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By 
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Tourism experience at a destination is a powerful driver of future behaviour because 

it determines satisfaction and memorable experience. Studies have shown that 

satisfying tourism experience alone is not sufficient for tourist to remain loyal to a 

destination as statistics on Mulu National Park shown they switched to alternative 

parks. Furthermore, previous research conducted in Mulu National Park, were done 

on satisfaction but not on experience.  This study had identified factors of Memorable 

Tourism Experience (MTE) which is unique to Mulu National Park, Sarawak. The 

study further examines the impact of perceived quality, destination attributes on tourist 

memorable tourism experiences and their revisit intentions. A total of 349 

questionnaires were collected with convenience sampling and used in the analysis. 

AMOS 21 was utilized to examine the psychometric properties of the model via 

confirmatory factor analysis (CFA) and test the hypothesized theoretical relationships 

of the model through structural equation modeling (SEM). The result indicates 

perceived quality significantly impact tourists memorable tourism experiences but not 

on their intentions to revisit. However, results for destination attributes significantly 

impact both tourists’ memorable tourism experiences and their intentions to revisit 

and recommend Mulu National Park. Therefore it can be concluded that memorable 

tourism experiences are mediator linking the relationship between both destination 

attributes and intentions to revisit and between perceived quality and revisit intentions. 

Hence, nature-based tourism marketers should design, manage and stage the 

experiential offering to enhance park tourists’ experiences. Moreover, the national 

park itself offers experiences that are unique and memorable that is observed to be the 

most significant dimensions of tourists experience. Park destination management 

should also focus on the additional facilities and services and ensure that the provision 

of learning and educational opportunities at the site so that the motivation experiences 

of nature-based tourists is fulfilled.  
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Abstrak tesis yang dikemukakan kepada Senat Universiti Putra Malaysia 

sebagai memenuhi keperluan untuk Ijazah Doktor Falsafah 

 

 

KESAN PENGALAMAN PELANCONGAN BERMAKNA KEATAS 

PENENTUAN KUNJUNGAN KE TAMAN NEGARA MULU SARAWAK 

 

 

Oleh 

 

MAZLINA BINTI MAHDZAR 

 

Disember 2016 

 

 

Pengerusi :   Profesor Ahmad bin Shuib, PhD 

Institut : Kajian Dasar Pertanian dan Makanan  

 

 

Pengalaman pelancongan di sesebuah destinasi merupakan pemacu utama dalam 

menentukan sikap pelancong pada masa depan. Ia mempengaruhi tahap kepuasan dan 

pengalaman yang bermakna kepada mereka. Kajian menunjukkan pengalaman 

pelancongan yang memuaskan sahaja tidak mencukupi untuk pelancong kekal setia 

berkunjung ke sesebuah destinasi. Statistik kajian ke atas Taman Negara Mulu 

menunjukkan mereka mempunyai alternatif lain. Tambahan pula, kajian lepas di 

Taman Negara Mulu dijalankan ke atas aspek kepuasan dan bukannya pengalaman. 

Kajian ini mengenal pasti faktor-faktor pengalaman pelancongan bermakna 

(Memorable Tourism Experience – MTE) yang unik di Taman Negara Mulu, Sarawak. 

Seterusnya, kajian ini menilai impak tanggapan kualiti, ciri-ciri destinasi yang 

bermakna, dan niat kunjungan ulangan bagi pelancong. Sebanyak 349 keping borang 

soal selidik telah diperoleh menggunakan teknik pensampelan mudah. AMOS 21 pula 

digunakan untuk memeriksa sifat-sifat psikometri model melalui analisis faktor 

pengesahan (confirmatory factor analysis – CFA) dan untuk menguji hubungan 

teoretikal model tersebut menggunakan model persamaan struktur (structural 

equation modelling – SEM). Keputusan menunjukkan tanggapan kualiti mempunyai 

impak yang signifikan ke atas MTE dan bukannya ke atas niat kunjungan ulangan. 

