eating experience variable for

visitors. As a result, when travellers acquire a strong attachment to familiar foods

and eating habits, they achieve a stronger need for food experiences based on

familiar foods and personal eating habits. The correlation coefficient of 0.698 falls

within the coefficient range of 0.41 to 0.7. This demonstrates a modest association

between site attachment and tourists' eating experiences. Furthermore, the

association between familiarity and eating habits and tourist food experience is

significant, with a p-value of 0.0001 less than the alpha value of 0.05. As a result,

an alternative hypothesis (H4) is adopted.

4.3.1.6 Sensory and Contextual Pleasure
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H6: Sensory and contextual pleasure have a positive relationship with food
experience towards tourists’ intention to travel for food-related tourism in Penang,

Malaysia.

Table 4.3.1.6

Correlation between Sensory and Contextual Pleasure and Food Experience

Correlations
Sensory and Food
Contextual Experience
Pleasure
Sensory and | Pearson Correlation 1 JT23%*
Contextual
ontextaa Sig. (1- tailed) <001
Pleasure (Sc)
N 450 450
Food Experience | Pearson Correlation J123%* 1
F
(Foe) Sig. (1-tailed) <001
N 450 450
**Correlation is significant at the 0.01 level (1-tailed).

Note. Developed from the IBM SPSS Statistics for research

Based on the results of Table 4.3.1.6, was shown that there is a moderately
correlated relationship between sensory and contextual pleasure and food
experience with 0.723 which is between the value range of 0.71-0.90. Therefore,
the sensory and contextual pleasure value and food experience are positively
correlated with a correlation coefficient of 0.723. The sensory and contextual

pleasure value have a positive relationship with food experience.
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4.3.1.7 Food Experience

H7: Food experience has a positive relationship with food-related behavioural
intention towards tourists’ intention to travel for food-related tourism in Penang,

Malaysia.

Table 4.3.1.7

Correlation between Food Experience and Food-related Behavioural Intention

Correlations
Food Food-related
Experience Behavioural
Intention
Food Experience | Pearson Correlation 1 JT49%*
F
(Foe) Sig. (1- tailed) <001
N 450 450
Food-related Pearson Correlation T49%* 1
Behavi 1
chavioura Sig. (1-tailed) <001
Intention (Fbi)
N 450 450
**Correlation is significant at the 0.01 level (1-tailed).

Note. Developed from the IBM SPSS Statistics for research

Based on the results of Table 4.3.1.7, was shown that there is a moderately
correlated relationship between food experience and food-related behavioural

intention with 0.749 which is between the value range of 0.70-0.89. Therefore, the

Page 114 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

food experience and food-related behavioural intention are positively correlated
with a correlation coefficient of 0.749. The food experience value has a positive

relationship with food-related behavioural intention.

4.3.2 Multiple Linear Regression (MLR)

Multiple linear regression is a method used to explore the connection between
dependent and independent variables. It is similar basic linear regression, but it
allows us to consider more factors. The term “linear” in this context refers to the
assumption made by researchers that the relationship between the independent and
dependent variables can be described as a proportionate or straight-line relationship.
In other words, they assume that the changes in the dependent variable are directly

related to changes in the independent variables (Tranmer and Elliot, 2008).

Table 4.3.2.1

Model Summary

Model Summary
Model R R Square | Adjusted R Square Std. Error of the Estimate
1 813 .6601 .657 .36334

a. Predictors: (Constant), Sc, Ap, Fe, Hc, Ic, Nv

b. Dependent Variable: Foe

Note. Developed from the IBM SPSS Statistics for research

Based on the Table 4.3.2.1 shows that, the R-square resulted in 0.661 which mean
that NV, AP, IC, HC, FE and SC (novelty and variety, authentic experience, and
prestige, interpersonal and culture, health concern, familiarity and eating habit and

sensory and contextual pleasure) could be explained to 66.1% of the variation in
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another IV which is FOE (food experience), student retention in this research, there

is still has 33.9% left in this study.

Table 4.3.2.2
Coefficients*
Coefficients”
Unstandardized Standardized
Coefticients Coefticients
Model B Std. Beta t Sig.
Error
(Constant) | .620 130 4.772 <.001
Nv 129 .040 144 3.201 .001
Ap .010 .032 012 328 743
1 Ic .069 .037 .079 1.893 .059
Hce .073 .032 .086 2.257 .024
Fe 312 .033 .350 9.564 <.001
Sc 276 .042 299 6.562 <.001
a. Dependent Variable: Foe

Note. Developed for the research NV (novelty and variety), AP (Authentic
experience and prestige), IC (interpersonal and culture), HC (Health concern), FE
(Familiarity and eating habit), SC (Sensory and contextual pleasure) and FOE (food

experience)

The researcher examines the standardised coefficients beta and the p-value for each
independent variable to evaluate the hypotheses. The beta value denotes the
connection between the independent and dependent variables. The p-value shows
whether the association is significant. In this investigation, the level of significance

1s set at 0.05.
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Hypothesis 1 posits a large positive relationship between NV and FOE. According
to Table 4.3.2.2, hypothesis 1 is validated since NV has a positive beta value of
0.144, indicating that there is a positive link between NV and FOE. It also has a p-
value of 0.001, which is less than the threshold of 0.05. This indicates that the

positive association is important.

Hypothesis 2 asserts that there is no positive relationship between AP and FOE.
According to Table 4.3.2.2, while the beta value of perceived equity is positive, the
p-value 1s 0.743, which is larger than 0.05. This means that there is no positive link

between AP and FOE is insignificant. Hypothesis 2 is hence invalid.

Hypothesis 3 asserts that there is a no positive relationship link between IC and
FOE. According to Table 4.3.2.2, Hypothesis 3 is validated since the beta value of
IC 15 0.079, indicating that there is a positive association between IC and FOE. The
p-value for IC is 0.059, which is larger than 0.05. This suggests that the relationship

1s not positive.

Hypothesis 4 posits a positive relationship between Health Concern (HC) and Food-
Related Experience (FOE). The data presented in Table 4.3.2.2 lends support to this
hypothesis, with HC displaying a positive beta coefficient of 0.086. This beta value
denotes a constructive linkage between HC and FOE. Furthermore, the associated
p-value stands at 0.005, which falls below the conventional threshold of 0.05,

signifying the robust statistical significance of this positive relationship.

Equally, Hypothesis 5 advances the notion of a positive relationship between
Familiarity and Eating Habit (FE) and Food-Related Experience (FOE). The
empirical findings from Table 4.3.2.2 substantiate this hypothesis, as evidenced by
FE yielding a positive beta coefficient of 0.350. This coefficient underscores a

positive and meaningful relationship between FE and FOE. Moreover, the
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associated p-value remains below the critical level of 0.05, affirming the substantial

statistical significance of this positive association.

Furthermore, Hypothesis 6 asserts a notable positive relationship between Sensory
and Contextual Pleasure (SC) and Food-Related Experience (FOE). The analytical
outcomes gleaned from Table 4.3.2.2 lend credence to this hypothesis, with SC
showcasing a positive beta coefficient of 0.299. This coefficient signifies a robust
and positive relationship between SC and FOE. The corresponding p-value is also
observed to be below 0.05, which bolsters the assertion that this observed positive

linkage carries significant statistical weight.

All variable tolerance value is higher than 0.2 and the VIF of all variables is less
than 5 which means there has no multicollinearity problem. The most important
predictor of foe Is FE as FE has the highest beta value of 0.350 with a t-value of
9.564. This is followed by SC (beta = 0.299, t-value =6.562), NV (beta=0.144, t-

value =3.201), HC (beta = 0.086, t-value=2.257), IC (beta = 0.079,t-value=1.893)
and AP (beta = 0.012, t-value = 0.328).

The equation for this model:

FOE = 0.62 + 0.350(FE) + 0.299 (SC) + 0.144 (NV) + 0.086 (HC) + 0.079 (IC) +
0.012 (AP)

4.3.3 Simple Linear Regression Analysis

Table 4.3.3.1 Model Summary

Model Summary

Model R R Square | Adjusted R Square | Std. Error of the Estimate
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1 .749* 561 .560 42003

a. Predictors: (Constant), Foe

b. Dependent Variable: Fbi

Note. Developed from the IBM SPSS Statistics for research

Based on the Table 4.3.3.1 shows that the R-square resulted in 0.561 which means
that FOE (Independent variable) could be explained to 56.1% of the variation in
another DV which is FBI (Dependent variable), student retention in this research,

there is still 43.9% left in this study.

