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Abstract of thesis presented to the Senate of Universiti Putra Malaysia 

in fulfillment of the requirement for the degree of Master of Science 

 

 

ASSOCIATION BETWEEN MARKETING MIX ELEMENTS AND 

BEHAVIORAL INTENTIONS WITH TOURIST FOOD SATISFACTION, 

MALAYSIA 

 

By 

 

ROGHAYEH SOHRABINEZHADTALEMI 

 

April 2015 

 

 

Chairman: Hossein Nezakati, PhD 

Faculty: Economics and Management 

 

 

Malaysia is a multiracial society where the blend of different traditions and cultural 

heritage has produced its diverse cuisine. Diversity of Malaysian foods has great 

potential to attract international tourists who seek culinary pleasures which can place 

Malaysia as a food tourism destination. However, Malaysian food seems to have 

been ignored in the tourism industry and food does not play an important role in 

attracting tourist to visit Malaysia as compared to its neighboring countries like 

Thailand and Singapore. This might be due to the lack of efficient marketing 

strategies and tools including the lack of studies that investigate the marketing mix 

efficiency in developing international tourism interest in Malaysian food and 

cuisines. In addition, there has been little study about Malaysian food and possible 

impact of food on the tourism industry. As such, the present study has developed a 

conceptual framework to address this gap.  

 

The objectives of this study are to (1) examine the relationship between marketing 

mix (food quality, price, location, promotion, physical environment, employees and 

process) and tourist satisfaction toward Malaysian food; (2) investigate the 

relationship between tourist food satisfaction and their behavioral intentions, and (3) 

determine the moderating role of destination image in the relationship between 

tourist food satisfaction and behavioral intentions. 

 

The targeted population of this study was international tourists, who visited tourist 

attraction areas in Kuala Lumpur and Selangor during the survey period. The 

collected data were statistically analyzed using SPSS 21 and AMOS 21. 

 

The findings of this study support the hypothesized relationships proposed in the 

theoretical model. Specifically, the result of Structural Equation Model revealed that 

there is a relationship between marketing mix and tourist satisfaction toward 

Malaysian food. The result of the specific hypotheses tests regarding the association 

between marketing mix elements and tourist food satisfaction showed that only three 

elements (food quality, price, and physical environment) have a significant 
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relationship with tourist food satisfaction. The result also showed that tourist food 

satisfaction is significantly related to their behavioral intentions. In addition, based 

on the results of the multiple group analysis by SEM, it was found that destination 

image moderates the relationship between tourist food satisfaction and behavioral  

intentions.  

 

This study has contributed new knowledge about the relationship between marketing 

mix and tourist satisfaction and behavioral intentions in food context. The study also 

provides a contribution to the literature regarding the moderating effect of 

destination image on the relationship between tourist food satisfaction and behavioral 

intentions. The study will benefit the destination marketers, especially restaurant 

operators in understanding what tourists want and need. Findings from this study 

provide guidance to design effective marketing strategies to increase tourist food 

satisfaction as well as to influence current tourists' intentions to return and 

recommend Malaysian food to others. 
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Malaysia mempunyai  masyarakat yang berbilang kaum di mana campuran tradisi 

dan warisan budaya telah menghasilkan masakan yang pelbagai. Kepelbagaian 

makanan Malaysia mempunyai potensi untuk menarik pelancong antarabangsa yang 

mencari keseronokan masakan  dan  seterusnya  boleh  meletakkan Malaysia sebagai  

salah satu destinasi pelancongan makanan. Walau bagaimanapun, makanan Malaysia 

seolah-olah diabaikan dalam industri pelancongan dan makanan tidak lagi  

memainkan peranan penting untuk menarik pelancong melawat Malaysia berbanding 

dengan negara-negara jiran seperti Thailand dan Singapura. Ini  mungkin disebabkan 

oleh kurangnya strategi  dan  kaedah  pemasaran yang  berkesan termasuk kurangnya 

kajian yang  mengkaji kecekapan pemasaran campuran dalam membangunkan minat 

pelancongan antarabangsa terhadap makanan dan masakan Malaysia. Selain itu, 

hanya terdapat sedikit kajian sahaja yang mengkaji mengenai makanan Malaysia 

serta  kesannya  terhadap industri pelancongan.  

 

Oleh yang demikian, kajian ini telah  membangunkan satu kerangka konseptual  bagi 

menangani jurang ini. Objektif kajian ini adalah untuk (1) mengkaji hubungan di 

antara  pemasaran campuran (kualiti makanan, harga, lokasi restoran, promosi, 

persekitaran fizikal, pekerja restoran dan proses) dan kepuasan pelancong terhadap 

makanan Malaysia (2) mengkaji hubungan antara kepuasan pelancong terhadap 

makanan  dan niat tingkah laku mereka, dan (3)  mengenalpasti  peranan  moderator 

bagi  imej  destinasi  dalam hubungan antara kepuasan pelancong  terhadap  makanan 

dan niat tingkah laku. 

 

Populasi sasaran kajian ini adalah pelancong antarabangsa, yang mengunjungi 

kawasan-kawasan tarikan pelancong di Kuala Lumpur dan Selangor dalam tempoh 

kajian dijalankan. Data yang dikumpul telah dianalisis menggunakan SPSS 21 dan 

AMOS 21. 
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Hasil kajian ini telah  menyokong hipotesis yang  dicadangkan di dalam model  teori. 

Secara khususnya hasil Structural Equation Model menunjukkan bahawa terdapat 

hubungan antara  pemasaran  campuran dan kepuasan pelancong terhadap makanan 

Malaysia. Hasil bagi hipotesis khusus mengenai elemen pemasaran  campuran dan 

kepuasan menunjukkan bahawa hanya 3 elemen (kualiti makanan, harga, 

persekitaran fizikal) telah secara signifikan mempengaruhi kepuasan pelancong 

terhadaf makanan. Hasil kajian juga menunjukkan bahawa kepuasan pelancong 

terhadaf makanan mempunyai hubungan yang signifikan dengan niat tingkah laku. 

 

Kajian ini telah menyumbangkan pengetahuan baru tentang hubungan di  

antara pemasaran campuran dan kepuasan pelancong dan niat tingkah laku 

dalam konteks makanan. Kajian ini juga memberikan sumbangan kepada  

literatur mengenai kesan imej destinasi iaitu moderator bagi hubungan 

antara kepuasan pelancong terhadap makanan dan niat tingkah laku. Kajian 

ini juga memberi manfaat kepada pemasar destinasi, terutamanya pengusaha 

restoran dalam memahami apa yang pelancong mahu, perlu dan 

menyediakan panduan untuk merancang strategi pemasaran yang berkesan  

bagi meningkatkan kepuasan pelancong terhadap makanan dan juga untuk 

mempengaruhi niat pelancong untuk kembali semula serta mencadangkan 

makanan Malaysia kepada orang lain. 
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CHAPTER 1 

INTRODUCTION 

1.1  Introduction 

The main purpose of this study was to examine the relationship between marketing 

mix and tourist satisfaction toward Malaysian food leading to tourist's behavioral 

intentions. This chapter contains the following sections: background of the study, 

problem statement, research objectives, research questions, research hypothesis, 

significance of the study, definition of terms and organization of the study. 

1.2 Background of the Study 

Currently, the tourism industry is considered as one of the largest growing industries 

around the world and it is one of the most important industries capable of stimulating 

economic growth. The importance of tourism is versatile as it seems to have a 

positive role in transportation, accommodation, catering, entertainment and retailing 

sectors (Cho, 2003). The total impact of the industry shows that it contributed 9% of 

global Gross Domestic Product (GDP), or a worth over US$6 trillion, and supporting 

255 million jobs, in 2011 (Chen, Yu, Tsui, & Lee, 2012). The positive impact of 

tourism on economic growth of a destination leads to increased competition between 

tourism destinations. The ever-increasing competition among tourism destinations 

has resulted in the improvement of more interesting attractions to entice potential 

tourists (Lin, Pearson, & Cai, 2010). Therefore, many countries use food as a source 

of attraction in order to improve their tourism marketing (Lin et al., 2010). 

Food plays an important role for tourists' experience at a specific destination and also 

food consumption generates revenue for a destination (Long, 2004; Hjalager & 

Richards, 2002). According to the International Culinary Tourism Association (2006) 

(cited by Kivela & Crotts, 2006b), during traveling almost 100% of tourists dine out, 

and each dining opportunity is a chance to become familiar with the local food. In 

addition, one-third of the total tourist expenditure is spent on food and beverages 

(Hall & Sharples, 2003; Meler & Cerovic, 2003). Consequently, food is recognized 

as a powerful promotional tool of a destination (Hjalager & Richards, 2002) and 

many destinations use food as an attraction to  entice tourists visit the destination. 

For instance, Singapore has established policies to promote its food and develop food 

tourism (Henderson, 2004). The country offers the slogan “Singapore: the Food 

Capital of Asia”, and in addition treats dining out and food as key factors in its 

tourism marketing (Horng & Tsai, 2012). Likewise, the Thai government suggested 

the slogan “Kitchen of the World” besides other promotional projects to help 

increase Thai food popularity at the international level (Aishah et al., 2010). 

Similarly, Taiwan promotes its country as a 'food paradise' to entice both domestic 
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and foreign tourists with the assurance of a unique cultural and gastronomic 

experience (Chuang, 2009). 

Tourism development in Malaysia began since the 1960s and now Malaysia is one of 

the top tourist destinations in the world. In 2011, Malaysia's tourism was ranked the 

seventh largest contributor with a Gross National Income (GNI) total of US$12.3 

billion and the third biggest foreign exchange earner after palm oil and 

manufacturing (Tourism Malaysia, 2012). According to Tourism Malaysia statistics 

(2014), the numbers of international tourists who visited Malaysia in 2013, was 

25.72 million, which has significantly increased compared to previous years.  

Malaysia is a multi-cultural and multiracial society that includes Malays, Chinese 

and Indians. This ‘multiculturalism’ of the different ethnic groups have added to the 

potpourri of local foods and have produced special cuisines of Malaysia that are 

described as “Asia’s greatest cuisines meet and mingle” (Othman, Zahari, Hashim, & 

Ibrahim, 2009). Hence, Malaysia as a meeting place of various cultures has produced 

a most diverse culinary melting pot that no longer belongs to one single ethnic group, 

but with respect to each other’s religious and cultural sensitivity, it is well accepted 

as Malaysian food.  For example, using Indian and Malay spices in Chinese food and 

making halal version of Chinese food which is consumable by all groups (Ling et al., 

2010). The numerous ethnic restaurants and street stalls in Malaysia that offer such a 

mixture of foods can prove the variety of Malaysian food (Othman, Zahari, Hashim 

& Ibrahim, 2009). These can create a great experience for tourists who seek culinary 

pleasure. 

Tourists' most memorable experiences in a destination are often associated with its 

foods and restaurants (Kivela & Crotts, 2006b). Restaurants play an important role in 

introducing the nation's cuisine to international tourists and have a crucial role in the 

maintenance and development of a tourist destination’s image (Sparks, Wildman, & 

Bowen, 2001). Restaurants serve to expose tourists to local cultures and educate 

them by providing authentic dishes and information, regarding the regions dishes on 

the menu (Sparks et al., 2001). Sparks et al. (2001) and Sparks, Bowen, and Klag 

(2003) in their studies emphasize the importance of the restaurant industry to the 

tourism product and contribution that restaurants make to a tourist destination's 

attraction and the impact they have on consumer decisions for choosing a holiday 

destination.  