Namun begitu, ciri-ciri destinasi meninggalkan impak yang signifikan terhadap 

pelancong serta hasrat mereka untuk kembali berkunjung dan turut mempromosikan 

Taman Negara Mulu. Kajian ini membuat kesimpulan bahawa MTE merupakan 

pengantara yang menghubungkan antara “ciri-ciri destinasi dengan niat kunjungan 

ulangan” serta “tanggapan kualiti dengan niat kunjungan ulangan”. Oleh itu, pemasar 

pelancongan berasaskan alam semula jadi harus mereka bentuk, mengurus, dan 

membuat tawaran pelancongan untuk meluaskan pengalaman pelancong di kawasan 

taman. Tambahan pula, taman negara sendiri menawarkan pengalaman yang unik dan 

bermakna. Ini merupakan aspek paling signifikan dalam dimensi pengalaman 

pelancong. Pihak pengurusan taman juga perlu memberi tumpuan terhadap 

kemudahan dan perkhidmatan tambahan, serta memastikan terdapatnya peluang 

pembelajaran di kawasan tersebut agar motivasi pengalaman pelancong berasaskan 

alam semula jadi dapat dipenuhi. 
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CHAPTER 1 

1 INTRODUCTION 

1.1 Background of Study 

The review on the stages of economic evolution makes it clear that early consumers 

mainly wanted commodities and services to meet their survival needs. Later, they 

moved to the demanding knowledge and problem solving ability for their daily lives. 

In this day and age, consumers are searching for a lifestyle that is stimulating by 

trying out new things and visiting new places as well as having a high desire for 

entertainment and pleasure. In other words, they are not only searching for products 

and services, but more to experiences (Darmer & Sundbo, 2008). 

The phenomena of experience with dissimilar settings are ubiquitous in our 

economic and social life. Beginning with Pine & Gilmore’s (1999) announcement on 

the arrival of the experience economy era, the studies of experience in a variety of 

contexts and settings have stirred people‘s interests. Tourism sector is no exception 

(Quan & Wang, 2004). In the effort to be successful based on the increasing 

competition and globalisation in today‘s marketplace, it is vital for tourism 

companies and destination organisations to know how to distinguish their product 

offerings from their opponents’ in order to sustain their competitive advantages.  

From the academic and theoretical viewpoint, tourism researchers also need to know 

the role of experience in constructing relevant theoretical frameworks. Hence, it is 

really important for tourism experts and practitioners to understand the experiential 

phenomena in tourism-related activities.  

The idea of Customer Experience originated from Pine & Gilmore‘s book, entitled 

the Experience Economy (1999). The authors treat ‘experience’ as a new economic 

offering, despite the commodities, goods, and services that have long been provided 

to satisfy consumers’ needs. Experience has now developed as a determining factor 

in consumers brand preferences and purchase decisions (Gentile, Spiller, & Noci, 

2007). As inferred by Hovedstadens (2005), the experience economy might become 

a mega-trend for global economy and may spread across various industries. 

Referring to the occurrence of experience, Pine & Gilmore (1998) point out that it 

takes place “when a company intentionally uses services as the stage, goods as props 

to engage individual customers in a way that creates a memorable event”. Therefore, 

it is an essential strategic concern that acts as a new value attribute. 

The idea of experience economy is rather new; however, experience itself is not a 

new phenomenon. Its related activities have already been studied in the context of 

tourism, leisure, hospitality, culture, Information Technology, service, education, 

entertainment and many others (Darmer & Sundbo, 2008). Quan & Wang (2004) 

also claim that tourism is recognised as one of the leading industries of experience 
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economy. This acknowledgement reveals that the economic offerings of tourism and 

travel industry are inherently experiential (Tsaur, Chiu, & Wang, 2006).  

The concept of tourism experience has become a focal point for the current tourism 

research and management (Tung & Ritchie, 2011). Researchers have put many 

efforts in conceptualising and measuring tourism experiences (Oh et al., 2007; Otto 

& Ritchie, 1996). In their conceptual works, they had taken in a number of different 

construct dimensions such as hedonics, peace of mind, involvement, recognition, 

entertainment, escapism, aesthetics, and education (Kim, 2009). Other outlines used 

to examine the dimensions of tourist experience are based on the stages of the 

experience, influences on the experience, and the outcomes of the experience 

(Morgan et al., 2010).  

Antecedent, travel to, on-site, travel back, and recollection are the multi-phase nature 

of tourist experience, however, researchers argue that memory should be 

incorporated with tourism experience because experiences are valuable only when 

they are stored and remembered through the recollection phase. Clawson & Knetsch 

(1966) added that memory is a mediator of consumer behaviour that influences one’s 

future behaviour. Tourism experiences are said to be short-lived and may provide 

passing feelings, but experiences stored in human memory can provide nostalgia as 

individuals can repeatedly reflect on their visit. Current research on memory with the 

creation of memorable tourism experiences (MTE) is vital for competitiveness in the 

tourism firms. To date, only few studies have explored the components of experience 

that are most likely to be recalled from ecotourists’ memories and little explanation 

on the factors that characterised MTE.  

For example, in one of the study on the components of experiences by Hosany & 

Gilbert (2010), they have developed Destination Emotion Scale items, namely joy, 

love, and positive surprise. The study adopted a rigorous scale development 

procedure as well as exploratory and factor analysis to come up with the constructs 

that play a role in tourists’ emotional experiences. 