Table 4.3.2.2
Coefficients*
Coefficients”
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Beta t Sig.
Error
(Constant) | .995 .140 7.091 <.001
: Foe 764 .032 749 23.909 | <.001
a. Dependent Variable: Fbi

Note. Developed for the research FOE (food experience) and FBI (tourist’s food-

related behavioural intention)

Hypothesis 7 implies a positive link between FOE and tourists’ FBI. According to
Table 4.3.3.2, hypothesis 6 is supported. This is because experience pleasure has a
positive beta value of 0.749, indicating a positive link between FOE and FBI. FOE

has a p-value of less than 0.05. This means that the positive relationship is
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significant. The tolerance value of FOE is 1.0 which is higher than 0.2 and VIF is
1.0 less than 5 that mean the variable no have multicollinearity problem.

The equation for this model:

FBI = 0.995 + 0.749 (FOE)

4.4 Conclusion

In summary, a comprehensive dataset of 450 respondents was collected and
analyzed using SPSS software. The results obtained from the SPSS analysis
indicated that all the independent variables exhibit a positive relationship with the

dependent variable.
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CHAPTER 5: DISCUSSION AND CONCLUSION

5.0 Introduction

The fifth chapter is to discuss and summarises the outcome analysis of data from
previous analysis. In addition, this chapter will include a discussion of the major
findings, which will include a summary of the main findings to validate the
objectives and hypotheses of this study. Finally, we will provide suggestions for
future research based on the findings of the study as a summary of the research

project.

5.1 Summary of Statistical Analysis

5.1.1 Descriptive Analysis

Table 5.1.1

Summary of Descriptive Analysis

Variables Frequency Percentage (%)

Are you a Malaysian
Yes 400 88.89
No 50 11.11

Your state of origin

Johor 69 17.25
Kedah 73 18.25
Kelantan 21 5.25
Malacca 21 5.25
Negeri Sembilan 33 8.25
Pahang 18 4.25
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Perak 71 17.75
Perlis 27 6.75
Sabah 7 1.75
Sarawak 6 1.50
Selangor 49 12.25
Terengganu 6 1.50
Your country of origin

Singapore 11 22.00
China 17 34.00
Thailand 6 12.00
United States 6 12.00
Germany 7 14.00
Are you a local resident in Penang?

Yes 0 0
No 400 100.00

Have you visited Penang before

Yes 450 100.00

No 0 0

Number of visit(s) in Penang

1 — 2 times 140 31.11
3 — 4 times 120 26.67
More than 5 times 190 42.22

Have you ever travelled to a destination specifically for its food offerings?

Yes 450 100.00

No 0 0

Are you looking for food recommendation for Penang?

Yes 450 100.00
No 0 0
Gender

Male 230 51.11
Female 220 48.89
Age group
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18 & below 21 4.67
19 to 25 154 34.22
26 to 35 113 25.11
36 to 45 86 19.11
46 to 54 40 8.89
55 & above 36 8.00
Religion

Muslim 36 8.00
Christian 84 18.67
Buddhist 241 53.56
Hindu 38 8.44
Atheist 51 11.33

Marital status

Single 254 56.40
Single parent 19 4.20
Married (without children) 47 10.40
Married (with children) 130 28.90
Occupation

Self-employed 68 15.10
Company employee 207 46.00
Public servant 43 9.60
Unemployment 64 14.20
Retired 28 6.20
Other 40 8.90
Highest pursued or attained education level

Secondary School 75 16.70
Foundation or Diploma 73 16.20
Professional Qualification 70 15.60
Undergraduates 175 38.90
Postgraduates 57 12.70

Monthly income
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Below RM2,000 approximate below 114 25.30
USD 454

RM2,001 to RM4,000 approximate 116 25.80
USD 455 to USD 908

RM4,001 to RMG6,000 approximate 99 22.00
USD 909 to USD 1362

RM6,001 to RMS8,000 approximate 69 15.30
USD 1363 to USD 1817

RMS8,001 to RM10,000 approximate 37 8.20
USD 1818 to 2271

Above RM10,000 approximate above 15 3.30
USD 2271

Travel companion

Alone 56 12.40
With  family/ friends (Without

children) 206 45.80
With family/ friends (With children) 127 28.20
Travelling in a packaged tour 61 13.60

Note. Adopted From Questionnaire Survey for Research

Based on the data gathered, Table 5.1.1 provides an overview of the participant's
demographic information and the cumulative outcomes of the screening questions,
all the data above were derived from the collected data in the current study. Based
on the data collected, about 88.89% of respondents are Malaysian, and 11.11% are
from foreign countries. Among the Malaysian respondents, a total of 12 states
participated in the study. Kedah constitutes the highest proportion at 18.25%,
followed closely by Perak at 17.75%, and Johor at 17.25%. These three states
collectively account for the majority of the participants from Malaysia. Besides, for
the foreign countries, there were a total of 5 countries involve Singapore (22%),
China (17%), Thailand (6%), the United States (6%), and Germany (7%).
Furthermore, it is significant to highlight that all 450 respondents from Malaysian
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and foreign countries met the prerequisite criteria of visiting Penang at least once
before participating in the study. The number of the 450 respondents who visited
Penang 1 to 2 times have about 31.11%, 3 to 4 times visited Penang was 26.67%

and more than 5 times visited Penang was 42.22%.

Besides, based on the data collected, the number of male respondents is more
significant than female respondents with reported percentages of 51.11% and 48.89%
respectively. Most of the respondents’ age is between 19 to 25 years old which
accounted for 34.22% of our data and 56.40% of respondents are single. Religious
affiliation showcases a diverse range: Muslim participants form the majority at 85%,
followed by Buddhist respondents at 53.56%, Christians at 18.67%, Hindus at
8.44%, and Atheists at 11.33%. In terms of respondents’ occupations, a majority of
them (46%) are company employees and 25.80% of respondents receive a monthly
income of about RM2,001 to RM4,000 approximate USD 455 to USD 908. In the
total result of the travel companion most of the respondents travel with family/

friends (Without children) (45.80%)

5.1.2 Scale Measurement

Table 5.1.2

Summary of Reliability Test Result

No. | Variable Number of | Cronbach’s Result of
Items Alpha Reliability

1. Novelty and Variety 5 0.772 Good

2. Authentic Experience and | 4 0.686 Fair
Prestige

3. Interpersonal and Culture |5 0.743 Good

4. Health Concern 5 0.801 Very Good

5. Familiarity and Eating 4 0.721 Good
Habits
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6. Sensory and Contextual 4 0.708 Good
Pleasure

7. Food Experience 5 0.744 Good

8. Food-related Behavioural |5 0.750 Good
Intention

Note. Adopted from Questionnaire survey for Research

In the research, the independent variables, which are Novelty and Variety, Authentic
Experience and Prestige, Interpersonal and Culture, Health Concern, Familiarity
and Eating Habits, Sensory and Contextual Pleasure, Food Experience and the DV,
which is Food-related Behavioural Intention, are tested by the reliability analysis.
Based on the outcome generated, all the I'Vs are shown in a fair, good and very good

reliable, with values that fall between the ranges of 0.60 and 0.80.

5.1.3 Inferential Analysis

5.1.3.1 Pearson Correlation Coefficient

Table: 5.1.3.1

Summary of Pearson Correlation Coefficient Result

Cronbach’ Alpha

Novelty and Variety Pearson Correlation 0.655

Sig. (1-tailed) <.001

N 450
Authentic ~ Experience | Pearson Correlation 0.529
and Prestige Sig. (1-tailed) <.001

N 450
Interpersonal and Culture | Pearson Correlation 0.608

Sig. (1-tailed) <.001
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N 450
Health Concern Pearson Correlation 0.592
Sig. (1-tailed) <.001
N 450
Familiarity and Eating | Pearson Correlation 0.698
Habits Sig. (1-tailed) <.001
N 450
Sensory and Contextual | Pearson Correlation 0.723
Pleasure Sig. (1-tailed) <.001
N 450
Food Experience Pearson Correlation 0.749
Sig. (1-tailed) <.001
N 450

Note. Adopted from Questionnaire survey for Research.

The provided table indicates that the Independent Variables (IVs) — namely,
Novelty and Variety, Authentic Experience and Prestige, Interpersonal and Culture,
Health Concern, Familiarity and Eating Habits, Sensory and Contextual Pleasure,
and Food Experience — exhibit a positive correlation with the Dependent Variable
(DV), which is Food-related Behavioural Intention. This positive correlation is

evident from the positive Pearson Correlation values.