In this competitive market place of tourism, many countries focus on achieving 

tourist satisfaction. Tourist satisfaction leads to the destination’s long-lasting 

economic progress (Akama & Kieti, 2003) and increasing numbers of tourists and 

revenue (Ryu & Han, 2009; Akama & Kieti, 2003). Previous studies have found that 

tourist's satisfaction influence tourist's behavioral intentions (Baker & Crompton, 

2000; Chen & Chen, 2010; Bigne, Sanchez, & Sanchez, 2001). Additionally, the 

positive relationship between higher levels of tourist satisfaction and the intention to 

revisit or recommend a destination to others has been evidenced in many studies 

(González, Comesaña, & Brea, 2007; Valle, Silva, Mendes, & Guerreiro, 2006). In 

the food context, several studies have revealed that the intention to revisit a 
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destination has a strong relationship with tourists’ overall satisfaction with the food 

experience during a trip (Kivela & Crotts, 2006a; Ryu & Jang, 2006; Ling et al., 

2010; Chi, Chua, Othman, & Karim, 2013). Similarly, Henderson (2009) indicated 

that food has an essential role in tourist satisfaction and decision making. 

Furthermore, it was suggested that food service plays an essential role in tourist 

satisfaction (Nield, Kozak, & LeGrys, 2000). Consistent with the foregoing 

discussion, Sparks et al. (2001) suggested that restaurants also have an important role 

in tourists' overall satisfaction with a destination. In general, according to the above 

discussion, it seems that food and restaurants considerably contributed to the tourist 

satisfaction with a destination. Since satisfaction leads to repeat purchase, long-term 

profitability and success of companies, so marketing places emphasis on satisfying 

customer needs and wants. 

According to Kotler (2005) marketing provides more value to satisfying customers 

and also in building a long-term mutually profitable relationship with the customer.  

To reach this purpose, the organization needs to ensure that the product or service 

offered will fulfill the customer’s expectations and meet the standard instead of just 

selling the product and increasing market share. Consequently, the firm must be 

aware and understand their customer’s wants, needs and demands. Marketing mix is 

one of the most substantial marketing elements, which is important to be managed. It 

is a business tool that is used by the management of businesses to satisfy the needs of 

a target market and enable them to remain in a worldwide competitive environment 

(Owomoyela & Oyeniyi, 2013). McCarthy (1964) introduced Marketing mix with 

product, price, promotion and place (4Ps). Booms and Bitner (1981) expanded 

marketing mix for services as 7Ps by adding people, process and physical evidence 

to 4P.    

Current study considers food quality, price, location, promotion, physical 

environment, restaurant employees and process as elements of marketing mix to 

investigate tourist's perception on marketing mix of Malaysian food. According to 

Sparks et al. 2003 dining out experiences and opportunities, contribute to tourists' 

pleasure or satisfaction with a destination and intention to return. Consequently, this 

study investigates the relationship between marketing mix and tourist satisfaction 

toward Malaysian food and assesses the likelihood of return or recommending to 

others as a result of dining satisfaction. 

Furthermore, the current study pays special attention to destination image and its 

influence in tourist behavioral intentions. This is due to the fact that destination 

image is an important determinant of tourists behavioral intention (Lertputtarak, 

2012; Mohamad, Abdullah, & Mokhlis, 2012). Destination image involves an 

individual’s mental beliefs, emotions and total perception of a specific destination 

(Chen & Tsai, 2007). This study investigates the moderating effect of destination 

image on the relationship between tourist satisfaction toward Malaysian food and 

their behavioral intentions. 
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1.3 Problem Statement 

Increasing competition between tourism destinations leads to many destinations 

using food as a source of attraction to strengthen tourism marketing (Lin et al., 2010). 
According to Rand, Heath, and Alberts (2003) foods contributes to the authenticity 

of the destination; and also holds much potential to increase sustainability in tourism; 

and reinforce the local economy. 

Due to the importance of food in the tourism sector, Singapore has used the slogan of 

"the Food Capital of Asia” for marketing culinary tourism and in addition has treated 

“food” and “dining out” as an important element in its tourist marketing (Henderson, 

2004). Hence, the local cuisines have become a major element to attract tourists to 

Singapore (Horng & Tsai, 2012; STB, 2007). Thailand is Malaysia's other neighbour, 

where its food has also gained popularity. The Thai government has played an 

important role in promoting Thai food globally by supporting the development of 

thousands of Thai restaurants abroad (Aishah et al., 2010). This has motivated travel 

to Thailand as tourists sought authentic Thai food experiences (Richards, 2012). 

Malaysia, in comparison to its neighbouring countries such as Thailand and 

Singapore is not well known as a world class food destination (Karim, Chua & Salleh, 

2009). Malaysian food is less internationally well-known when compared to Thai 

food (Aishah et al., 2010). In addition, despite the fact that Malaysian and Indonesian 

cuisines are very similar to each other, yet Indonesian cuisines are so well known 

globally as compared to Malaysian cuisines (Yoshino, 2010).  

According to Karim (2014) the most popular food destinations of the world have 

been Italy, France and Thailand and their foods are recognised throughout the world. 

Moreover, he stated that the Malaysian food has the potential to achieve such a 

reputation. “Malaysian food is delicious and also diverse. However, it is not so well 

known nor as popular as the three countries. We have to find out why people travel 

and how food contributes toward travel and tourism. We need to do research on the 

image of Malaysian food and the ways to commercialise it at various levels and 

platforms” (NST, 2014).  

An analysis of the relevant tourism literature indicate that empirical studies on 

tourism and gastronomy have been carried out widely in other countries (e.g. Fox, 

2007; Ryu & Jang, 2006; Kivela and Crotts, 2006); while in Malaysia the attention is 

lacking (Karim et al., 2009). In addition, research on food as a tourism attraction is 

still incomplete or limited. It needs to be done constantly to ensure Malaysia as one 

of the most well-known, established food image destinations globally (Omar & 

Karim, 2013). Moreover, in spite of the tourism industry's increasing importance in 

the Malaysian economy, little attention has been paid to post-visit behaviour 

intentions on tourism marketing (Mohamad et al., 2012). While few studies have 

conducted research to assess the possible effects of food on tourists’ satisfaction and 

behavior intentions (e.g. Chi et al., 2013) there is still insufficient data linking 

tourists’ food satisfaction and tourists’ revisit intention to the same destination (Ling 

et al., 2010).  

http://www.nst.com/
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According to statistics released by tourism Malaysia the tourists expenditure in food 

and beverage segment decrease from 9,716.7 million in 2010 to 8,180.4 million in 

2013. Table 1.1  illustrates the Components of tourist expenditure during recent years 

in Malaysia. As it can be seen from Table 1.2 the tourists expenditure in food and 

beverage segment doesn't have growth in recent years and even the statistics 

signifying a reduction in growth rate for example, -1.1 percent decrease from 2011 to 

2012 and -15.6 percent decrease from 2012 to 2013. The statistics reveal that this 

segment of tourism industry has not had adequate growth in compare with other 

segments in Malaysia. Therefore, new policies should be developed to improve this 

important part of tourism industry in Malaysia. The former tourism Minister (Dr Ng 

Yen Yen) (2011) mentioned that the food and beverage is a big contributor in the 

tourism industry and "we hope to increase tourists expenditure on meals and want 

Malaysia to be recognized not only for ecotourism and shopping but also for food" 

(The Star, 2011). In addition, she said the tourism ministry has yet to set a revenue 

target since it eventually planned to raise the awareness of international tourists on 

local foods (The Star, 2011).  

 

Table 1.1 Components of Tourist Expenditure 

Source: Research Division, Tourism Malaysia with the co-operation of Immigration                      

Department of Malaysia 

 

Table 1.2 Tourist Expenditure Growth 

Components 
Growth 

2010/2011 

% 

Growth 

2011/2012 

% 

Growth 

2012/2013 

% 

Accommodation 3.6 3.8 6.3 

Shopping 7.9 6.3 6.3 

Food & Beverage 0.8 1.1- -15.6 

Local Transportation 19.4- 7.2- 9.7 

Entertainment 26.5 -18.0 11.7 

Domestic airfares 5.8 54.5 87.8 

Organized Tours 10.4 -9.7 -2.7 

Miscellaneous 3.2 16.8 16.1 

Source: Malaysia Tourism Key Performance Indicators (2014) 

 

        2010                        2011                      2012                         2013 

Components 
  %        RM            %         RM           %         RM            %        RM 

            Million                  Million                    Million                   Million 

19,829.3 30.3 18,651.5 30.8 17,961.3 30.8 17,343.2 30.7 Accommodation 

19,763.9 30.2 18,590.9 30.7 17,494.8 30.0 16,213.3 28.7 Shopping 
8,180.4 12.5 9,689.1 16.0 9,797.1 16.8 9,716.7 17.2 Food & Beverage 
4,450.1 6.8 4,057.3 6.7 4,373.7 7.5 5,423.3 9.6 Local Transportation 
2,028.7 3.1 1,816.7 3.0 2,216.0 3.8 1,751.3 3.1 Entertainment 

6,937.0 10.6 3,693.9 6.1 2,390.9 4.1 2,259.7 4.0 Domestic airfares 

2,356.0 3.6 2,422.3 4.0 2,682.5 4.6 2,429.2 4.3 Organized Tours 

1,897.9 2.9 1,635.0 2.7 1,399.6 2.4 1,355.8 2.4 Miscellaneous 

65,443.3 100 60,556.7 100 58,315.8 100 56,492.5 100 Total 



© C
OPYRIG

HT U
PM

6 

Malaysia's various cuisines and different gastronomy products have the potential to 

entice international tourists who seek culinary pleasures and place Malaysia as a food 

tourism destination. However, according to Ling et al. (2010) Malaysian food does 

not appear to play an important role in drawing tourists to visit Malaysia. Malaysian 

food does not yet provide distinct identification for Malaysia (Karim et al., 2009) and 

there is a lack of knowledge and information worldwide about Malaysian food 

(Omar, Karim, & Omar, 2014). Lack of recognition of Malaysian food in the 

international arena or among the international tourists could be resulted from lack of 

marketing strategies (marketing mix) undertaken by relevant parties that involved in 

tourism industry. With that, the understanding on the impact of marketing mix on the 

international tourists satisfaction toward Malaysian food is crucially important as 

food tourism in addition to other tourism products may boost up the country 

economy. While the existing literature has conceptualized the relationship between 

marketing mix elements (food quality, price, restaurant location, promotion, physical 

environment, restaurant employee and process) on satisfaction a gap was identified- 

a lack of understanding on the relationship between marketing mix particularly from 

the Malaysian food perspective and tourist satisfaction. Consequently, the present 

study is aimed at uncovering the relationship between marketing mix and its 

elements, tourist satisfaction towards Malaysian food and behavioral intentions.  

1.4 Research Objectives 

The main objective of the study is to examine the relationship between marketing 

mix and tourist satisfaction toward Malaysian food and their future behavioral 

intentions.  