Another study conducted by Kim et al. (2012) has developed an instrument known 

as the Memorable Tourism Experiences Scale (MTEs) to tap on the construct of 

MTE. The study, specifically the scale development for MTE has noted the first 

empirical examination of the concept. The Memorable Tourism Experiences Scale 

(MTEs) was developed using a pool of items, expert reviews of the items, and 

scientific item elimination procedures. The study included 16 experiential constructs 

proposed as the components of MTE, namely hedonism, relaxation stimulation, 

refreshment, adverse feelings, social interaction, happiness, meaningfulness, 

knowledge, challenge, assessment of value, assessment of service, unexpected 

happenings, personal relevance, novelty, and participation. Kim et al. (2012) 

conducted an exploratory study as a preliminary step in developing the MTE scale 

items. With the expert reviews and scientific elimination procedures, a total of 85 

items were constructed representing different components of the MTE. In addition, 8 
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behavioural intention questions, 4 demographic questions, and 7 questions related to 

the trip were included at the end of the questionnaire, producing a 101 item 

questionnaire.  

Kim’s (2012) study employed the convenience sampling method. Data were 

collected using a 101item self-administered survey questionnaire conducted on 562 

college students of Midwestern University in US. The results of the study composed 

of seven constructs, namely hedonism, refreshment, local culture, meaningfulness, 

knowledge, involvement, and novelty as the representative dimensions of MTE and 

24 relevant indicators that measure each dimension. The seven constructs are said to 

be important components of the tourism experience and are likely to affect a 

person’s memory. The authors claim that the 24-item MTE scale is applicable to 

most destination areas. Therefore, this study attempts to explore its conceptualisation 

among eco-tourists population to Mulu National Park as the park offer potential 

tourism resources that are highly experiential.  This study also attempts to observe 

whether the data obtained from different population or from participants of different 

tourism activities would result in the same MTE dimensions found in the previous 

study. This is due to one culture as the notion ‘experiences’ that might have different 

meanings to different people (Azedevo, 2009). The reason is because consumers 

particularly differ in terms of their background and demographics - age, gender, 

nationality (Kleynhans, 2003). Furthermore, experiences can occur in an infinite 

range of places, which is not limited to one specific place or encounter (O’Dell, 

2005). 

1.2 Tourism Development in Mulu, Sarawak  

The tourism development in Malaysia as to compare with many other countries in 

the region is a rather newcomer to the promotion of tourism. However, the 

Malaysian government nowadays recognises the importance of tourism to economic 

growth, foreign exchange earnings, employment creation, and regional development 

(Walton, 1993). The promotion of tourism in Malaysia was not carried out until after 

the downturn of the nations’ economy in the 1980s. In 1987, the government 

established the Ministry of Culture and Tourism to promote Malaysian tourism at the 

international level. The impact of aggressive promotional effort done by the ministry 

has resulted in the increased number of tourists arrivals in the later years. This is 

evidenced by the highly successful Visit Malaysia Year in 1990 with over six 

million arrivals recorded in that year alone. In the year 2000, the number of visitors 

increased to 10.2 million, and in the year 2011, the number of tourist was more than 

double recorded at 24.7 million. 

Malaysia’s Second Outline Perspective Plan 1991–2000 states that the prime 

strategy for the tourism sector is to create a distinct and unique image of the 

country’s natural heritage and cultural resources. This strategy involves developing 

more new tourism products in their original and traditional settings, regardless in 

urban or rural areas, rather than to recreate the original products in an artificial and 
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unnatural environment. For example, the tourism products such as old lifestyles or 

natural beauty can be found in the rural areas such as in the state of Sarawak. 

Tourism industry is often linked with indigenous communities. Foreign tourists are 

interested to see and experience the lifestyles and cultures of different indigenous 

communities. As such, apart from the natural landscapes, the indigenous people’s 

culture is seen as one of the primary products that the tourism industry is selling. In 

Sarawak, the establishment of longhouses and national parks as tourists’ destinations 

had directly or indirectly involved the indigenous people to participate in the state 

tourism industry. Mulu National Park (MNP) in Sarawak has a unique set of tourism 

assets. The main tourist attraction in the National Park is its natural caves. These 

natural landscapes and their rich flora and fauna has attracted tourists to MNP, many 

of whom are foreigners from Europe, Australia, the United States, Japan, and many 

other countries. 