It is noteworthy that all the Independent Variables with a significant p-value of
0.001 are indeed associated with the Dependent Variable, Food-related Behavioural
Intention. This significance is confirmed as the p-value of 0.001 is lower than the
chosen alpha value of 0.05. This implies a statistically meaningful relationship
between these variables and suggests that changes in the Independent Variables are
accompanied by corresponding changes in the Dependent Variable, thus making

them potentially influential factors in predicting Food-related Behavioural Intention.
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5.1.3.2 Multiple Regression Analysis

Table 5.1.3.2

Summary of Multiple Linear Regression Analysis Result

Variable Standardized Sig. R-Square
Coefficients

(Constant) 0.620 <0.001

Novelty and | 0.144 0.001 0.661

Variety

Authentic 0.012 0.743 0.661

Experience  and

Prestige

Interpersonal and | 0.079 0.059 0.661

Culture

Health Concern 0.086 0.024 0.661

Familiarity  and | 0.350 <0.001 0.661

Eating Habits

Sensory and | 0.299 <0.001 0.661

Contextual

Pleasure

Note. Adopted from Questionnaire survey for Research.

The above table reveals that the combination of all IVs can explain 66.1% of the
disparity in the food experience, as measured by the R-Square value of 0.661.
Familiarity and eating habits are the most crucial IV, followed by sensory and
contextual pleasure, with a standardized coefficient value of 0.299, and finally,
novelty and variety, with a standardized coefficient value of 0.144. Furthermore,
the other three independent variables, which are authentic experience and prestige
(0.743), interpersonal and culture (0.059), and health concern (0.059) are
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statistically insignificant in measuring food experience, as indicated by their p-

values being higher than the alpha value of 0.05.

5.1.3.2 Simple Linear Regression Analysis

Table 5.1.3.2.1

Summary of Simple Linear Regression Analysis Result

Variable Standardized Sig. R-Square
Coefficients

Constant 0.995 <0.001

Food Experience | 0.749 <0.001 0.561

Note. Adopted from Questionnaire survey for Research

The above table reveals that the combination of food experience (IV) can explain
56.1% of the disparity in the food-behavioural intention, as measured by the R-
Square value of 0.561. Furthermore, the IV of food experience is statistically
significant in measuring food-behavioural intention, as indicated by their p-values

being lower than the alpha value of 0.05.

5.2 Discussion of Major Findings

Table 5.2

Summary of major findings
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Hypotheses

Result

Supported

HI1: There is a positive relationship
between novelty and variety and tourists’

food experience in Penang, Malaysia.

r=0.655
p =<0.0001
(p <0.05)

Supported

H2: There is a positive relationship

between authentic experience and
prestige and tourists’ food experience in

Penang, Malaysia.

r=0.529
p = <0.0001
(p < 0.05)

Not Supported

H3: There is a positive relationship
between interpersonal and culture and
tourists’ food experience in Penang,

Malaysia.

r=0.608
p = <0.0001
(p < 0.05)

Not Supported

H4: There is a positive relationship
between health concern and tourists’ food

experience in Penang, Malaysia.

r=0.592
p =<0.0001
(p <0.05)

Supported

HS5: There is a positive relationship
between familiarity and eating habit and
tourists’ food experience in Penang,

Malaysia.

r=0.698
p = <0.0001
(p < 0.05)

Supported

H6: There is a positive relationship
between sensory and contextual pleasure
and tourists’ food experience in Penang,

Malaysia.

r=0.723
p = <0.0001
(p < 0.05)

Supported
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H7: There is a positive relationship | r=0.749 Supported
between food experience and tourists’ | p=<0.0001
food-related behavioural intention in | (p <0.05)

Penang, Malaysia.

Note. Adopted from Questionnaire survey for Research

5.2.1 Novelty and Variety

Based on the result hypothesis 1 have a positive relationship between novelty and
variety and food experience supported by the result of this study. When the tourist
has a high food experience because of novelty and variety. Penang has many unique
flavours of foods this is due to Penang having many races. Hall and Mitchell (2008)
different regions have distinctive ingredients and cooking techniques; this will be
resulting in diverse and exciting flavours that tourists may not encounter before.
The higher the food novelty and variety the higher the food experience in Penang.
This result is consistent with Mak et.al (2016) as there is a positive relationship with
between novelty and variety and tourist’s food experience which novelty and variety

will affect tourist food experience.

5.2.2 Authentic Experience and Prestige

Hypothesis 2 proposes a relationship between authentic experience and prestige and
food experience is not supported by our research result. The possible reason is
diverse food preferences. Tourists have diverse tastes and preferences when
travelling in Penang, Malaysia. Another reason is that the concept of 'authenticity’
can be complex, especially in a diverse and multicultural destination such as Penang.

Tourists may have different expectations and interpretations of what constitutes an
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authentic experience based on their own cultural background and previous exposure
to certain cuisines. Yeoman et al., (2006) noted that “authenticity” was often defined
by the traveller’s personal definition. Stone et al. (2017) found that authenticity does

not have a significant impact on tourists' food experiences.

5.2.3 Interpersonal and Culture

Hypothesis 3 proposes that there is a positive and significant relationship between
interpersonal and culture and food experience, but our findings do not support this
hypothesis. Individual preferences and experiences may differ, and not every
encounter or cultural feature will necessarily have a favourable influence on every
tourist's gastronomic experience in Penang, Malaysia. Another reason is familiarity
and comfort. Travellers seeking familiar food or who are not adventurous may be
less inclined to engage with locals or explore the nuances of a destination's food
culture. In this case, they may choose foods they are familiar with rather than trying
new foods or interacting with locals. Ellis et al., (2022) has found that tourists’
interpersonal and culture will affect their behaviour, such as food choice and dietary
intake. Ellis et al. (2022) found that interpersonal and culture does not have a

significant impact on tourists' food experiences.

5.2.4 Health Concern

Based on the research result of our study health concern has a positive relationship
with tourists’ food experience in Penang, Malaysia. Nowadays, tourist care about
their health and they will travel for food which is not oily, healthier, with less sugar
and less salt. More people care about their health. tourists prioritize their health
through their food choices, they may experience improved physical and mental

well-being in Penang, Malaysia. The finding is consistent with Mak et.al (2016)
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who found that health concern has a positive significant effect on the tourist food

experience. Thus, hypothesis 4 is supported.

5.2.5 Familiarity and Eating Habit

Based on our findings above, Familiarity and eating habit have the highest
relationship with tourists’ food experience in Penang, Malaysia. It represents
tourists will travel to a place to eat familiar food and eat the food based on their
eating habit. The higher the familiarity and eating habit the higher the food
experience. The result is consistent with Mak et.al (2016) as there is a positive
relationship between familiarity and eating habit which familiarity and eating habit

will affect tourists’ food experience. Hence, hypothesis 5 is supported.

5.2.6 Sensory and Contextual Pleasure

The result shows that sensory and contextual pleasure was found to have a moderate
relationship with tourists’ food experience in Penang, Malaysia. Thus, when the
tourist obtains greater value in the sensory and contextual pleasure, they will show
greater commitment to the food experience. This is because sensory and contextual
pleasure enhances a tourist's food experience by engaging multiple senses,
connecting with the cultural backdrop, and creating lasting memories. The result is
the same as Sharif et al. (2017) as there is a positive relationship between sensory
and contextual pleasure which the sensory and contextual pleasure will affect

tourists’ food experience. Therefore, Hypothesis 6 is supported.

5.2.7 Food Experience
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The outcome of our study confirms Hypothesis 7, which suggests a positive
relationship between tourists' food experience and their intentions concerning food-
related tourism. This connection becomes apparent in cases where tourists perceive
their trip to Penang as valuable. The emotions, memories, and associations formed
during a gratifying meal play a role in shaping preferences, impacting
recommendations, guiding future food choices, and contributing to a more
purposeful approach to food consumption and dining experiences. This discovery
aligns with the findings of Sthapit et al. (2017), who established a positive
relationship of food experience on behavioural intentions among tourists. It also
corresponds with the research by Kivela et al. (2006), who identified the influence

of food experience on tourists' intentions related to food-related activities.

5.3 Implication of the Study

5.3.1 Theoretical Implication

We had applied the Theory of Planned Behaviour (TPB), originally formulated by
Azjen in 1985. This theory has incorporated three psychological factors: subjective
norms, attitudes, and perceived behavioural control. These three categories of
beliefs have been identified as influential in shaping both food-related behavioural
intentions and motivational factors such as novelty and variety, authentic experience
and prestige, interpersonal and cultural aspects, health concern, familiarity and
eating habits, sensory and contextual pleasure, as well as a food experience. Besides,
the TPB has gained widespread application in the field of tourism, particularly in
influencing both the intentions and actual behaviours of tourists at various travel
destinations. Consequently, our study confirms the TPB's assertion that intention

serves as a precursor to behaviour.