The specific objectives of this study are as follow: 

1) To investigate the relationship between marketing mix and tourist satisfaction 

toward Malaysian food  

 

2) To determine the relationship between tourist satisfaction toward Malaysian food 

and behavioral intentions 

 

3) To examine the moderating role of destination image in relationship between 

tourist satisfaction toward Malaysian food and behavioral intentions 

1.5    Research Questions  

Concerning to objectives of the study, following questions were investigated by this 

study:   

1. What is the relationship between marketing mix and tourist satisfaction toward 

Malaysian food? 
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2. What is the relationship between tourist satisfaction toward Malaysian food and 

behavioral intentions? 

3. Does ‘destination image’ moderate the relationship between tourist satisfaction 

toward Malaysian food and behavioral intentions? 

1.6  Research Hypothesis 

This study aimed to test the following hypotheses that are going to be discussed in 

the following chapter. 

H1: There is a significant relationship between marketing mix and tourist satisfaction 

toward Malaysian food 

H1a: There is a significant relationship between food quality and tourist satisfaction 

toward Malaysian food. 

H1b: There is a significant relationship between price and tourist satisfaction toward 

Malaysian food. 

H1c: There is a significant relationship between restaurant location and tourist 

satisfaction towardMalaysian food. 

H1d: There is a significant relationship between promotion and tourist satisfaction 

toward Malaysian food. 

H1e: There is a significant relationship between physical environment and tourist 

satisfaction toward Malaysian food. 

H1f: There is a significant relationship between restaurant employee and tourist 

satisfaction toward Malaysian food. 

H1g: There is a significant relationship between process and tourist satisfaction 

toward Malaysian food. 

H2: There is a significant relationship between tourist satisfaction toward Malaysian 

food and behavioral intentions. 

H3: Destination image moderates the relationship between tourist satisfaction toward 

Malaysian food and behavioral intentions. 

1.7  Significance of the Study 

A considerable amount of literature has been published on food, restaurants and 

satisfaction in tourism literature. For example, Nield et al. (2000) examined the role 

of food-services and tourist satisfaction in Romania. The study revealed that there 

were differences in tourists’ perceptions on the attributes of foods such as price, 

quality of food and service, variety of dishes, food presentation, and the speed of 

service. Ryu and Han (2009) examined the relationships between food quality, 

service quality, physical environment quality, price (moderator), satisfaction and 
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behavioral intentions in quick-casual restaurants. Hyun (2010) investigated the effect 

of food quality, service quality, price, location, and environment on "relationship 

quality" (satisfaction and trust) and customer loyalty in the chain restaurant industry. 

The current study is different from other studies in using marketing mix in the food 

context. This study considered food quality, price, restaurant location, physical 

environment, restaurant employee, process, and also promotion as marketing mix 

elements. Therefore, the unique contribution of this study was bringing all these 

variables together as marketing mix and considering it as a predictor of tourist food 

satisfaction. 

Yelkur (2000) developed a model that suggests the possible effect of the marketing 

mix elements on customer satisfaction variables (customer's perception and 

customer's expectation). Leuschner et al. (2012) investigated the impact of the 

Marketing Mix 4Ps on customer satisfaction and share of business for primary 

suppliers and secondary suppliers. Muala and Qurneh (2012) found that there is a 

positive correlation between the marketing mix and tourist satisfaction and loyalty. 

Correspondingly, Sarker, Aimin, and Begum (2012) found that six out of seven 

marketing mix elements were positively related to tourists’ satisfaction. These 

studies have indicated that there is a relationship between marketing mix and 

satisfaction, but there is a scarcity of research investigating the relationship between 

marketing mix and tourist food satisfaction. Therefore, this study attempts to bridge 

this gap by examining the relationship between marketing mix and tourist 

satisfaction toward Malaysian food. 

Several studies have proven that tourist's satisfaction influence tourist's behavioral 

intentions(Baker & Crompton, 2000; Bigne et al., 2001; Chen & Chen, 2010). 

Moreover, previous studies have revealed that intention to revisit a destination has a 

strong relationship with tourists’ overall satisfaction with the food experience during 

a trip (e.g. Kivela & Crotts, 2006b; Ling et al., 2010). However, there is limited 

empirical research undertaken to examine the relationship between tourist food 

satisfaction and behavioral intentions in the Malaysian context. Hence, current study 

aims to enrich the body of knowledge by examining the relationship between tourists' 

who are satisfied with Malaysian food and their post dining behavior. 

Many previous tourism literature revealed the relationship between destination image 

and behavioral intentions (Bao et al., 2008; Bigne et al., 2001;  Lee, Lee, & Lee, 

2005). Castro, Armario, and Ruiz (2007) suggested that tourists’ intention to revisit 

and recommend is both directly and indirectly influenced by destination image. Most 

studies in destination image have only focused on direct effect of destination image 

on behavioral intentions. So far, however, there has been little discussion about the 

moderating role of destination image (e.g. Banki et al., 2014). Thus, another 

contribution of the current study is examining the moderating role of destination 

image in the relationship between tourist satisfaction toward Malaysian food and 

their behavioral intentions. The result can provide a foundation for future research on 

related topics. Moreover, the findings provide direct implications on the following 

parties: restaurant managers and marketers, and tourism policy makers. 
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The former Tourism Minister (2011) revealed that tourists spend RM9.7 billion on 

meals in 2010 (The Star, 2011). Furthermore, she mentioned that tourists spent 

RM58.3 billion in the country in 2011, and of this, 17.5% or almost RM9.4 billion 

was on food (The Malaysian Insider, 2012). The above statistics seem a significant 

amount, so dissatisfaction with food and food service may result in dissatisfaction 

with the overall tourism experience and would be a significant reason for tourists not 

returning to a destination. It is therefore useful to study the linkages between food 

and tourism as an important factor for the tourism industry.  

In todays' competitive market, many countries promote their food as an exclusive 

product all over the world in order to differentiate themselves from their competitors. 

Food is used as a motivator for tourists (Long, 2004) and encourage tourist to visit a 

destination; some travellers would return to the same destination in order to taste its 

unique gastronomy (Kivela & Crotts, 2006b). In addition, restaurants as a tourist 

destination's attractiveness, has an effect on consumer decisions when selecting a 

holiday destination (Sparks et al., 2001). Therefore, there is a need to analyses the 

suitability of Malaysian food and also the restaurants which offer Malaysian food 

along with the elements that have an effect on tourist satisfaction and tourist's 

subsequent behavior. For Malaysian restaurant operators and marketers the challenge 

is in identifying the critical factors that determine tourist food satisfaction and 

behavioral intentions. Hence, this study would provide an understanding of tourist's 

perception on marketing mix of Malaysian food and elements that determine tourist 

satisfaction and influence their behavioral intentions. 

This study provides an understanding of how tourists evaluate Malaysian food and 

restaurant service performance and also identifying the elements contributing to 

tourist food satisfaction. Therefore, it provides practical knowledge for management 

to take efficient actions to improve service quality and tourist satisfaction and 

develop programmes to convert tourists into satisfied and repeat visitors and 

consequently to enhance sales and profits.  

Similarly, the study on tourist behaviour enables a better understanding of why and 

how individuals make their consumption decisions. By improving this understanding, 

restaurant operators and marketers are better equipped to predict the factors 

contributing to tourist food satisfaction and loyalty, so that they are able to carefully 

deliver appropriate services and products that satisfy tourists’ needs and wants and 

avoid those that undermine their satisfaction. 

Additionally, an assessment of the destination image as a moderator besides 

evaluating tourist food satisfaction could help tourism policy makers identify to what 

extend destination image can affect the relationship between food satisfied tourists' 

and their behavioral intentions. Therefore, the current study provides a reference for 

tourism policy makers to recognize the strengths and weaknesses of destination. 
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1.8  Definition of Terms 

The following definitions are presented to facilitate the understanding of terms used 

in the literature. 

Food tourism 

Travel to a region in order to experience and taste its food (Karim & Chi, 2010). 

Food tourism is visiting food festivals, food exhibitions, restaurants, and particular 

locations for which food tasting and experiencing food are the main reason for travel 

(Hall & Mitchell, 2000). 

Tourist satisfaction 

A comparison between pre-travel expectations with post-travel experience (Chen & 

Chen, 2010). When experiences compared to expectations result in feelings of 

pleasure, the tourist is satisfied, but when they result in feelings of displeasure, the 

tourist is dissatisfied (Reisinger & Turner, 2003). 

Behavioral intentions  

The tourist’s decision about the probability to return the same destination or the 

willingness to recommend the destination to others (Chen & Tsai, 2007). 

Marketing Mix  

A set of the marketing tools that firms use to pursue their marketing objectives in the 

target market (Goi, 2009). Marketing mix concept is divided into 4Ps for goods 

marketing and 7Ps for service marketing (Rafiq & Ahmed, 1995). 

Destination Image 

The tourist’s subjective perception of a destination’s reality (Chen & Tsai, 2007). It 

is defined also as a total impression that tourists have about a destination (Jeong, 

2009). 
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1.9  Organization of the Study 

This section presents the organization of the study. This study is divided into six 

chapters.  

Chapter 1 provides an introductory background of the study and outlines the problem 

statement and the research objectives, hypothesis, questions and significance of the 

study.  

Chapter 2 presents the literature on food, tourism and the restaurant industry, and is 

followed by the literature on marketing mix and its elements, tourist satisfaction and 

behavioral intentions. 

Chapter 3 offers the conceptual framework as a guide for linking the study constructs. 

This chapter presents two original frameworks which are adopted and combined for 

this study and includes modifications applied to achieve the study objectives. This 

chapter ends with the hypotheses developed for this study. 

Chapter 4 describes the Methodology employed for this study. It includes research 

design, sampling design, data collection procedure and a brief overview on how data 

were analysed.  

Chapter 5 elaborates data analysis including preliminary analysis and conducted 

descriptive analysis, main analysis (SEM), and includes hypothesis testing as well as 

a report on the respective results. 

Chapter 6 concludes the study by summarizing the findings, discussing the 

implications, describing its limitations, and providing recommendations for future 

research. 

1.10  Summary 

As discussed earlier in this chapter, restaurant operators and tourism policy makers 

should be able to develop a strategic marketing plan and create conditions to enhance 

the level of tourist satisfaction toward Malaysian food which leads to tourist 

behavioral intentions. Therefore, this study aims to understand the relationship 

between marketing mix and tourist satisfaction and behavioral intentions on 

Malaysian food context. In the following chapter, the review of relevant literature is 

provided and a discussion of prior research is presented. 

 

 



© C
OPYRIG

HT U
PM

104 

REFERENCES 

 

 

Aishah, N., Corresponding, N. Z., Zakaria, N., Zahari, M. S. M., Othman, Z., Noor, 

S. M., & Kutut, M. Z. (2010). Thai Food in Malaysia: Diagnosing Restaurant 

Operators’ and Patrons Acceptance Levels. International Journal of Business 

and Management, 5(4), P142. 

 

Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and 

human decision processes, 50(2), 179-211. 

 

Ajzen, I, & Fishbein, M (1980). Understanding  attitudes  and  predicting  social  

change. Englewood cliffs, NJ: Prentice-Hall. 

 

Akama, J. S., & Kieti, D. M. (2003). Measuring tourist satisfaction with Kenya’s 

wildlife safari: a case study of Tsavo West National Park. Tourism 

Management, 24(1), 73–81. 

 

Al-Nahdi, M.T.S.M., Ismail, I., Haron, H. & Islam, M.A. (2009). Intention to 

patronage halal restaurants among Malaysian Muslims – An issue of halal 

perception. Paper presented at the Global Business Summit Conference.  