Tourism developments are noted to bring changes to the local indigenous people and 

their environment as well as believed to have created many job opportunities. It does 

not only create direct employment in the industries related to tourism such as hotels 

and shops, but also in other industries such as agriculture and handicraft. The local 

indigenous people who reside in and around the vicinity of MNP are mainly from the 

ethnic of Berawan and Penan communities. They are mostly employed either by the 

Park Management or work in the Royal Mulu Resort, while others become boat 

drivers, tour guides, and porters. A few individuals are involved in small enterprising 

businesses such as operating a canteen and/or a karaoke pub as well as transporting 

tourists by boat to the caves. This employment represents the core economic activity 

of the Mulu region. 

Studying tourist experiences within a tourism destination context seen from the 

tourists’ perspective provides a desirable setting because tourist destinations are rich 

in terms of experiential attributes (Otto & Ritchie, 1996). MNP is identical with its 

caves, in which the ‘Mulu experience’ is not limited to its underground attractions. 

MNP is seen as a versatile travel destination that provides the opportunity for tourist 

to experience the culture of local indigenous people.  

Sarawak Tourism Board’s aims to increase the number of tourist arrivals into the 

state of Sarawak and positions them as a prime destination in the areas of culture, 

nature, and adventure tourism. New Sarawak Tribune (2014) reports that National 

Parks has continued to be the most preferred destinations among both local and 

foreign visitors. Moreover, the feedbacks gathered from tourists who came to Mulu 

stated their contentment with the variety of resources available in MNP. According 

to the reviews from 124 visitors for Mulu National Park on 

www.tripadvisor.com.my, it was reported that the visitors had ‘amazing, incredible, 

memorable, and interesting experiences’ when sharing their destination experiences. 

Out of the 124 reviews, 81 of them rate ‘excellent’, 27 rate ‘very good’, 18 rate 

‘average’, 5 rate ‘poor’, while none of them rate having a ‘terrible’ experience. 
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Besides the reviews compiled by trip advisor, travel bloggers have also shared their 

satisfactory experience at MNP. Quotes such as ‘The best part about the MNP is that 

you can just walk for hours and hours admiring the natural beauty of the rainforest, 

taking in the fresh smells and listening to the jungle sounds, peaceful and bliss!’ are 

among hundreds of views and comments made regarding Mulu experience.  

Currently, the total number of visitors to National Parks of Sarawak as of October 

2013 was 338,463. Semenggoh (Orangutan) Wildlife Centre recorded the highest 

number of visitors of 79,390, followed by Bako National Park 40,149, Niah National 

Park 21,209, Wind Caves 20,853, Matang Wildlife Centre 18,539, while Mulu 

National Park recorded the lowest number of visitors of 16,178 (New Sarawak 

Tribune, 2014). Although Sarawak Tourism Board intends to increase the number of 

tourist arrival, the statistics on total visitors’ arrival to their national parks shows a 

declining trend. Table 1 and Table 2 shows the decline in the total number of visitors 

to Mulu from year 2010-2013.  

Table 1.1: Visitors arrival at Sarawak National Park 
Visitor Arrivals 

Year Domestic Visitors Foreign Visitors Total 

2010 302,579 111,855 414,434 

2011 365,039 122,550 487,589 

2012 311,645 119,860 431,505 

2013 301,493 107,919 409,412 

(Source: Sarawak Forestry Corporation/Forest Department, Sarawak, 2014) 

 

 

 

Table 1.2: Visitors arrival at Mulu National Park 
 2010 2011 2012 2013 

Domestic 

visitors 

7,661 7,099 2,377 6,286 

Foreign 

visitors 

22,665 22,326 15,708 12,871 

Total  30,326 29, 425 18, 085 19, 157 

(Source: Sarawak Forestry Corporation/Forest Department, Sarawak, 2014) 

 

 

Previous studies have stated that the delivery of satisfactory experiences itself cannot 

ensure future revenue (Jones & Sasser, 1995; Keiningham & Vavra, 2001; 

Reichheld, 1993) and revisitation (McDougall & Munro as cited in Weaver et al., 

2007). Kim (2009) states such satisfactory experiences may not be recalled during 

the decision-making process and are unlikely to provide a sustainable competitive 

advantage to businesses in the destination areas. Hence, it may be hard for 

destination managers to expect positive consequences from such experiences. There 

is no guarantee that a satisfied customer will return, but an unhappy customer will 

almost certainly not return (Hosany & Witham, 2010). This is consistent with the 

idea of this study that although tourists generally expressed their satisfactory 

experience of MNP, the number of visitors arrival to Mulu shows otherwise. This 

suggests that those tourists may not be getting enough tourism experiences that are 

deemed memorable to sustain MNP as the prime tourist destination. 
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The relationship between satisfactory experience and loyalty is also expected to be 

dependent upon the quality of the product and services. The same scenario arises as 

other researchers have identified satisfaction as an evaluation of emotion because it 

reflects the degree to which it believes will provoke positive feelings among 

customers who use the products and services. Hence, tourist’s perception has been 

noted as the main factor in determining the service quality for the destination to 

remain competitive. In order to measure service quality, it is deemed important to 

explore the nature of the services. For instance, the services provided by MNP can 

be classified according to its resource conditions, recreational activities, facilities, 

management factors, and related personnel.  