The TPB theory has highlighted that the attitude, subjective norms and perceived

behavioural control would influence the behavioural intention, when the tourists
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have a positive experience with food, the tourists may intend to travel for food again.
It was show that how attitude, subjective norms and perceived behavioural control
towards the food experiences to influence the intentions to travel for food. Moreover,
when the tourists share good food experiences with peers and family, it can get
recognition from their social circles while they are travelling for food with the
culture in Penang. This may associate the motivational factors link between food
experiences to intentions. Furthermore, factors that motivate us also play a big role
in making food experiences better. Novel about different types of food and flavours
will attract tourists to explore Penang's cuisine in order to create more unique and
memorable experience behind food. For instance, when Penang’s tourism industry
offers clear information about ingredients, preparation methods, and health-
conscious options, tourists are more likely to feel empowered to make choices
aligned with their health preferences. Therefore, the findings suggest that promoting
diverse, authentic, information of food, pleasurable food experiences can foster
favourable attitudes, subjective norms and perceived behavioural control to

influence tourists' intentions to engage in food-related tourism activities.

Based on our study, we have used motivational factors (novelty and variety,
authentic experience and prestige, interpersonal and cultural, health concern,
familiarity and eating habits, sensory and contextual pleasure, and food experience)
and food-related behavioural intention adopted in TCV. The theory of Consumption
Value (TCV) was identifying five key values that impact consumer purchasing
decisions: functional, social, emotional, epistemic, and conditional. Tourists assign
various values to products, which then guide their buying behaviour. Therefore, this
study would use the theory of consumption value as a foundation to complete
insight into tourists' food selection habits based on motivational factors and food

experience.

According to the Theory of Consumption Value, people buy or use goods and
services based on their perceived utility, which is determined by a variety of
consumption values, including functional value, social value, emotional value,

epistemic value.
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For instance, when visiting a high-end restaurant, different patrons may be
motivated by distinct consumption values. Some may choose the restaurant for
authentic experience and prestige, reflecting its social value that is affected by
interpersonal and cultural factors. Others might be attracted to the romantic
ambience, representing the emotional value (sensory and contextual pleasure, and
food experience. There might have a food selection based on health considerations
that may be influenced by functional value, where the utility is determined by the
food's perceived utility or health advantages. By understanding these factors, the
study aims to provide a comprehensive perspective on how motivational factors and

food experience affect food choices during travel to destinations.

5.3.2 Managerial Implication

Based on our study, we are more focusing on how the motivational factors will lead
to good image on food experience which will meet the tourits’s expectation and
influence the intention of the tourists travel for food. Our study was found that when
the tourists was satisfied the motivational factor of novelty and variety, health
concern, familiarity and eating habits, sensory and contextual pleasure will lead to
a good image on food experience, which will influence food-related behavioural
intention of tourists to make an expenditure on foods offering during travel, while
satisfied authentic experience and prestige and interpersonal and cultural might
have a mild or no influence on it. Therefore, marketers can go through to provide
marketing strategies to attract tourists by satisfy and increase their intention on

food-related tourism in order to gain a competitive advantage.

Food is an important key role to defining the character of tourist locations and
offering a distinctive experience for tourists to travel. It was found that tourists are
more motivated by sensory and contextual factors. Tourism marketers could

emphasize the sensory dimension of the tourist experience such as the role of the
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five human senses (smell, taste, sight, hearing and touch) to enhance the experience
of the tourists (Agapito et al., 2012; Agapito et al., 2013). In other words,
implementing sensory-focus marketing, there is more likely to stimulate the feel,
aroma and ambience and also reach the heart and minds of tourists to purchase the
foods. The food operator can focus on the appearance and atmosphere of eating
establishments, and share history about the cultural importance of meals such as
creating food events that let visitors interact with the local cuisine and culture, such
as market visits, tastings, and group meals. Creating a good image that is not just
visual used, it also integrated with sensory sensation. It was defined as a manner of
processing and storing multi-sensory information in memory (Agapito et al., 2012;

Agapito et al., 2013).

Besides, the government might play a role in tourism development which to attract
tourism by organizing cultural promotion such as cultural festivals and events or
cultural heritage preservation. Numerous intangible cultural aspects, such as music,
language, dance, religion, various art forms, traditional knowledge, culinary
practices, social traditions, rituals, hunting methods, and ceremonies, contribute
sensory and contextual elements that enrich the overall experience, making it more
remarkable. These aspects are rightly recognized and esteemed for their
significance in preserving and promoting cultural heritage within tourism (Timothy,

Dallen J., 2014).

Other than that, food plays a crucial role in shaping the overall tourist experience,
and it aligns well with the evolving perspectives of tourists regarding authenticity
concerning their food experience. Therefore, Marketers might highlight Penang as
a place for food lovers by focusing on special dining experiences, classic dishes,
cooking lessons, and food trips. Featuring local cooks, street food, and food customs
could make it even more appealing (Mkono et al.,, 2013). Marketers could
collaborate with local cooking experts and food writers, make interesting videos
and pictures about the food scene, and offer packages that combine travel with food
experiences to offer a unique food experience for tourists (Okumus, 2021).

Additionally, it is recommended that local food operators focus on creating a
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positive emotional connection with their food. By providing memorable and
enjoyable experiences to tourists, they can make food tourism the preferred choice

for travellers (Yuksel, Yuksel & Bilim, 2010).

On the other hand, factors of authentic experience and prestige are not encourage
for marketers to put effort into since these factors do not have a positive relationship
with food-related behavioural intention. Although past studies have stated that it has
developed into a popular segment of the contemporary tourism business (Long,
2006). However, in our study, it was not necessary to create a unique memory and
food experience from Penang’s tourist perspective. Hence, authentic experiences
and prestige may not effectively enhance tourist food-related behaviour in Penang
because the consumers want the authentic experience to follow the trend of culinary
method. The developing country may not always be the consumer market for upper-
class individuals seeking new experiences due to how difficult to quickly adjust in
changes the environment (Coskun, G., 2021). But it also have a potential to refocus
their efforts and resources on food tourism that have a larger impact on food-related
visitor behaviour is a good idea for tourism marketers and management. However,
the components of prestige and authentic experiences should not be ignored. They
can be used as supporting elements in larger marketing initiatives, where they can

increase the attraction of more powerful elements (Stone et al.,2018).

Hence, our study proposes the need for additional research into the favourable
connection between motivational factor specifically excluding authentic experience
and prestige, as well as interpersonal and culture aspects food experience, and the
intentions related to engaging in food-related activities within food tourism. This
further investigation would help in better understanding the importance of these
factors in different culture background of tourists in supporting and enhancing food
tourism experiences in order to predict the tourist’s intention and actual behaviour

effectively.
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5.4 Limitation for Future Research

Based on our study, we had found some of the limitation during the period of data
collection. The limitation which included our target respondent (local and
international tourists) only limited on the views of tourists who had been visited in
Penang. There is a restriction between the target respondent sample and the general
population, as our study did not include individuals who have never visited Penang
or those who were unable to visit during the data collection. Therefore, this may
lead to a biased representation of the overall views and experiences of tourists in
Penang. The study may not have captured the perspectives of potential tourists who

had negative opinions or concerns that prevented them from visiting Penang.

Another one of the limitations is we are only using the quantitative method in our
study. This is because using the quantitative method has limited flexibility for our
study, which means that the target respondents cannot fully express their opinions
and thoughts by choosing and answering the question by using the Likert scale
(agree to disagree scale). On top of that, the closed-ended questions are one of a
common feature of quantitative questionnaires. This also means we might miss
chances to discover new things from what people think. Also, our research questions
involving subjective experiences, individual motivations, or complex social
interactions may not be effectively addressed using quantitative methods only. This
issue becomes more challenging when studying sensitive subjects or trying to
understand different points of view. When people have a wide range of opinions,
using fixed questions might not show all those views properly. This can make the
research less trustworthy and less valid. The research study might be overlooked or

oversimplified, leading to incomplete or inaccurate conclusions.

Besides that, the following limitation is sampling method restriction. The sampling
method that we applied in our study is the convenience sampling method for the

questionnaire in Sections B, C and D. This method was chosen because it is readily
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available and convenient for limited financial, time, and personnel. Convenience
sampling was referring on selecting participants based on their availability and
willingness to participate in the research but it only primarily consists of objective
questions. However, it is essential to acknowledge that convenience sampling
allows for a significant degree of self-selection among respondents. This self-
selection introduces the possibility of outliers, individuals who may not accurately
represent the broader target group of the research. The presence of outliers can
potentially introduce bias and impact the overall quality of the study results and
outcomes (Etikan et al., 2016)."

5.5 Recommendation for Future Research

Based on the limitation given, there are several recommendations for it to enhance
the standard and quality of future research studies. First and foremost, the future
research may increase the target respondents other from Penang states, which is
travel for food for other states also such as Kuala Lumpur, Pahang (Cameron
Highlands), Malacca (Old Towns), Kedah (Langkawi), and so on. This may increase
the reliability and validity of the findings.