 

AMA (American Marketing Association), (2007). Annual Marketing Services 

Directory. Retrieved 20 Agu 2014 from https://www.ama.org/resources/ 

Specialized-Directories/Pages/Annual-Marketing-Services-Directory.aspx 

 

Andaleeb, S. S., & Conway, C. (2006). Customer satisfaction in the restaurant 

industry: an examination of the transaction-specific model. Journal of 

Services Marketing, 20(1), 3–11. 

 

Anderson, E. W., Fornell, C., & Lehmann, D. R. (1994). Customer satisfaction, 

market share, and profitability: findings from Sweden. The Journal of 

Marketing, 53–66. 

 

Armstrong, G., & Kotler, P. (2006). Marketing: An introduction (8th ed.). NY: 

Prentice Hall. 

 

Au, N., & Law, R. (2002). Categorical classification of tourism dining. Annals of 

Tourism Research, 29(3), 819–833. 

 

Aubert-Gamet, V., & Cova, B. (1999). Servicescapes: from modern non-places to 

postmodern common places. Journal of Business Research, 44(1), 37–45. 

Babbie, E. (2012). The practice of social research. Cengage Learning. 

 

Back, K.-J. (2012). Impact-range performance analysis and asymmetry analysis for 

improving quality of Korean food attributes. International Journal of 

Hospitality Management, 31(2), 535–543. 

 



© C
OPYRIG

HT U
PM

105 

Baker, D. A., & Crompton, J. L. (2000). quality satisfaction and behavioral 

intentions. Annals of Tourism Research, 27(3), 785–804. 

 

Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. (2002). The influence of 

multiple store environment cues on perceived merchandise value and 

patronage intentions. Journal of Marketing, 66(2), 120–141. 

 

Baker, W., Hutchinson, J. W., Moore, D., & Nedungadi, P. (1986). Brand familiarity 

and advertising: effects on the evoked set and brand preference. Advances in 

Consumer Research, 13(1), 637–642. 

 

Baloglu, S. (2001). Image variations of Turkey by familiarity index: informational 

and experiential dimensions. Tourism Management, 22(2), 127–133. 

 

Baloglu, S., & McCleary, K. W. (1999). A model of destination image formation. 

Annals of Tourism Research, 26(4), 868–897. 

 

Banki, M. B., Ismail, H. N., Dalil, M., & Kawu, A. (2014). Moderating Role of 

Affective Destination Image on the Relationship between Tourists 

Satisfaction and Behavioural Intention: Evidence from Obudu Mountain 

Resort. Journal of Environment and Earth Science, 4(4), 47–60. 

 

Baron, R. M., & Kenny, D. A. (1986). The moderator–mediator variable distinction 

in social psychological research: Conceptual, strategic, and statistical 

considerations. Journal of Personality and Social Psychology, 51(6), 1173. 

 

Bartlett, J., Kotrlik, J., & Higgins, C. (2001). Organizational research: Determining 

appropriate sample size in survey research. Information Technology, 

Learning and Performance Journal, 19 (1), 43-50. 

 

Beckwith, H. (2001). The invisible touch: The four keys to modern marketing. 

Hachette Digital, Inc. 

 

Bigne, J. E., Sanchez, M. I., & Sanchez, J. (2001). Tourism image, evaluation 

variables and after purchase behaviour: inter-relationship. Tourism 

Management, 22(6), 607–616. 

 

Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on 

customers and employees. Journal of Marketing, 56(2). 

 

Bitner, M. J., Booms, B. H., & Mohr, L. A. (1994). Critical service encounters: The 

employee’s viewpoint. Journal of Marketing, 58(4). 

 

Bitner, M. J., Booms, B. H., & Tetreault, M. S. (1990). The service encounter: 

Diagnosing favorable and unfavorable incidents. Journal of Marketing, 54(1). 

 

Bitner, M. J., & Hubbert, A. R. (1994). Encounter satisfaction versus overall 

satisfaction versus quality. Service Quality: New Directions in Theory and 

Practice, 72–94. 



© C
OPYRIG

HT U
PM

106 

Bodet, G. (2008). Customer satisfaction and loyalty in service: Two concepts, four 

constructs, several relationships. Journal of Retailing and Consumer Services, 

15(3), 156–162. 

 

Bollen, K.A. (1989). Structural Equations with Latent Variables. John Wiley, New 

York, NY. 

 

Booms, B. H., & Bitner, M. J. (1981). Marketing strategies and organization 

structures for service firms. Marketing of Services, 47–51. 

 

Booms, B. H., & Bitner, M. J. (1982). Marketing services by managing the 

environment. Cornell Hotel and Restaurant Administration Quarterly, 23(1), 

35–40. 

 

Bordens, K. S., & Abbott, B. B. (2002). Research design and methods: A process 

approach . McGraw-Hill. 

 

Bowersox, D. J., Closs, D. J., & Helferich, O. K. (1996). Logistics management. 

New York: McGraw-Hill. 

 

Boyne, S., Williams, F., & Hall, D. (2002). On the trail of regional success: tourism, 

food production and the Isle of Arran Taste Trail. Tourism and Gastronomy, 

91–114. 

 

Brady, M. K., & Cronin Jr, J. J. (2001). Some new thoughts on conceptualizing 

perceived service quality: a hierarchical approach. Journal of Marketing, 

65(3), 34–49. 

 

Brown, S. W., & Swartz, T. A. (1989). A gap analysis of professional service quality. 

The Journal of Marketing, 92–98. 

 

Bultena, G. L., & Klessig, L. L. (1969). Satisfaction in camping: A conceptualization 

and guide to social research. Journal of Leisure Research, 1(4), 348–354. 

 

Burns, A. C., & Bush, R. F. (2006). Marketing research. Globalization, 1, 7. 

 

Burton, S., Sheather, S., & Roberts, J. (2003). Reality or perception? The effect of 

actual and perceived performance on satisfaction and behavioral intention. 

Journal of Service Research, 5(4), 292–302. 

 

Byrne, B. M. (2010). Structural equation modeling with AMOS; basic concepts, 

applications, and programming (second edition ed.). New York, London: 

Taylor and Francis Group. 

 

Cai, L.A., Wu, B. T, & Bai, B. (2003). Destination image and loyalty. Tourism 

Review International, 7(3-4), 153–162. 

 



© C
OPYRIG

HT U
PM

107 

Castro, C. B., Armario, E. M., & Ruiz, D. M. (2007). The influence of market 

heterogeneity on the relationship between a destination's image and tourists’ 

future behaviour. Tourism Management, 28(1), 175-187. 

 

Canny, I. U. (2013). An Empirical Investigation of Service Quality, Tourist 

Satisfaction and Future Behavioral Intentions among Domestic Local Tourist 

at Borobudur Temple. International Journal of Trade, Economics & 

Finance, 4(2). 

 

Cengiz, E., & Yayla, H. E. (2007). The effect of marketing mix on positive word of 

mouth communication: Evidence from accounting offices in Turkey. 

Innovative Marketing, 3(4), 73–86. 

 

Chen, C.-F. (2008). Investigating structural relationships between service quality, 

perceived value, satisfaction, and behavioral intentions for air passengers: 

Evidence from Taiwan. Transportation Research Part A: Policy and 

Practice, 42(4), 709–717. 

 

Chen, C.-F., & Chen, F.-S. (2010). Experience quality, perceived value, satisfaction 

and behavioral intentions for heritage tourists. Tourism Management, 31(1), 

29–35. 

 

Chen, C.-F., & Tsai, D. (2007). How destination image and evaluative factors affect 

behavioral intentions? Tourism Management, 28(4), 1115–1122.  

 

Chen, J. S., & Gursoy, D. (2000). Cross-cultural comparison of the information 

sources used by first-time and repeat travelers and its marketing implications. 

International Journal of Hospitality Management, 19(2), 191–203. 

 

Chen, N., Ji, S., & Funk, D. C. (2013). An extended study on destination image 

decay of sport tourists over time. Journal of Destination Marketing & 

Management. 

 

Chen, Y.-C., Yu, T.-H., Tsui, P.-L., & Lee, C.-S. (2012). A fuzzy AHP approach to 

construct international hotel spa atmosphere evaluation model. Quality & 

Quantity, 1–13. 

 

Cheng, T.-M., & Lu, C.-C. (2012). Destination Image, Novelty, Hedonics, Perceived 

Value, and Revisiting Behavioral Intention for Island Tourism. Asia Pacific 

Journal of Tourism Research, (ahead-of-print), 1–18. 

 

Chernatony, L. Du, & Segal-Horn, S. (2003). The criteria for successful services 

brands. European Journal of Marketing, 37(7/8), 1095–1118. 

 

Chi, C. G.-Q., Chua, B. L., Othman, M., & Karim, S. A. (2013). Investigating the 

Structural Relationships Between Food Image, Food Satisfaction, Culinary 

Quality, and Behavioral Intentions: The Case of Malaysia. International 

Journal of Hospitality & Tourism Administration, 14(2), 99–120.  



© C
OPYRIG

HT U
PM

108 

Chi, C. G.-Q., & Qu, H. (2008). Examining the structural relationships of destination 

image, tourist satisfaction and destination loyalty: An integrated approach. 

Tourism Management, 29(4), 624–636. 

 

Cho, V. (2003). A comparison of three different approaches to tourist arrival 

forecasting. Tourism Management, 24(3), 323–330. 

 

Chow, H., Lau, V. P., Lo, W., Sha, Z., & Yun, H. (2007). Service quality in 

restaurant operations in China: decision-and experiential-oriented 

perspectives. International Journal of Hospitality Management, 26(3), 698–

710. 

 

Chuang, H. T. (2009). The Rise of Culinary Tourism and Its Transformation of Food 

Cultures: The National Cuisine og Taiwan. The Copenhagen Journal of Asian 

Studies, 27(2), 84–108. 

 

Churchill Jr, G.A., & Peter, J.P. (1999). Marketing: Creating Value for Customers.  

(2nd ed.) McGraw-Hill, Boston (MA). 

 

Churchill Jr, G. A., & Surprenant, C. (1982). An investigation into the determinants  

of customer satisfaction. Journal of marketing research, 491-504. 

 

Cohen, E., & Avieli, N. (2004). Food in tourism: attraction and impediment. Annals 

of Tourism Research, 31(4), 755–778. 

 

Cohen, J., Cohen, P., West, S. G., & Aiken, L. S. (2013). Applied multiple 

regression/correlation analysis for the behavioral sciences. Routledge. 

 

Cole, S. T., Crompton, J. L. & Willson, V. L. (2002). An empirical investigation of 

the relationships between service quality, satisfaction and behavioral 

intentions among visitors to a wildlife refuge. Journal of Leisure Research, 

34(1): 1–24. 

 

Collier, D. A. (1991). New marketing mix stresses service. Journal of Business 

Strategy, 12(2), 42–45. 

 

Copley, P. (2004). Marketing communications management: concepts and theories, 

cases and practices. Routledge. 

 

Cronin Jr, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of 

quality, value, and customer satisfaction on consumer behavioral intentions in 

service environments. Journal of Retailing, 76(2), 193–218. 

 

Cronin Jr, J. J., & Taylor, S. A. (1992). Measuring service quality: a reexamination 

and extension. The Journal of Marketing, 55–68. 

 

 

 



© C
OPYRIG

HT U
PM

109 

Dabholkar, P. A., Shepherd, C. D., & Thorpe, D. I. (2000). A comprehensive 

framework for service quality: an investigation of critical conceptual and 

measurement issues through a longitudinal study. Journal of Retailing, 76(2), 

139–173. 

 

Danaher, P. J., & Mattsson, J. (1994). Customer satisfaction during the service 

delivery process. European Journal of Marketing, 28(5), 5–16. 

 

Davis, D. E., & Stewart, H. (2002). Changing consumer demands create 

opportunities for US food system. Food review-washington dc-, 25(1), 19–23. 

 

Dawes, J., & Rowley, J. (1996). The waiting experience: towards service quality in 

the leisure industry. International Journal of Contemporary Hospitality 

Management, 8(1), 16–21. 

 

Dmitrovic, T., Cvelbar, L. K., Kolar, T., Brencic, M. M., Ograjenšek, I., & Žabkar, 

V. (2009). Conceptualizing tourist satisfaction at the destination level. 

International Journal of Culture, Tourism and Hospitality Research, 3(2), 

116–126.  

 

Dmour, H., Zu’bi, M. F., & Kakeesh, D. (2013). The Effect of Services Marketing 

Mix Elements on Customer-Based Brand Equity: An Empirical Study on 

Mobile Telecom Service Recipients in Jordan. International Journal of 

Business and Management, 8(11), p13. 

 

Dossa, K. B., & Williams, P. (2002). Assessing the use of internet surveys in the 

context of advertisement tracking studies: a case study of tourism Yukon’s 

winter promotion campaign. Journal of Travel & Tourism Marketing, 11(2-

3), 39–62. 

 

Doyle, P. (1994). Marketing Management and Strategy. Prentice-Hall, Englewood 

Cliffs, NJ, pp. 159-65. 

 

Ekinci, A. (2011). The Effect of Foreign Direct Investment on the Employment and 

Economic Growth: the Case of Turkey (1980‐2010). Journal of Economics 

and Administrative Sciences, Eskişehir Osmangazi University, 6(2), 71–96. 

 

Evans, J. R., & King, V. E. (1999). Business-to-business marketing and the world 

wide web: planning, managing, and assessing web sites. Industrial Marketing 

Management, 28(4), 343–358. 

 

Ferrell, O. C., & Hartline, M. D. (2005). Marketing Strategy (3
rd

 ed.). Mason. OH: 

Thomson South-Western. 

 

Fishbein, M., & Ajzen,  I.  (1975). Belief,  attitude,  intention  and behavior: An  

introduction  to theory and research. Reading, Mass.: Addison-Wesley. 

 



© C
OPYRIG

HT U
PM

110 

Fitzsimmons, J. A., & Maurer, G. B. (1991). A walk-through audit to improve 

restaurant performance. The Cornell Hotel and Restaurant Administration 

Quarterly, 31(4), 94–99. 

 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of Marketing 

Research, 39–50. 

 

Fox, R. (2007). Reinventing the gastronomic identity of Croatian tourist destinations. 

International Journal of Hospitality Management, 26(3), 546–559. 

 

Francisco, C. B. (2012). Traditional Delicacies in Malaysia You‟ d Want to Taste. 

Retrieved from http://www.brighthubeducation.com/social-studies-

help/123358-traditional-delicasies-of-malaysia/ 

 

Gartner, W.C. (1994). Image formation process. Journal of Travel and Tourism 

Marketing, 2(2/3), 191-216. 

 

Gallarza, M. G., Saura, I. G., & Garcı́a, H. C. (2002). Destination image: Towards a 

conceptual framework. Annals of Tourism Research, 29(1), 56–78. 

 

Goi, C. L. (2009). A review of marketing mix: 4Ps or more? International Journal of 

Marketing Studies, 1(1), P2. 

 

Goldsmith, R. E. (1999). The personalised marketplace: beyond the 4Ps. Marketing 

Intelligence & Planning, 17(4), 178–185. 

 

González, M. E. A., Comesaña, L. R., & Brea, J. A. F. (2007). Assessing tourist 

behavioral intentions through perceived service quality and customer 

satisfaction. Journal of Business Research, 60(2), 153–160. 

 

Gupta, S., McLaughlin, E., & Gomez, M. (2007). Guest satisfaction and restaurant 

performance. Cornell Hotel and Restaurant Administration Quarterly, 48(3), 

284–298. 

 

Gwinner, K. P., Bitner, M. J., Brown, S. W., & Kumar, A. (2005). Service 

customization through employee adaptiveness. Journal of Service Research, 

8(2), 131–148. 

 

Gyimóthy, S., Rassing, C. R., & Wanhill, S. (2000). Marketing works: a study of the 

restaurants on Bornholm, Denmark. International Journal of Contemporary 

Hospitality Management, 12(6), 371–379. 

 

Ha, J., & Jang, S. (2010a). Perceived values, satisfaction, and behavioral intentions: 

The role of familiarity in Korean restaurants. International Journal of 

Hospitality Management, 29(1), 2–13. 

 



© C
OPYRIG

HT U
PM

111 

Ha, J., & Jang, S. (2010b). Effects of service quality and food quality: The 

moderating role of atmospherics in an ethnic restaurant segment. 

International Journal of Hospitality Management, 29(3), 520–529.  

 

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (2006). Multivariate data 

analysis: Upper Saddle River, NJ: Prentice Hall. 

 

Hair, J. F. J., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate 

Data Analysis. Seventh Edition Prentice Hall. 

 

Hall, C. M., & Mitchell, R. (2000). We are what we eat: food, tourism and 

globalization. Tourism, Culture and Communication, 2(1), 29–37. 

 

Hall, C. M., & Sharples, L. (2003). The consumption of experiences or the 

experience of consumption? An introduction to the tourism of taste. Food 

Tourism around the World: Development, Management and Markets, 1–24. 

 

Hall, C. M., Sharples, L., Mitchell, R., Macionis, N., & Cambourne, B. (2003). Food 

Tourism around the world: Development. Management and Markets. Oxford: 

Butterworth-Heinemann. 

 

Han, H., & Ryu, K. (2009). The roles of the physical environment, price perception, 

and customer satisfaction in determining customer loyalty in the restaurant 

industry. Journal of Hospitality & Tourism Research, 33(4), 487–510.  

 

Han, H., & Ryu, K. (2012). The theory of repurchase decision-making (TRD): 

Identifying the critical factors in the post-purchase decision-making process. 

International Journal of Hospitality Management, 31(3), 786–797. 

 

Hartline, M. D., Maxham III, J. G., & McKee, D. O. (2000). Corridors of influence 

in the dissemination of customer-oriented strategy to customer contact service 

employees. Journal of Marketing, 64(2), 35–50. 

 

Hartman, R. S. (1973). The Hartman value profile (HVP): Manual of interpretation. 

Research Concepts, Muskegon, MI. 

 

Hashimoto, A., & Telfer, D. J. (2006). Selling Canadian culinary tourism: Branding 

the global and the regional product. Tourism Geographies, 8(1), 31–55. 

 

Haven-Tang, C., & Jones, E. (2006). Using local food and drink to differentiate 

tourism destinations through a sense of place: a story from Wales-dining at 

Monmouthshire’s great table. Journal of Culinary Science & Technology, 

4(4), 69–86. 

 

Henderson, J. C. (2004). Food as a tourism resource: a view from Singapore. 

Tourism Recreation Research, 29(3), 69–74. 

 

Henderson, J. C. (2009). Food tourism reviewed. British Food Journal, 111(4), 317–

326.  



© C
OPYRIG

HT U
PM

112 

Heng, H. L. S., & Guan, A. T. K. (2007). Examining Malaysian household 

expenditure patterns on food-away-from-home. Asian Journal of Agriculture 

and Development, 3(1). 

 

Herrmann, A., Huber, F., Sivakumar, K., & Wricke, M. (2004). An empirical 

analysis of the determinants of price tolerance. Psychology & Marketing, 

21(7), 533–551. 

 

Heung, V. C. S. (2002). American theme restaurants: A study of consumer’s 

perceptions of the important attributes in restaurant selection. Asia Pacific 

Journal of Tourism Research, 7(1), 19–28. 

 

Heung, V., Wong, M. Y., & Hailin, Q. (2000). Airport-restaurant service quality in 

Hong Kong: An application of SERVQUAL. The Cornell Hotel and 

Restaurant Administration Quarterly, 41(3), 86. 

 

Hirankitti, P., Mechinda, P., & Manjing, S. (2009). Marketing strategies of thai spa 

operators in bangkok metropolitan. Paper presented at the The International 

Conference on Applied Business Research ICABR Valletta (St.Julians)–

Malta. 

 

Hjalager, A.-M., & Richards, G. (2002). Tourism and gastronomy.  London: 

Routledge, 224-234.  

 

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of 

consumption: consumer fantasies, feelings, and fun. Journal of Consumer 

Research, 132–140. 

 

Horng, J.-S., Liu, C.-H., Chou, H.-Y., & Tsai, C.-Y. (2012). Understanding the 

impact of culinary brand equity and destination familiarity on travel 

intentions. Tourism Management, 33(4), 815–824.  

 

Horng, J.-S., & Tsai, C.-T. (2010). Government websites for promoting East Asian 

culinary tourism: A cross-national analysis. Tourism Management, 31(1), 74–

85. 

 

Horng, J.-S., & Tsai, C.-T. (2012). Exploring Marketing Strategies for Culinary 

Tourism in Hong Kong and Singapore. Asia Pacific Journal of Tourism 

Research, 17(3), 277–300. 

 

Hosany, S., Ekinci, Y., & Uysal, M. (2007). Destination image and destination 

personality. International Journal of Culture, Tourism and Hospitality 

Research, 1(1), 62–81. 

 

Hui, M. K., & Tse, D. K. (1996). What to tell consumers in waits of different 

lengths: An integrative model of service evaluation. Journal of Marketing, 

60(2). 

 



© C
OPYRIG

HT U
PM

113 

Hui, T. K., Wan, D., & Ho, A. (2007). Tourists’ satisfaction, recommendation and 

revisiting Singapore. Tourism Management, 28(4), 965–975. 

 

Hutton, W. (2013). Authentic Recipes from Malaysia. Singapore: Periplus Edition 

(HK) Ltd. 

 

Hyun, S. S. (2010). Predictors of relationship quality and loyalty in the chain 

restaurant industry. Cornell Hospitality Quarterly, 51(2), 251–267. 

 

Innis, D. E., & La Londe, B. J. (1994). Customer service: the key to customer 

satisfaction, customer loyalty, and market share. Journal of Business 

Logistics, 15(1). 

 

Jacoby, J., & Olson, J. C. (1977). Consumer response to price: An attitudinal, 

information processing perspective. Moving ahead with attitude 

research, 39(1), 73-86. 

 

Jain, M. K. (2013). An Analysis of Marketing Mix: 7Ps or More. Asian Journal of 

Multidisciplinary Studies, 1(4). 

 

Jalis, M. H., Zahari, M. S., Zulkifly, M. I., & Othman, Z. (2009). Malaysian 

gastronomic tourism products: Assessing the level of their acceptance among 

the western tourists. South Asian Journal of Tourism and Heritage, 2(1), 31–

44. 