Besides, future researchers could adopt a mixed-methods approach by combining
quantitative and qualitative methods. This approach would provide a more
comprehensive understanding of the research topic by capturing Likert scale data
and rich contextual information. Future researchers should consider incorporating
qualitative research methods for topics that involve subjective experiences,
complex social interactions, or individual motivations. Qualitative methods such as
interviews, focus groups, or content analysis can provide deeper insights into
participants' thoughts and emotions, allowing for a more nuanced understanding of
the research questions. In addition, researchers should include open-ended
questions in future research. Open-ended questions allow participants to express

themselves in their own words, allowing for the emergence of unexpected insights
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and novel perspectives. This can help researchers uncover nuances that might be
overlooked with closed-ended responses. It can provide an "Other" or "Specity"
option where respondents can enter their responses if none of the provided choices

accurately represent their views.

Lastly, the future research could use the probability sampling with non-probability
sampling method (convenience sampling) to guarantee that the respondents are
relevant to the study and to reduce the chance of receiving underperforming
findings from convenience sampling. To get a more accurate result from a big
population, researchers should additionally apply simple random sampling rather
than only convenience selection from non-probability sampling. Every individual
can be picked to respond to the questionnaire that researchers have circulated,
according to Berndt (2020). Using convenience and simple random sampling can

help researchers obtain more accurate results.

5.6 Conclusion

Food combined with tourism is the act of travelling for the purpose of experiencing
food that helps to promote the local cuisine and culture, attract visitors to travel and
improve the image of the destination. On top of that, the food and beverage sector
placed in the top two of the total tourism spending. It was shown that the choice
made by tourists will be influenced by tourists' intention among diverse food in
travel destinations. Besides, Penang is one of the states of Malaysia, and is the most
popular destination to travel for food-related tourism because Penang offers a
delightful and varied selection of culinary delights. However, the role of Malaysian
Heritage Food in promoting cultural values is still not fully recognized. It is difficult
to identify that how the tourist’s motivational factors shaping food experience and
influence the intention on food choice, especially for developers to use the suitable

strategies to attract the tourists made a food expenditure in Penang.
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Motivational factors are always a motivator for tourists' food-related behavioural
intention to the travel Penang in Malaysia. Therefore, it is an important trend for
sector tourism to have a development on foods to attract the tourist. Therefore,
motivational factors such as novelty and variety, health concern, familiarity and
eating habits, sensory and contextual pleasure was positively affect the food
experience and food-related behavioural intention except authentic experience and

prestige and interpersonal and cultural.

In our study, we have proposed a structured framework and hypotheses
development that based on problem statement to ensure the positive relationships
between several independent variables and the dependent variable of food-related
behavioural intention of different culture lens of tourists in Pennag. The
independent variables we examined include novelty and variety health concerns,
familiarity and eating habits, sensory and contextual pleasure, authentic experience
and prestige, as well as interpersonal and culture factors. To examine these
relationships, we have applied the Theory of Planned Behaviour and the Theory of
Consumption Value in our conceptual frameworks study and practice to explain the
factors towards with food experience and food-related behavioural intentions of the

tourists.

For the targeted responses in our study, we targeted domestic and foreign tourists
who travelled to Penang for food for our study. We collected data through self-filled
questionnaires, convenient sampling method in demographic profile, motivational
factors and food-related behavioural intention; and judgemental sampling methods

in screening question and used a total of 450 responses in our study.

To explore how the factors that we are studying are connected, we applied statistical
analysis, including the Pearson Correlation Coefficient Analysis, Multiple Linear
Regression Analysis, and simple linear regression analysis. The results from the
Pearson Correlation Coefficient Analysis indicated that all the factors we looked at
have a positive relationship. However, for the Multiple Linear Regression Analysis

except for authentic experience and prestige, interpersonal and culture factors, all

Page 142 of 216



Factors Influencing Tourists' Intention to Travel for Food-Related Tourism In Penang, Malaysia.

the other motivational factors we studied had a positive relationship on the
variability we observed in the intention to engage in food-related tourisms while
travelling in Penang. Among these factors, the one related to food experience stated

that is the most influential predictor for influencing the tourist’s intention.

Therefore, the future research for this study should be focused on the other
motivational factors, discover more multi-group of tourists to understands tourist’s
intentions and food experience in food-related tourism for further improvement and

development in food tourism business.
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Appendix 2: Questionnaire of the Study

UNIVERSITI TUNKU ABDUL RAHMAN

UNIVERSITI TUNKU ABDUL REHMAN
FACULTY OF BUSINESS AND FINANCE
BACHELOR OF BUSINESS ADMINISTRATION
FINAL YEAR PROJECT

Factors Influencing Intention to Travel for Food-related Tourism in Penang,

Malaysia.

Dear Respondent,

Warmest greeting from University Tunku Abdul Rahman (UTAR)

We are the final year undergraduate students of Bachelor of Business
Administration (Honours), Universiti Tunku Abdul Rahman (UTAR). The
purpose of this survey is to conduct research to investigate the factors that affect
the intention of consumption behaviour about food related tourism through
influencer marketing. Please answer all questions to the best of your knowledge.
There are no wrong responses to any of these statements. All responses are

collected for academic research purpose and will be kept strictly confidential.

Thank you for your participation.
Instructions:
1) There are four (4) sections in this questionnaire. Please answer ALL questions

in ALL sections.
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2) This form will take you less than 10-15 minutes to complete.

3) The contents of this questionnaire will be kept strictly confidential.

Personal Data Protection Notice

Please be informed that in accordance with Personal Data Protection Act 2010
("PDPA") with came into force on 15 November 2013, Universiti Tunku Abdul
Rahman ("UTAR") is hereby bound to take notice and require consent in relation
to the collection, recording, personal information.

Notice:

1. The purposes for which your personal data may be used are inclusive but not
limited to: -

2. Your personal data may be transferred and/ or disclosed to the third party
and/or UTAR collaborative partners including but not limited to the respective
and appointed outsourcing agents for purpose of fulfilling our obligations to you
in respect of the purposes and all such other purposes that are related to the
purposes and in providing integrated services, maintaining and storing records.
Your data may be shared when required by laws and when disclosure is necessary

to comply with applicable laws.

3. Any personal information retained by UTAR shall be destroyed and/or deleted
in accordance with our retention policy applicable to us in the event such

information is no longer required.

4. UTAR is committed to ensuring the confidentiality, protection, security, and
accuracy of your personal information made available to us and it has been our
ongoing strict policy to ensure that your personal information is accurate,
complete, not misleading, and updated. UTAR would also ensure that your

personal data shall not be used for political and commercial purposes.
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1. By submitting this form you hereby authorize and consent to us processing
(including disclosing) your personal data and any updates of your information, for
the purposes and/or for ant updates of your information, purposes and/or for any

other purposes related to the purposes.

2. If you do not consent or subsequently withdraw your consent to the processing
and disclosure of your personal data, UTAR will not be able to fulfil our
obligations or contact you or assist you in respect of the purposes and/or for any

other purposes related to the purpose.

3. You may access and update your personal data by writing to us at
1. Chong Joe Yee (chongjoeyee5@ lutar.my/chongjoeyee5@gmail.com)

2. Tan Mei Qin (meiqin0303@ lutar.my/meigin16@gmail.com)

Acknowledgement of Notice

[ 11 have been notified by you that | hereby understood, consented and agreed as

per UTAR for above notice.

[ 11 disagree, my personal data will be processed.

If you have any enquiries, please do not hesitate to contact us.

Thank you.

Student Name Student 1D Email Address

Chong Joe Yee 20ABB06445 chongjoeyee5@gmail.com
Tan Mei Qin 19ABB04736 meiginl6@gmail.com
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Goh Jenny 19ABB04564 jennygoh0406@gmail.com

Teo Khai Pin 19ABB04644 teohkhaipin@gmail.com

Section A: Screening Question Profile

This section is about filtering information. Please state and select the most

suitable option.
1. Are you a Malaysian?
o Yes

Your state of origin:

o No

Your country of origin:

2. Are you a local resident in Penang?
o Yes
o No

Have you visited Penang before?

o No
o Yes

Number of visit(s) in Penang

o 1-2times
o 3-4times

o More than 5 times

3. Have you ever travelled to a destination specifically for its food offerings?
o Yes

o No
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4. Are you looking for food recommendations in Penang?
o Yes

o No

Section B: Social-demographic Profile

This section is about your demographic information. Please state and select the

most suitable option.
1. Gender
o Male

o Female

2. Age Group
o 18 & below
o 181025
o 261035
o 361045
o 46to 54

o 55 & above

3. Religion
o Muslim
o Christian
o Buddhist
o Hindu

o Atheist (no religion)
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o Other:

4. Marital Status
o Single
o Single parent
o Married (without children)

o Married (with children)

5. Occupation
o Self-employed
o Company employee
o Public Servant
o Unemployed
o Retired

o Other:

6. Highest pursued or attained education level
o Secondary School
o Foundation or Diploma
o Professional Qualification
o Undergraduates
o Postgraduates Degree

o Other:

7. Income level
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o Below RM2,000 approximate below USD 454

o RM2,001 to RM4,000 approximate USD 455 to USD 908

o RMA4,001 to RM6,000 approximate USD 909 to USD 1362
o RMG6,001 to RM8,000 approximate USD 1363 to USD 1817
o RMB8,001 to RM10,000 approximate USD 1818 to 2271

o Above RM10,000 approximate above USD 2271

8. Travel companion
o Alone
o With family/ friends (Without children)
o With family/ friends (With children)
o Travelling in a packaged tour

Section C: Factors Influencing Intention to Travel for Food-Related Tourism

in Penang, Malaysia.