 

Javier, S., Bign, J. E., Bigne, J. E., Sanchez, M. I., & Sanchez, J. (2001). Tourism 

image, evaluation variables and after purchase behaviour: inter-relationship. 

Tourism Management, 22(6), 607–616. 

 

Jeong, C. (2009). Effects of exposure time to travel information sources on 

familiarity, destination image, and intention to visit. Retrieved from ProQuest 

Digital Dissertations University of Florida. 

 

Jha, S. N. (2010). Food quality and safety: an overview. In Nondestructive 

Evaluation of Food Quality (pp. 1–16). Springer Berlin Heidelberg. 

 

Jin, N., Lee, S., & Huffman, L. (2012). Impact of restaurant experience on brand 

image and customer loyalty: moderating role of dining motivation. Journal of 

Travel & Tourism Marketing, 29(6), 532–551. 

 

Johanson, G. A., & Brooks, G. P. (2009). Initial scale development: sample size for 

pilot studies. Educational and Psychological Measurement, 70 (3), 394-400. 

 

Johns, N., & Pine, R. (2002). Consumer behaviour in the food service industry: a 

review. International Journal of Hospitality Management, 21(2), 119–134. 

 

Judd, V. C. (1987). Differentiate with the 5th P: People. Industrial Marketing 

Management, 16(4), 241–247. 



© C
OPYRIG

HT U
PM

114 

Kandampully, J., & Suhartanto, D. (2000). Customer loyalty in the hotel industry: 

the role of customer satisfaction and image. International Journal of 

Contemporary Hospitality Management, 12(6), 346–351. 

 

Kaplanidou, K., & Vogt, C. (2007). The interrelationship between sport event and 

destination image and sport tourists’ behaviours. Journal of Sport & Tourism, 

12(3-4), 183–206. 

 

Karim, S. A., Chua, B. L., & Salleh, H. (2009). Malaysia as a culinary tourism 

destination: International tourists’ perspective. Journal of Tourism, 

Hospitality & Culinary Arts, 1(33), 63-78. 

 

Karim, S. A., & Chi, C. G.-Q. (2010). Culinary Tourism as a Destination Attraction: 

An Empirical Examination of Destinations’ Food Image. Journal of 

Hospitality Marketing & Management, 19(6), 531–555.  

 

Kent, R. A. (1986). Faith in the four Ps: An alternative. Journal of Marketing 

Management, 14(2), 145-154. 

 

Kim, J.-H., & Hyun, Y. J. (2011). A model to investigate the influence of marketing-

mix efforts and corporate image on brand equity in the IT software sector. 

Industrial Marketing Management, 40(3), 424–438. 

 

Kim, W. G., Lee, Y.-K., & Yoo, Y.-J. (2006). Predictors of relationship quality and 

relationship outcomes in luxury restaurants. Journal of Hospitality & Tourism 

Research, 30(2), 143–169. 

 

Kim, W. G., & Moon, Y. J. (2009). Customers’ cognitive, emotional, and actionable 

response to the servicescape: A test of the moderating effect of the restaurant 

type. International Journal of Hospitality Management, 28(1), 144–156. 

 

Kim, Y.-S., Lee, Y.-Y., & Love, C. (2009). A case study examining the influence of 

conference food function on attendee satisfaction and return intention at a 

corporate conference. Journal of Convention & Event Tourism 10 (3), 211–

230. 

 

Kivela, J., & Crotts, J. C. (2006a). Gastronomy tourism: A meaningful travel market 

segment. Journal of Culinary Science & Technology, 4(2-3), 39–55. 

 

Kivela, J., & Crotts, J. C. (2006b). Tourism and gastronomy: Gastronomy’s influence 

on how tourists experience a destination. Journal of Hospitality & Tourism 

Research, 30(3), 354–377. 

 

Kivela, J., Inbakaran, R., & Reece, J. (2000). Consumer research in the restaurant 

environment. Part 3: analysis, findings and conclusions. International Journal 

of Contemporary Hospitality Management, 12(1), 13–30. 

 

Kline, R. B. (2005). Principles and practice of structural equation modeling. The 

Guilford Press. 



© C
OPYRIG

HT U
PM

115 

Koo, L. C., Tao, F. K. C., & Yeung, J. H. C. (1999). Preferential segmentation of 

restaurant attributes through conjoint analysis. International Journal of 

Contemporary Hospitality Management, 11(5), 242–253. 

 

Kotler, P. (1986). Megamarketing. Harvard Business Review, 64(2), 117–124. 

 

Kotler, P. (2001). Marketing Management, 10. Pearson Education Canada. 

 

Kotler, P. (2005). According to Kotler: The World’s Foremost Authority on 

Marketing Answers the World’s Foremost Authority on Marketing Answers 

Your Questions. New York: AMACOM. 

 

Kotler, P., & Armstrong, G. (2009). Principles of marketing. Pearson Education. 

 

Kotler, P., Bowen, J. T., & Makens, J. C. (1999). Marketing for Hospitality and 

Tourism, 5/e. Pearson Education India. 

 

Kotler, P., & Keller, K. L. (2009). Marketing Management. Upper Saddle River, NJ: 

Prentice Hall. 

 

Kozak, M., & Rimmington, M. (2000). Tourist satisfaction with Mallorca, Spain, as 

an off-season holiday destination. Journal of Travel Research, 38(3), 260–

269. 

 

Krejcie, R. V, & Morgan, D. W. (1970). Determining sample size for research 

activities. Educational and Psychological Measurement, 30, 607-610. 

 

Kueh, K., & Voon, B. H. (2007). Culture and service quality expectations: evidence 

from Generation Y consumers in Malaysia. Managing Service Quality, 17(6), 

656–680. 

 

Kwun, D. J.-W., Ellyn, E., & Choi, Y. (2013). Campus Foodservice Attributes and 

their Effects on Customer Satisfaction, Image, and Word-of-mouth. Journal 

of Foodservice Business Research, 16(3), 276–297. 

 

Lam, L. W., Chan, K. W., Fong, D., & Lo, F. (2011). Does the look matter? The 

impact of casino servicescape on gaming customer satisfaction, intention to 

revisit, and desire to stay. International Journal of Hospitality Management, 

30(3), 558–567. 

 

Lauterborn, B. (1990). New marketing litany: four Ps passe: C-words take over. 

Advertising Age, 61(41), 26. 

 

Law, R., To, T., & Goh, C. (2008). How do Mainland Chinese travelers choose 

restaurants in Hong Kong?: An exploratory study of individual visit scheme 

travelers and packaged travelers. International Journal of Hospitality 

Management, 27(3), 346–354.  

 



© C
OPYRIG

HT U
PM

116 

Lee, C.-K., Lee, Y.-K., & Lee, B. (2005). Korea’s destination image formed by the 

2002 World Cup. Annals of Tourism Research, 32(4), 839–858. 

 

Lee, M. J., & Back, K.-J. (2007). Association members’ meeting participation 

behaviors: development of meeting  

 

Lee, T. H. (2009). A structural model to examine how destination image, attitude, 

and motivation affect the future behavior of tourists. Leisure Sciences, 31(3), 

215–236. 

 

Lertputtarak, S. (2012). The Relationship between Destination Image, Food Image, 

and Revisiting Pattaya, Thailand. International Journal of Business and 

Management, 7(5), 111–122.  

 

Leuschner, R., Lambert, D. M., & Knemeyer, A. M. (2012). Logistics Performance, 

Customer Satisfaction, and Share of Business: A Comparison of Primary and 

Secondary Suppliers. Journal of Business Logistics, 33(3), 210–226. 

 

Lin, C.H., Morais, D. B., Kerstetter, D. L., & Hou, J.-S. (2007). Examining the role 

of cognitive and affective image in predicting choice across natural, 

developed, and theme-park destinations. Journal of Travel Research, 46(2), 

183–194. 

 

Lin, C.H., & Wang, Y.-S. (2006). An examination of the determinants of customer 

loyalty in mobile commerce contexts. Information & Management, 43(3), 

271–282. 

 

Lin, I. Y., & Mattila, A. S. (2010). Restaurant servicescape, service encounter, and 

perceived congruency on customers’ emotions and satisfaction. Journal of 

Hospitality Marketing & Management, 19(8), 819–841. 

 

Lin, Y.-C. C., Pearson, T. E., & Cai, L. A. (2010). Food as a form of destination 

identity: A tourism destination brand perspective. Tourism and Hospitality 

Research, 11(1), 30–48.  

 

Ling, L. Q., Karim, S. A., Othman, M., Adzahan, N. M., & Ramachandran, S. 

(2010). Relationships between Malaysian food image, tourist satisfaction and 

behavioural intention. World Applied Sciences Journal, 10, 164–171. 

 

Liu, C.R., Lin, W.R., & Wang, Y.C. (2012). From Destination Image to Destination 

Loyalty: Evidence From Recreation Farms in Taiwan. Journal of China 

Tourism Research, 8(4), 431–449. 

 

Liu, Y., & Jang, S. S. (2009). Perceptions of Chinese restaurants in the US: what 

affects customer satisfaction and behavioral intentions? International Journal 

of Hospitality Management, 28(3), 338–348. 

 

Lo, A., & Lam, T. (2004). Long-haul and short-haul outbound all-inclusive package 

tours. Asia Pacific Journal of Tourism Research, 9(2), 161–176. 



© C
OPYRIG

HT U
PM

117 

Lobato, L. H., Solis-Radilla, M. M., Moliner-Tena, M. A., & Sánchez-García, J. 

(2006). Tourism destination image, satisfaction and loyalty: a study in Ixtapa-

Zihuatanejo, Mexico. Tourism Geographies, 8(4), 343–358. 

 

Lovelock, C., & Wright, L. (2001). Principles of Service marketing. Engle-wood-

Cliffs, NJ: Prentice Hall. 

 

Magrath, A. J. (1986). When marketing services, 4 Ps are not enough. Business 

Horizons, 29(3), 44–50. 

 

Mattila, A. S., & O’Neill, J. W. (2003). Relationships between hotel room pricing, 

occupancy, and guest satisfaction: A longitudinal case of a midscale hotel in 

the United States. Journal of Hospitality & Tourism Research, 27(3), 328–

341. 

 

Mattila, A. S., & Wirtz, J. (2001). Congruency of scent and music as a driver of in-

store evaluations and behavior. Journal of Retailing, 77(2), 273–289. 

 

Matzler, K., Hinterhuber, H. H., Bailom, F., & Sauerwein, E. (1996). How to delight 

your customers. Journal of Product & Brand Management, 5(2), 6–18. 

 

McCarthy, E.J. (1964). Basic Marketing, a Managerial Approach. Homewood, Ill: 

R. D. Irwin, Inc. 

 

McCarthy, E. J. (1971). Basic Marketing: A Managerial Approach (4th ed.). 

Homewood, IL: R.D. Irwin Inc.   

 

McCarthy, E.J. (1978). Basic Marketing, a Managerial Approach (6th ed). 

Homewood, Ill: R.D. Irwin, Inc. 

 

Mealey, L. (2014) . Retrived Jun  2014 from  

http://restaurants.about.com/od/openingarestaurant/a/location.htm 

 

Meler, M., & Cerovic, Z. (2003). Food marketing in the function of tourist product 

development. British Food Journal, 105(3), 175–192. 

 

Mill, R. C., & Morrison, A. M. (1985). The tourist system. Englewood Cliffs, NJ: 

Prentice-Hall. 