Section C: Factors Influencing Intention to Travel for Food-
Related Tourism in Penang, Malaysia.

This section is seeking your opinion regarding to the factors to travel for Food-
Related Tourism in Penang. Please indicate your opinion with each statement based
on the 5-point scale.

Strongly Disagree (1) ; Disagree (2) ; Neutral (3) ; Agree (4) ; Strongly Agree (5)

No. Particulars

Novelty or Variety
Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
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Factor 1: Novelty and Variety

It refers to the introduction of new and unique food experiences as well as the

availability of diverse food options.

1 | To try the well-known A% 1 2 3 4 5
foods/dishes in Penang.

2 | To try out foods I have never tried N 1 2 3 4 5
before.

3 | To try foods that are novel (new) N 1 2 3 4 5
to me.

4 | To sample a wide variety of \" 1 2 3 4 5
foods/dishes in Penang.

5 | To be adventurous in trying out N&V | 1 2 3 4 5
various foods in Penang.

No. Particulars 5 § § = § §
o, 8| &b | B & B
d| 22| 2| |¢
L7 Al A =
g2 > g
£5 | 2 £
= S N
< 7

Factor 2: Authentic Experience and Prestige

It refers to the perception of high quality and cultural representation of food

experience.
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1 | To try foods that are only A 1 2 3 4 5

available in Penang.

2 | To sample authentic local foods. A 1 2 3 4 5

3 To dine-in restaurants with A 1 2 3 4 5

authentic local ambience.

4 To dine-in restaurants that are P 1 2 3 4 5
recommended by the media. (e.g.,

travel guidebooks, Internet, TV)
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No.

Particulars

Interpersonal or

Culture

Strongly Disagree

Disagree

Neutral

Agree

Strongly Agree

Factor 3: Interpersonal and Culture

It refers to social interactions and relationships that occur between visitors and

locals with customs, traditions, and values of a particular society or group.

1 To visit lively and friendly dining I 1 2 3 4 5
places.

2 | To have enjoyable Penang food I 1 2 3 4 5
with my travel companions
(partners).

3 | To have foods that my travel I 1 2 3 4 5
companions (partners) like.

4 | To learn about local food C 1 2 3 4 5
traditions and culture.

5 | To increase my knowledge about C 1 2 3 4 5

the local culture through my

dining experiences.
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No. Particulars o © 0 = 0
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Factor 4: Health Concern

It refers to the consideration of nutritional value and potential health impacts of food choices.

1 To travel for 1 2 3 4 5
food with fresh
ingredients and

natural flavour.

2 To enquire 1 2 3 4 5
about the
ingredients in
local foods
before trying

them.

3 To consume 1 2 3 4 5
food that
provides high
nutritional

value.

4 To enjoy foods 1 2 3 4 5
that makes me

healthy.

5 To have foods 1 2 3 4 5
that keep me
maintain

healthy weight.
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No. Particulars

Familiarity or
Eating Habit
Strongly Disagree

Disagree
Neutral

Agree
Strongly Agree

Factor 5: Familiarity and Eating Habit

It refers to consuming familiar food through repeated exposure, and the habitual

patterns of food consumption in food experiences.

1 To have foods that match with my E 1 2 3 4 5

usual eating habit.

2 | To enjoy foods that I am familiar F 1 2 3 4 5

with.

3 To dine-in chain restaurants that I F&E 1 2 3 4 5

have been to.

4 To consume foods from a well- F&E 1 2 3 4 5

known brand.
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No. Particulars

Disagree
Neutral

Agree
Strongly Agree

Sensory or
Contextual Pleasure
Strongly Disagree

Factor 6: Sensory and Contextual Pleasure

It refers to the enjoyment of a food experience influenced by both the sensory
aspects of the food (taste, texture, and aroma) and the contextual elements of the

environment (service and company).

1 To enjoy a good selection of local C 1 2 3 4 5

and international foods in Penang.

2 | To enjoy foods that are delicious. S 1 2 3 4 5

3 To dine-in restaurants with a C 1 2 3 4 5

pleasant atmosphere.

4 | To try out foods that are presented S 1 2 3 4 5

attractively.
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N Particulars

o

Strongly
Disagree
Disagree
Neutral
Agree
Strongly
Agree

Factor 7: Food Experience

It refers to memorable sensory, emotional engagement and cultural interactions with foods.

1 | I am satisfied 1 2 3 4 5
with the quality

service.

2 | Comparing 1 2 3 4 5
expectancy and
actual
experience it
was worth
money (good

value).

3 | Food and 1 2 3 4 5
beverage

experience was
memorable and

enriching.

4 | I won’t forget 1 2 3 4 5
my local food
experience in

Penang.

5 | I have 1 2 3 4 5
encountered a
great social
interaction

during my local
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food
experience,
which I
enjoyed.
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Section D: Food-related Behavioural Intention

This section is seeking your opinion regarding to the Behavioural /ntention in Food-
related Penang. Please indicate your opinion with each statement based on the 5-

point scale.

Strongly Disagree (1) ; Disagree (2) ; Neutral (3) ; Agree (4) ; Strongly Agree (5)

No. Particulars

Strongly Disagree
Disagree

Neutral

Agree

Strongly Agree

Dependent Variable: Food-related Behavioural Intention

It refers to an individual's conscious decision to choose a particular food or food-

related behaviour.

1 | If there was any opportunity, I would like to 1 2 3 4 5
visit the same food destination in Penang

again.

2 | I would gladly recommend Penang to 1 2 3 4 5
friends and relatives as worth for food and

tourism.

3 | I would gladly tell again the pleasurable 1 2 3 4 5
food and beverage moments that bind me to

stay in Penang.

4 | I predict I would visit and taste a specific 1 2 3 4 5
food introduced by Penang food blogs in the

future

5 | I will certainly invest time, money, and 1 2 3 4 5

effort to travel for food tourism.
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Appendix 3: Reliability Test for Pilot Test
Independent Variables: Novelty and Variety

Case Processing Summary

N %
Cases Valid 60 93.8
Excluded?® 4 6.3
Total 64 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on

[rnnt}a[h's Standardized
Alpha Items N of Items
.800 799 5

Scale Statistics

Std,
Mean  Variance  Deviation N of Items
2162 10,037 3.168 5

Independent Variables: Authentic Experience and Prestige
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Case Processing Summary

N %
Cases Valid 60 93.8
Excluded?® 4 6.3
Total 64 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's  Standardized
Alpha ltems N of ftems
899 401 4

Scale Statistics

Std.
Mean  Variance Deviation N of Items

16.97 12711 3.565 4

Independent Variables: Interpersonal and Culture
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Case Processing Summary

N %
Cases Valid 60 93.8
Excluded?® 4 6.3
Total 64 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's

Alpha Based

on

[runbach's Standardized
Alpha ltems N of ltems
.B08 B74 5

Scale Statistics

Std.
Mean  Variance  Deviation N of ltems
21.28 16952 4.117 5

Independent Variables: Health Concern

Case Processing Summary

N %
Cases Valid 60 93.8
Excluded?® 4 6.3
Total 64 100.0

a. Listwise deletion based on all
variables in the procedure.
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Reliability Statistics

Cronbach's
Alpha Based
on
Erﬂ,nbar_h'g Standardized
Alpha ltems N of tems
962 963 5
Scale Statistics
Std,
Mean  Variance  Deviation N of lems
20.57  30.148 5.491 5

Independent Variables: Familiarly and Eating Habit

Case Processing Summary

N %
Cases Valid 60 93.8
Excluded?® 4 6.3
Total 64 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha ftems N of ltems
920 G20 4
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Scale Statistics

Std.
Mean  Variance Deviation N of ftems

16.42 14.145 3.761 4

Independent Variables: Sensory and Contextual Pleasure

Case Processing Summary

N %
Cases Valid 60 93.8
Excluded?® 4 6.3
Total 64 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's

Alpha Based

Cronbach's Standgpdized
Alpha ltems N of ltems
926 930 4

Scale Statistics

Std.
Mean  Variance  Deviation N of ltems
17.15  11.858 3.444 4

Independent Variables: Food Experience
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Case Processing Summary

N %
Cases Valid 60 93.8
Excluded?® 4 6.3
Total 64 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on

Cronbach's Standardized
Alpha ltems N of Items
930 932 5

Scale Statistics

Std,
Mean  Variance  Deviation N of ltems
2132  19.440 4,409 5

Dependent Variable: Food Related Behavioral Intention.