 

Mindak, W. A., & Fine, S. (1981). A fifth “P”: public relations. Marketing of 

Services, 71–73. 

 

Mohamad, M., Abdullah, A. R., & Mokhlis, S. (2012). Tourists’ Evaluations of 

Destination Image and Future Behavioural Intention: The Case of Malaysia. 

Journal of Management and Sustainability, 2(1), p181.  

 

Möller, K. (2006). The Marketing Mix Revisited: Towards the 21st Century 

Marketing by E. Constantinides. Journal of Marketing Management, 22(3), 

439-450. 



© C
OPYRIG

HT U
PM

118 

Mooney, K. M., & Walbourn, L. (2001). When college students reject food: not just 

a matter of taste. Appetite, 36(1), 41–50. 

 

Muala, A., & Qurneh, M. (2012). Assessing the Relationship between Marketing 

Mix and Loyalty through Tourists Satisfaction in Jordan Curative Tourism. 

American Academic & Scholarly Research Journal (AASRJ), 4(2), 7–23. 

 

Nadeau, J., Heslop, L., O’Reilly, N., & Luk, P. (2008). Destination in a country 

image context. Annals of Tourism Research, 35(1), 84–106. 

 

Namkung, Y., & Jang, S. (2007). Does food quality really matter in restaurants? Its 

impact on customer satisfaction and behavioral intentions. Journal of 

Hospitality & Tourism Research, 31(3), 387–409.  

 

Namkung, Y., & Jang, S. S. (2008). Are highly satisfied restaurant customers really 

different? A quality perception perspective. International Journal of 

Contemporary Hospitality Management, 20(2), 142–155. 

 

Nardi, P. M. (2005). Doing survey research- A Guide  to  Quantitative  Methods.  

Boston, Peasron Education: Inc.  

 

New Straits Times (2014). Retrived 20 Mar 2014 from http://www.nst.com.my/ 

opinion/letters-to-the -editor/local-cuisine-promote-nation-through-unique-

dishes-1.389515. 

 

New Straits Times (2014). Retrived 20 Mar 2014 from 

http://www.nst.com.my/channels/learning-curve/food-science-and-

technology-making-the-cut-1.538732. 

 

Nickels, W.G. & Jolson M.A. (1976). Packaging – the fifth P in the marketing mix. 

Advanced Management Journal 41(4), 13-21.   

 

Nield, K., Kozak, M., & LeGrys, G. (2000). The role of food service in tourist 

satisfaction. International Journal of Hospitality Management, 19(4), 375–

384. 

 

O’Leary, S., & Deegan, J. (2003). People, pace, place: Qualitative and quantitative 

images of Ireland as a tourism destination in France. Journal of Vacation 

Marketing, 9(3), 213–226. 

 

Oh, H., & Hsu, C. H. C. (2001). Volitional degrees of gambling behaviors. Annals of 

Tourism Research, 28(3), 618–637. 

 

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. New 

York: McGraw-Hill. 

 

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of 

satisfaction decisions. Journal of Marketing Research, 460–469. 



© C
OPYRIG

HT U
PM

119 

Oliver, R. L. (1981). Measurement and evaluation of satisfaction processes in retail 

settings. Journal of Retailing, 58-48. 

 

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 33–44. 

 

Oliver, R. L., & Burke, R. R. (1999). Expectation Processes in Satisfaction 

Formation A Field Study. Journal of Service Research, 1(3), 196–214. 

 

Omar, S. R., & Karim, S. A. (2013). Factors attracting Malaysian Heritage Food 

(HF) consumption amongst international tourists in Malaysia. Hospitality and 

Tourism: Synergizing Creativity and Innovation in Research, 253. Taylor & 

Francis Group. 

 

Omar, S. R., Karim, S. A., & Omar, S. N. (2014). Exploring International Tourists‟ 

Attitudes and Perceptions: in Characterizing Malaysian Heritage Food (MHF) 

as a Tourism Attraction in Malaysia. International Journal of Social Science 

& Humanity, 5(3), 321-329. 

 

Omar, S. R., Karim, S. A., Bakar, A. Z. A., & Omar, S. N. (2015). Safeguarding 

Malaysian Heritage Food (MHF): The Impact of Malaysian Food Culture and 

Tourists’ Food Culture Involvement on Intentional Loyalty. Procedia-Social 

and Behavioral Sciences, 172, 611-618. 

 

Othman, Z., Zahari, M. S. M., Hashim, R., & Ibrahim, S. (2009). Do Thai foods 

outshine Malaysians foods locally and internationally. Journal of Tourism, 

Hospitality & Culinary Arts, 23-34. 

 

Owomoyela, S. K., Ola, O. S., & Oyeniyi, K. O. (2013). Investigating the impact of 

marketing mix elements on consumer loyalty: An empirical study on 

Nigerian Breweries PLC. Interdisciplinary Business Research, 4(11), 485-

486. 

 

Pampel, F. C. (2000). Logistic regression: A primer. Sage quantitative applications 

in the Social Sciences Series, 132, Thousand oaks, UK: Sage Publications. 

 

Park, J. W., Robertson, R., & Wu, C. L. (2006). Modelling the impact of airline 

service quality and marketing variables on passengers’ future behavioural 

intentions. Transportation Planning and Technology, 29(5 ), 359-381. 

 

Parsa, H. G., Self, J. T., Njite, D., & King, T. (2005). Why restaurants fail. Cornell 

Hotel and Restaurant Administration Quarterly, 46(3), 304–322. 

 

Peri, C. (2006). The universe of food quality. Food Quality and Preference, 17(1), 3–

8. 

 

Peter, J. P., & Donnelly, j. j. h. (2007). A preface to marketing management. 

McGraw-Hül/rrwin, Boston, ISBN-L, 3, 978–73380964. 

 



© C
OPYRIG

HT U
PM

120 

Petrick, J. F. (2004). The roles of quality, value, and satisfaction in predicting cruise 

passengers’ behavioral intentions. Journal of Travel Research, 42(4), 397–

407. 

 

Petrick, J. F. (2005). Segmenting cruise passengers with price sensitivity. Tourism 

Management, 26(5), 753–762. 

 

Phitthayaphinant, P., & Nissapa, A. (2011). Consumersû Satisfaction on Marketing 

Mix of Biodiesel in Southern Thailand: A Case Study in Songkhla, Krabi, 

and Trang Provinces. Kasetsart Journal, Social Sciences, 32(1), 115–124. 

 

Pike, S. (2002). Destination image analysis—a review of 142 papers from 1973 to 

2000. Tourism Management, 23(5), 541–549. 

 

Pratten, J. D. (2003). The importance of waiting staff in restaurant service. British 

Food Journal, 105(11), 826–834. 

 

Prayag, G. (2009). Tourists’ evaluations of destination image, satisfaction, and future 

behavioral intentions—the case of mauritius. Journal of Travel & Tourism 

Marketing, 26(8), 836–853. 

 

Popovic, D. (2006). Modelling the Marketing of High -Tech Start-Ups. Journal of 

Targeting, Measurement and Analysis for Marketing, 14(3), 260 -276. 

 

Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: 

An illustration from food experiences in tourism. Tourism Management, 

25(3), 297–305. 

 

Raajpoot, N. A. (2002). TANGSERV: A multiple item scale for measuring tangible 

quality in foodservice industry. Journal of Foodservice Business Research, 

5(2), 109–127. 

 

Rafiq, M., & Ahmed, P. K. (1995). Using the 7Ps as a generic marketing mix: an 

exploratory survey of UK and European marketing academics. Marketing 

Intelligence & Planning, 13(9), 4–15. 

 

Rajh, E., & Ozretić Došen, Đ. (2009). The effects of marketing mix elements on 

service brand equity. Ekonomska Istraživanja, 22(4), 69–83. 

 

Rand, G. E. Du, & Heath, E. (2006). Towards a framework for food tourism as an 

element of destination marketing. Current Issues in Tourism, 9(3), 206–234. 

 

Rand, G. E. Du, Heath, E., & Alberts, N. (2003). The Role of Local and Regional 

Food in Destination Marketing: A South African situation analysis. Journal 

of Travel & Tourism Marketing, 14(3-4), 97–112. 

 

Reisinger, Y., & Turner, L. W. (2003). Cross-cultural behaviour in tourism: 

Concepts and analysis. Oxford: Butterworth Heinemann. 



© C
OPYRIG

HT U
PM

121 

Richards, G. W. (2012). Food and the tourism experience: Major findings and policy 

orientations. Food and the Tourism Experience, 13-46. 

 

Roberson, M. T., & Sundstrom, E. (1990). Questionnaire design, return rates, and 

response favorableness in an employee attitude questionnaire. Journal of 

Applied Psychology, 75(3), 354. 

 

Rubin, A., & Babbie, E. (2007). Research methods for social work. Books/Cole Pub 

Co. 

 

Ruiz, D. M., Gremler, D. D., Washburn, J. H., & Carrión, G. C. (2008). Service 

value revisited: specifying a higher-order, formative measure. Journal of 

Business Research, 61(12), 1278–1291. 

 

Rust, R. T., Lemon, K. N., & Zeithaml, V. A. (2001). Where should the next 

marketing dollar go. Marketing Management, 10(3), 24–28. 

 

Ryu, K., & Han, H. (2009). Influence of the Quality of Food, Service, and Physical 

Environment on Customer Satisfaction and Behavioral Intention in Quick-

Casual Restaurants: Moderating Role of Perceived Price. Journal of 

Hospitality & Tourism Research, 34(3), 310–329.  

 

Ryu, K., Han, H., & Kim, T.-H. (2008). The relationships among overall quick-

casual restaurant image, perceived value, customer satisfaction, and 

behavioral intentions. International Journal of Hospitality Management, 

27(3), 459–469.  

 

Ryu, K., & Jang, S. S. (2006). Intention to experience local cuisine in a travel 

destination: The modified theory of reasoned action. Journal of Hospitality & 

Tourism Research, 30(4), 507–516. 

 

Ryu, K., & Jang, S. S. (2007). The effect of environmental perceptions on behavioral 

intentions through emotions: The case of upscale restaurants. Journal of 

Hospitality & Tourism Research, 31(1), 56–72.  

 

Ryu, K., & Jang, S. S. (2008). DINESCAPE: A scale for customers' perception of 

dining environments. Journal of Foodservice Business Research, 11(1), 2-22. 

 

Ryu, K., Lee, H.-R., & Kim, W. G. (2012). The influence of the quality of the 

physical environment, food, and service on restaurant image, customer 

perceived value, customer satisfaction, and behavioral intentions. 

International Journal of Contemporary Hospitality Management, 24(2), 200–

223.  

 

Salkind, N. J. (1997). Exploring research (3rd ed.). Upper Saddle River, NJ: 

Prentice-Hall. 

 



© C
OPYRIG

HT U
PM

122 

Sarker, M. M. A. H., Aimin, W., & Begum, S. (2012). Investigating the Impact of 

Marketing Mix Elements on Tourists ‘Satisfaction: An Empirical Study on 

East Lake. European Journal of Business and Management, 4(7), 273–282.  

 

Scarpato, R., Hjalager, A. M., & Richards, G. (2002). Gastronomy as a tourist 

product: the perspective of gastronomy studies. Tourism and Gastronomy, 

51–70. 

 

Schumacker, R., & Lomax, R. G. (2010). A beginner's guide to Structural Equation 

Modeling (3rd ed.). New York: Routledge, Taylor & Francis Group. 