Case Processing Summary

N %
Cases Valid 60 93.8
Excluded® 4 6.3
Total 64 100.0

a. Listwise deletion based on all
variables in the procedure.
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Reliability Statistics

Cronbach's
Alpha Based
on

Cronbach's Standardized
Alpha ftems N of ltems
919 919 5

Scale Statistics

Std.
Mean  Variance  Deviation N of ltems
21.2000 18.908 4,34839 5

Appendix 4: Reliability Test for Actual Study

Independent Variables: Novelty and Variety

Case Processing Summary

N %
Cases Valid 450 100.0
Excluded?® 0 .0
Total 450 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha ltems N of ltems
TTE TFE 5
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Scale Statistics

Std.
Mean Variance Deviation N of ltems

21.47 12.089 3.477 5

Independent Variables: Authentic Experience and Prestige

Case Processing Summary

N %
Cases Valid 450 100.0
Excluded?® 0 .0
Total 450 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Erunbar_h's Standardized
Alpha ltems N of Items
.686 687 4
Scale Statistics
Std.
Mean  Variance  Deviation N of ltems
16.78  B8.922 2.987 4

Independent Variables: Interpersonal and Culture
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Case Processing Summary

N %
Cases Valid 450 100.0
Excluded?® 0 .0
Total 450 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha ltems N of Items
A43 a4 5

Independent Variables: Health Concern

Case Processing Summary

N %
Cases Valid 450 100.0
Excluded?® 0 .0
Total 450 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of Items
801 801 5
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Scale Statistics

Stal.
Mean  Variance Deviation N of ltems

21.24 13371 3.657 5

Independent Variables: Familiarly and Eating Habit

Case Processing Summary

N %
Cases Valid 450 100.0
Excluded?® 0 .0
Total 450 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha tems N of tems
721 723 4
Scale Statistics
Std.
Mean  Variance  Deviation N of ltems
17.13 7.768 2787 4
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Independent Variables: Sensory and Contextual Pleasure

Case Processing Summary

N %
Cases Valid 450 100.0
Excluded?® 0 .0
Total 450 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Erunbar_h's Standardized
Alpha ltems N of tems
J08 J08 4
Scale Statistics
St
Mean  Variance  Deviation N of ltems
1727 1.239 2.691 4
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Independent Variables: Food Experience

Case Processing Summary

N %
Cases Valid 450 100.0
Excluded?® 0 .0
Total 450 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's

Alpha Based

on

Cronbach's Standardized
Alpha [tems N of ltems
.708 .708 4

Scale Statistics

Stdl.
Mean  Variance  Deviation N of ltems
21.74 9619 3.101 5
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Dependent Variable: Food Related Behavioral Intention.

Case Processing Summary

N %
Cases Valid 450 100.0
Excluded?® 0 .0
Total 450 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Erunbaf_h's Standardized
Alpha ltems N of ltems
50 53 5
Scale Statistics
Std.
Mean  Variance  Deviation N of ltems
21,5844  10.016 3.10484 5
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Appendix 5: Descriptive Analysis
Independent variable: Novelty and Variety

Item Statistics

Std.

Mean Deviation N
1. [ wish to try the well- 4.27 1.014 450
known foods in Penang.
2. | wish to try out 430 953 450
foods | have never
tasted before.
3. 1wish to try foods 4.24 954 450
that are novel (new) to
me.
4. lwish to sample a 433 966 450
wide variety of foods in
Penang.
5. |wish to explore 434 917 450

various foods in Penang.

Independent variable: Authentic and Prestige

Item Statistics

Std.

Mean Deviation N
1. | wish to try foods 4.25 .964 450
that are only available in
Penang.
2. | wish to sample 4.24 1.006 450
authentic local foods.
3. | wish to dine-in 4.16 1.100 450
restaurants with
authentic local
ambience.
4. lwish to dine-in 4.14 1.085 450

restaurants that are
recommended by the
media. (e.g., travel
guidebooks, Internet,
v
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Independent variable: Interpersonal and Culture

Item Statistics

Std.
Mean Deviation M

1. |wish to visit lively 4.35 957 450
cum friendly dining
places.

2. lwish to have 4.16 1.032 450
enjoyable food with my

travel companions

(partners).

3. Iwish to have foods 4.31 922 450
that my travel

companions (partners)

like.

4. | wish to learn about 4.15 1.062 450
local food traditional
value.

5. lwish to increase my 4.23 1.065 450
knowledge about the

local culture through my

dining experiences.

Independent variable: Health Concern

Item Statistics

5td.
Mean Deviation M

1. |wish to travel for 432 919 450
food with fresh

ingredients and natural

flavour.

2. |wish to enquire 4.23 .992 450
about the ingredients in

local foods before trying

them.

3. | wish to consume 4.22 1.023 450
food that provides high
nutritional value.

4. | wish to enjoy foods 428 935 450
that makes me healthy.

5. lwish to have foods 4.20 1.028 450
that keep me maintain
healthy weight.
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Independent variable: Familiarity and Eating Habit

Item Statistics

Std.

Mean Deviation N
1. |wish to have foods 4.34 887 450
that match with my
usual eating habit.
2. | wish to enjoy foods 4.33 851 450
that | am familiar with.
3. | wish to dine-in 4.23 .994 450
chain restaurants that |
have been to.
4. | wish to consume 4.23 1.032 450
foods from a well-
known brand.

Independent variable: Sensory and Contextual Pleasure

Item Statistics

Std.

Mean Deviation N
1. Iwish to enjoy a 4.27 .959 450
good selection of local
and international foods
in Penang.
2. lwishto Efgﬂ\’ 4.41 810 450
foods that are delicious.
3. |wish to dine-in 431 939 450

restaurants with a
pleasant atmosphere.

4. |wish to try out 4.28 967 450
foods that are
presented attractively.
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Independent variable: Food Experience

Item Statistics

Std.
Mean Deviation M

1. | am satisfied with 4.43 795 450
the quality service.

2. Comparing 4.36 861 450
expectancy and actual

experience it was worth

money (good value).

3. Food and beverage 4.38 880 450
EXpEerience was

memorable and

enriching.

4. | won't forget my 4.30 915 450
local food experience in
Penang.

5. | have encountered a 4.28 955 450
great social interaction
in food culture, which |

enjoyed.

Dependent variable: Food-related Behavioral Intention

Item Statistics

Std.
Mean Dewviation ]

1. If there was any 4.3489 54714 450
opportunity, | would like

to visit the same food

destination in Penang

again.

2. lwould gladly 4.3800 .B4160 450
recommend Penang to

friends and relatives as

worth for food and

TOLUFISm.

3. Iwould gladly tell 4.3156 .88188 450
again the pleasurable

food and beverage

moments that bind me

o stay in Penang.

4. | predict | would 4.2711 97053 450
visit and taste a specific

food introduced by

Penang food blogs in

the future.

5. | will certainly invest 4.2689 92775 450
time, money, and effort

to travel for food

TOUFIS M.
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Screening Question Profile: Are you a Malaysian?

L. Are you a Malaysian?

Cumulative
Frequency  Percent  Valid Percent Percent
Valid 1 401 89.1 89.1 89.1
2 49 10.9 10.9 100.0

Total 450 100.0 100.0

Screening Question Profile: Your state of origin

Your state of origin

Cumulative
Frequency  Percent  Valid Percent Percent

Valid  #N/ 49 10.9 10.9 10.9
1 69 15.3 15.3 26.2
10 ] 1.3 1.3 27.6
11 49 10.9 10.9 38.4
12 b 1.3 1.3 39.8
. 73 16.2 16.2 56.0
3 21 4.7 4.7 60.7
4 21 4.7 4.7 65.3
5 33 7.3 7.3 72.7
b 18 4.0 4.0 76.7
7 71 15.8 15.8 92.4
8 27 6.0 6.0 98.4
9 7 1.6 1.6 100.0
Total 450 100.0 100.0

Screening Question Profile: Your state of origin: Your country of origin
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Your country of origin
Cumulative
Frequency ~ Percent  Valid Percent  Percent
Valid  #N/ 400 889 88.9 §8.9
1 11 24 24 91.3
l 17 3.8 3.8 95.1
3 i 13 1.3 96.4
4 b 1.3 1.3 97.8
5 7 1.6 1.6 99.3
i 3 7 J 100.0
Tofal 450 100.0 100.0

Screening Question Profile: Are you a local resident in Penang.