 

Sekaran, U. (2006). Research methods for business: A skill building approach. New  

York, NY: John Wiley & Sons. 

 

Shewfelt, R. L. (1999). What is quality? Postharvest Biology and Technology, 15(3), 

197–200. 

 

Singapore Tourism Board (STB) (2008). Uniquely Singapore: Where t o eat. 

Retrieved from http://visitsingapore.com./publish/stbportal/en/home/ 

sub_landing_pages/Where_to_eat.html 

 

Singapore Tourism Board (STB) (2007). Annual report on tourism statistics, 

Singapore: STB. Retrived from https://www.stb.gov.sg/statistics-and-market-

insights/pages/statistics-Annual-Tourism-Statistics.aspx 

 

Sims, R. (2009). Food, place and authenticity: local food and the sustainable tourism 

experience. Journal of Sustainable Tourism, 17(3), 321–336. 

 

Smith, S., & Costello, C. (2009). Culinary tourism: Satisfaction with a culinary event 

utilizing importance-performance grid analysis. Journal of Vacation 

Marketing, 15(2), 99–110. 

 

Soriano, D. R. (2002). Customers’ expectations factors in restaurants: The situation 

in Spain. International Journal of Quality & Reliability Management, 

19(8/9), 1055–1067. 

 

Sparks, B. A., Wildman, K. L., & Bowen, J. T. (2001). Restaurants as a contributor 

to tourist destination attractiveness. Australian Journal of Hospitality 

Management, 8(2), 17–30. 

 

Sparks, B., Bowen, J., & Klag, S. (2003). Restaurants and the tourist market. 

International Journal of Contemporary Hospitality Management, 15(1), 6–

13.  

 

Straub, D., Boudreau, M.-C., & Gefen, D. (2004). Validation guidelines for IS 

positivist research. The Communications of the Association for Information 

Systems, 13(1), 63. 



© C
OPYRIG

HT U
PM

123 

Sulek, J. M., & Hensley, R. L. (2004). The Relative Importance of Food, 

Atmosphere, and Fairness of Wait The Case of a Full-service Restaurant. 

Cornell Hotel and Restaurant Administration Quarterly, 45(3), 235–247. 

 

Tang, J. Y. H., Mohd-Noor, N. H., Mazlan, N., Yeo, C. C., Abu-Bakar, C. A., & 

Radu, S. (2014). Survival of Vibrio cholerae O1 and Vibrio parahaemolyticus 

in fried and boiled Malaysian fish sausage. Food Control, 41, 102–105. 

 

Tasci, A. D. A., Gartner, W. C., & Cavusgil, S. T. (2007). Conceptualization and 

operationalization of destination image. Journal of Hospitality & Tourism 

Research, 31(2), 194–223. 

 

Telfer, D. J., & Wall, G. (1996). Linkages between tourism and food production. 

Annals of Tourism Research, 23(3), 635–653. 

 

Tepeci, M. (1999). Increasing brand loyalty in the hospitality industry. International 

Journal of Contemporary Hospitality Management, 11(5), 223–230. 

 

Thakur, S., & Singh, D. R. A. (2012). Brand Image, Customer satisfaction and 

Loyalty Intention: Study in The Context of Cosmetic Product among of The 

People of Central India. EXCEL International Journal of Multidisciplinary 

Management Studies, 2(5), 37–50. 

 

The Malaysian Insider, (2012). Retrived  Mar 2014 from http://www.themalaysian     

insider.com/malaysia/article/tourists-spend-rm9.4b-on-food-yen-yen-says 

 

The Sundaily, (2013). Retrived 22 Mar 2014 from http://www.thesundaily.my/ 

news/798080  

 

The Star Online (2014). Retrived 24 Mar 2014 from http://www.thestar.com.my/ 

story.aspx/?file=%2f2011%2 f9%2f23%2fnation%2f9560023. 

 

Toh, P. S., & Birchenough, A. (2000). Food safety knowledge and attitudes: culture 

and environment impact on hawkers in Malaysia.: Knowledge and attitudes 

are key attributes of concern in hawker foodhandling practices and outbreaks 

of food poisoning and their prevention. Food Control, 11(6), 447–452. 

 

Torres, R. (2002). Toward a better understanding of tourism and agriculture linkages 

in the Yucatan: tourist food consumption and preferences. Tourism 

Geographies, 4(3), 282–306. 

 

Tourism Malaysia, (2014). Retrived May 2014 from http://corporate.tourism.gov. 

my/research.asp?page=facts_figures. 

Tourist Attractions in Malaysia.com, (2010). Retrived May 2014 from http://www. 

tourist-attractions-in-malaysia.com/kuala-lumpur-tourism.html. 

 

Tourism Malaysia, Visit Malaysia year (2014). Retrived May 2014 from http://www. 

tourism.gov.my/en/us/places/states-of-malaysia/kuala-lumpur#page1. 



© C
OPYRIG

HT U
PM

124 

Trochin,W. M. K. (2006). Research method knowledge base. Retrieved 10 Oct 2014 

from http://www.socialresearchmethods.net/kb/sampling.php. 

 

Tse, D. K., & Wilton, P. C. (1988). Models of Consumer Satisfaction Formation: An 

Extensive. Journal of Marketing Research (JMR), 25(2). 

 

Turley, L. W., & Milliman, R. E. (2000). Atmospheric effects on shopping behavior: 

a review of the experimental evidence. Journal of Business Research, 49(2), 

193–211. 

 

Tzeng, G.-H., Teng, M.-H., Chen, J.-J., & Opricovic, S. (2002). Multicriteria 

selection for a restaurant location in Taipei. International Journal of 

Hospitality Management, 21(2), 171–187. 

 

Valle, P. O., Silva, J. A., Mendes, J., & Guerreiro, M. (2006). Tourist satisfaction 

and destination loyalty intention: a structural and categorical analysis. 

International Journal of Business Science and Applied Management, 1(1), 

25–44. 

 

Varki, S., & Colgate, M. (2001). The role of price perceptions in an integrated model 

of behavioral intentions. Journal of Service Research, 3(3), 232–240. 

 

Veal, A. J. (2006). Research methods for leisure and tourism: A practical guide. 

Pearson Education. 

 

Visit Malaysia, (2012). Retrived Jun 2014 from http://kuala-lumpur.attractionsin 

malaysia.com/ 

 

Wakefield, K. L., & Blodgett, J. G. (1994). The importance of servicescapes in 

leisure service settings. Journal of Services Marketing, 8(3), 66–76. 

 

Wakefield, K. L., & Blodgett, J. G. (1996). The effect of the servicescape on 

customers’ behavioral intentions in leisure service settings. Journal of 

Services Marketing, 10(6), 45–61. 

 

Wall, E. A., & Berry, L. L. (2007). The combined effects of the physical 

environment and employee behavior on customer perception of restaurant 

service quality. Cornell Hotel and Restaurant Administration Quarterly, 

48(1), 59–69. 

 

Weber, K. (2005). Travelers’ perceptions of airline alliance benefits and 

performance. Journal of Travel Research, 43(3), 257–265. 

 

Westbrook, R. A., & Oliver, R. L. (1991). The dimensions of consumption emotion 

pat- terns and consumer satisfaction. Journal of Consumer Research,  18(1), 

84-91. 

 

 



© C
OPYRIG

HT U
PM

125 

Weng, J. T., & de Run, E. C. (2013). Consumers’ personal values and sales 

promotion preferences effect on behavioural intention and purchase 

satisfaction for consumer product. Asia Pacific Journal of Marketing and 

Logistics, 25(1), 70–101. 

 

Wolf, E. (2002). Culinary tourism: A tasty economic proposition. Portland: 

International Culinary Tourism Taskforce. 

 

Wood, M. B. (2008). The marketing plan handbook. Pearson Prentice Hall. 

 

Woodland, M., & Acott, T. G. (2007). Sustainability and local tourism branding in 

England’s South Downs. Journal of Sustainable Tourism, 15(6), 715–734. 

 

World Of History, (2014). Retrived Apr 2014 from http://historyofworld123. 

blogspot.com/2011_10_01_archive.html. 

 

Wu, C. H.-J., & Liang, R.-D. (2009). Effect of experiential value on customer 

satisfaction with service encounters in luxury-hotel restaurants. International 

Journal of Hospitality Management, 28(4), 586–593. 

 

Yaghmaie, F. (2003). Content validity and its estimation. Journal of Medical 

Education, 3(1), 25–27. 

 

Yelkur, R. (2000). Customer satisfaction and the services marketing mix. Journal of 

Professional Services Marketing, 21(1), 105–115. 

 

Yi, Y. (1990). A critical review of consumer satisfaction. Review of Marketing, 4(1), 

68–123. 

 

Yilmaz, Y., Yilmaz, Y., Icigen, E. T., Ekin, Y., & Utku, B. D. (2009). Destination 

image: A comparative study on pre and post trip image variations. Journal of 

Hospitality Marketing & Management, 18(5), 461–479. 

 

Yoo, B., Donthu, N., & Lee, S. (2000). An examination of selected marketing mix 

elements and brand equity. Journal of the Academy of Marketing Science, 

28(2), 195–211. 

 

Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and 

satisfaction on destination loyalty: a structural model. Tourism Management, 

26(1), 45–56. 

 

Yoshino, K. (2010). Malaysian cuisine: A case of neglected culinary 

globalization. Globalization, Food, and Social Identities in the Asia Pacific 

Region Conference. Tokyo: Sophia University Institute of Comparative Cu. 

 

Yu, L., & Goulden, M. (2006). A comparative analysis of international tourists’ 

satisfaction in Mongolia. Tourism Management, 27(6), 1331–1342. 

 



© C
OPYRIG

HT U
PM

126 

Yu, Y.-T., & Dean, A. (2001). The contribution of emotional satisfaction to 

consumer loyalty. International Journal of Service Industry Management, 

12(3), 234–250. 

 

Yuan, J., & Jang, S. (2008). The Effects of Quality and Satisfaction on Awareness 

and Behavioral Intentions: Exploring the Role of a Wine Festival. Journal of 

Travel Research, 46(3), 279–288.  

 

Yüksel, A., & Yüksel, F. (2007). Shopping risk perceptions: Effects on tourists’ 

emotions, satisfaction and expressed loyalty intentions. Tourism 

Management, 28(3), 703–713. 

 

Yüksel, A., Yüksel, F. (2003). Measurement of tourist satisfaction with restaurant 

services: A segment-based approach. Journal of Vacation Marketing, 9(1), 

52–68.  

 

Zeithaml, V. A. (1984). Issues in conceptualizing and measuring consumer response 

to price. Advances in Consumer Research, 11(1) 612-616. 

 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral 

consequences of service quality. The Journal of Marketing, 31–46. 

 

Zineldin, M., & Philipson, S. (2007). Kotler and Borden are not dead: myth of 

relationship marketing and truth of the 4Ps. Journal of consumer marketing, 

24(4), 229-241. 
 

 

 

 

 

 

 

 

 

 

 

 


	ASSOCIATION BETWEEN MARKETING MIX ELEMENTS AND BEHAVIORAL INTENTIONS WITH TOURIST FOOD SATISFACTION, MALAYSIA
	ABSTRACT
	TABLE OF CONTENTS
	CHAPTER 1
	REFERENCES