2. Are you a local resident in Penang?

Cumulative

Frequency Percent  Valid Percent  Percent

Vald 2 400 B89 100.0 100.0
Missing  System 50 11.1
Tofal 450 100.0

Screening Question Profile: Have you visited Penang before

Have you visited Penang before?

Cumulative
Frequency  Percent  Valid Percent  Percent
Valid 1 450 1000 100.0 100.0
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Screening Question Profile: Number of visit(s) in Penang

Number of visit(s) in Penang

Cumulative

Frequency Percent  Valid Percent Percent
Valid 1 140 3l.1 3l.1 3l.1
2 120 26.7 26.7 57.8
3 190 42.2 42.2 100.0

Total 450 100.0 100.0

Screening Question Profile: Have you ever travelled to a destination specifically for
its food offerings?

3. Have you ever travelled to a destination specifically

for its food offerings?
Cumulative
Frequency  Percent  Valid Percent Percent
Valid 1 449 99.8 100.0 100.0
Missing  System 1 Y
Total 450  100.0

Screening Question Profile: Are you looking for food recommendation in Penang?

4, Are you looking for food recommendations in

Fenang?
Cumulative
Frequency  Percent  Valid Percent Percent
Valid 1 450 100.0 100.0 100.0

Demographic Profile: Gender
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1. Gender
Cumulative
Frequency  Percent  Valid Percent Percent
Valid 1 230 51.1 51.1 51.1
Z 220 48.9 48.9 100.0
Total 450 100.0 100.0
Demographic Profile: Age Group
2. Agﬂ Gruup
Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 21 4.7 4.7 4.7
Z 154 i4.2 34.2 18.9
3 113 25.1 25.1 b4.0
4 86 19.1 19.1 83.1
5 40 8.9 8.9 92.0
b 36 8.0 8.0 100.0
Total 450 100.0 100.0
Demographic Profile: Religion
3. Religion
Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 36 B.0 8.0 B.0
Z B4 18.7 18.7 26.7
3 241 53.6 53.b 80.2
4 38 B.4 8.4 BE.7
51 11.3 11.3 100.0

Total 450 100.0 100.0
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Demographic Profile: Marital Status

4, Marital Status

Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 254 56.4 56.4 56.4
2 19 4.2 4.2 60.7
3 47 10.4 10.4 71.1
4 130 28.9 28.9 100.0
Total 450 100.0 100.0
Demographic Profile: Occupation
5. Occupation
Cumulative
Frequency  Percent  Valid Percent Percent
valid 1 68 15.1 15.1 15.1
2 207 46.0 46.0 61.1
3 43 9.6 9.6 70.7
o 64 14.2 14.2 84.9
5 28 6.2 6.2 91.1
b 40 8.9 8.9 100.0

Total 450 100.0 100.0

Demographic Profile: Highest pursued or attained education level.

6. Highest pursued or attained education level

Cumulative
Frequency  Percent  Valid Percent Percent

Valid 1 75 16.7 16.7 16.7
2 73 16.2 16.2 32.9
3 70 15.6 15.6 48.4
4 175 38.9 38.9 87.3
5 57 12.7 12.7 100.0
Total 450 100.0 100.0
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Demographic Profile: Monthly Income

7. Income level

Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 114 25.3 25.3 25.3
2 116 25.8 25.8 51.1
3 99 22.0 22.0 73.1
4 69 15.3 15.3 88.4
5 37 8.2 8.2 96.7
b 15 3.3 3.3 100.0
Total 450 100.0 100.0
Demographic Profile: Travel Companion
8. Travel companion
Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 56 12.4 12.4 12.4
z 206 45.8 45.8 58.2
3 127 28.2 28.2 86.4
4 61 13.6 13.6 100.0
Total 450 100.0 100.0
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Appendix 6: Pearson Correlation Coefficient Analysis
Correlations Between Novelty and Variety and Food Experience

Correlations
M Foe

My Pearson Correlation 1 655"

Sig. (1-tailed) <.001

N 450 450
Foe Pearson Correlation 655 1

Sig. (1-tailed) <.001

M 450 450

**. Correlation is significant at the 0.01 level

(1-tailed).

Correlations Between Authentic and Prestige and Food Experience

Correlations
Ap Foe

Ap Pearson Correlation 1 529"

Sig. (1-tailed) <.001

M 450 450
Foe Pearson Correlation 529" 1

Sig. (1 -tailed) <.001

M 450 450

**_ Correlation is significant at the 0.01 lewvel

(1-tailed).

Correlations Between Interpersonal and Culture and Food Experience

Correlations
lc Foe

Ic Pearson Correlation 1 608"

Sig. (1-tailed) <. 001

M 450 450
Foe Pearson Correlation .608"" 1

Sig. (1-tailed) <.001

| 450 450

**_Correlation is significant at the 0.01 level

(1-tailed).

Correlations Between Health Concern and Food Experience
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Correlations
Hc Foe

Hc Pearson Correlation 1 .592""

5ig. (L-tailed) <.001

M 450 450
Foe Pearson Correlation .592"" 1

Sig. (1-tailed) =.001

M 450 450

**_ Correlation is significant at the 0.01 leve|

(1-tailed).

Correlations Between Familiarity and Eating habit and Food Experience

Correlations
Hec Foe

Hc Pearson Correlation 1 59277

5ig. {1-tailed) <.001

M 450 450
Foe Pearson Correlation 592" 1

Sig. (1-tailed) <.001

M 450 450

**_(Correlation is significant at the 0.01 level

(1-tailed).

Correlations Between Sensory and Contextual Pleasure and Food Experience

Correlations
5c Foe

5C Pearson Correlation 1 7237

Sig. (1 -tailed) <001

M 450 450
Foe Pearson Correlation 7237 1

Sig. (1-tailed) <.001

M 450 450

** Correlation is significant at the 0.01 level

(1-tailed).
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Correlations Between Food Experience and Food-related Behavioral Intention

Correlations
Foe Flvi

Foe Pearson Correlation 1 749"

Sig. (1-tailed) =<.001

M 450 450
Fbi Pearson Correlation 749" 1

Sig. (1-tailed) <.001

M 450 450

**_ Correlation is significant at the 0.01 level
(1-tailed).

Appendix 7: Multiple Linear Regression analysis (Full Data)

Model Summaryb
Change Statistics
Adjusted R~ Std. Error of R Square
Model R R Square Square the Estimate Change  FChange  dfl dfz  Sig. F Change
1 813° 661 657 36334 661 144.280 443 <001
a. Predictors: (Constant), Sc, Ap, Fe, Hc, It, Nv
b. Dependent Variable: Foe
ANOVA?
Sum of
Model Squares df Mean Square F 5ig.
1 Regression 114.281 b 19.047 144.280 <.001°
Residual 58.482 443 132
Total 172.762 449

a. Dependent Variable: Foe
b. Predictors: (Constant), Sc, Ap, Fe, He, Ic, Nv
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Coefficients?

Standardized
Unstandardized Coefficients  Coefficients

Collinearity Statistics

Model B Std. Error Beta t 5ig. Tolerance VIF

1 (Constant) 620 130 4772 <001
Nv 129 040 144 3.201 001 376 2.662
Ap 010 032 012 328 743 528 1.893
Ic 069 037 079 1.893 059 437 2.288
He 073 032 086 2.257 024 521 1919
Fe 312 033 350 9.564 <001 570 1754
5¢ 276 042 299 6.562 <001 368 2721

a. Dependent Variable: Foe

Appendix 8: Simple Linear Regression (Full Data)

Model Summaryb

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

Change Statistics

F Change dfl

df2

5ig. F Change

1 J49° 561 560 42003

561

571.648

1 448

<.001

a. Predictors: {Constant), Foe
b. Dependent Variable: Fhi

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 100.853 1 100.853 571.648 <.001"
Residual 79.038 448 176
Total 179.892 449
a. Dependent Variable: Fbi
b. Predictors: {Constant), Foe
Coefficients®
Standardized
Unstandardized Coefficients ~ Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig.  Tolerance VIF
1 (Constant) 995 140 7.091 <001
Foe 764 032 749 23909 <.001 1.000 1.000

a. Dependent Variable: Fbi
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Appendix 9: Photo take with tourist’s respondent

Tourists from England visit Penang for foods
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