Besides perceived service quality, the essential of having memorable tourism 

experiences to enhance visitation to MNP is probably another factor that will affect 

tourists’ experience. A tourist’s experience when travelling to nature based 

destinations will be affected by the destination attributes. MNP have various 

destination attributes that can affect tourists at different stages. Destination attributes 

significantly influence the formation of the image of the destination (Assaf & 

Josiassen, 2012). For example, a favourable image of a destination is formed by the 

combination of the destination attributes such as beautiful landscape, cultural 

exchange, infrastructure, safety, and activities, which can significantly affect 

individual’s destination choice. Moreover, the performance of destination attributes 

determines the visitor’s satisfaction and future behaviour such as increase visitations 

(Chi & Qu, 2009; Ozdemir et al., 2012).  

In order to keep up with the trends and the needs of tourists, it is also worthwhile for 

a destination to investigate the information on tourists’ characteristics, preferences, 

and motivation. In the increasingly competitive ecotourism market, it has been noted 

that tourist satisfaction is a very important factor to improve the destination image, 

attract more consumption of products and services, and generate repeat visits. 

Further insights into the demographic profile of tourists to nature-based products can 

benefit tourism marketers, specifically with regard to market segmentation, product 

development, service quality evaluation, image development, and promotional 

activities (Fodness, 1994; Yoon & Uysal, 2005; Kozak, 2001).  

Exploring what tourist remembers from their tourism experiences and the findings of 

the study may benefit both the national park management and tourists. It helps the 

national park management in enhancing the probability of delivering those 

experiences that are special, cherished, and truly memorable to the niche markets or 

mainstream travellers (Verma et al., 2002; Mossberg, 2007; Pine & Gilmore, 1999; 

Zehrer, 2009; Tung & Ritchie, 2011). This permits further opportunities for new 

activities, alliances, and packages. The tourists will also benefit by getting special 

experience as opposed to a simply pleasant trip (Murray et al., 2010). 

This study uses Pine and Gilmore (1999) concept which emphasises the 

consumption of experiences rather than the products as a basis to examine the 
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outcomes of memorable experiences and how to measure them. In the review of 

marketing literature, researchers have suggested that memory which mediates 

behavioural intentions needs to be incorporated into the study of consumer 

experiences. Moreover, remembered experiences greatly influence future behaviour. 

In order to develop future behavioural intention to revisit a destination, MNP should 

seek to create conditions that facilitate the realisation of positive memorable tourism 

experiences. As proposed by Kim et al. (2012), the seven components of the tourism 

experience will affect a person’s memory.    

1.3 Problem Statement  

Mulu National Park (MNP) has many activities that offer unique experiences. 

Research suggests that experiencing something new, unique, or different leads to a 

strong memory of the travel experience (Kim, 2010; Hallab et al., 2012; Ritchie et 

al., 2012). Many tourists coming to MNP are reported to be satisfied. This is 

evidenced from the feedback of tourists gained from social media when sharing their 

positive holiday experiences to people.  

However, the statistics from Ministry of Tourism Sarawak (2014) on the number of 

visitors to Mulu National Park show a decreasing number in arrivals. Although 

tourists are reported to be satisfied, research has shown that they switched to another 

destination after visiting the park. This implies that individuals may change their 

perceptions of the destination after the trip based on their on-site experiences. 

Tourists’ experiences at the destination are a more powerful driver of future behavior 

because these experiences determine customer satisfaction and memorable 

experiences.  

The past few decades have produced a substantial body of research on factors 

affecting tourist experience, which include the service quality that has been 

recognised as the major determinant of tourist experiences (Crompton & Mackay, 

1989; Kyle, Absher, & Chancellor, 2005; Palmer & O’Neill, 2003). The decrease in 

the number of visitation to MNP could be due to their expectations of perceived 

quality that are not met.  

The expectation and satisfaction relationship can be defined with the estimation 

made by the tourists while receiving the service (Oliver, 1981). If the tourists’ 

expectation is understood, it will help the destination to improve their products and 

services for the tourists accordingly in order to satisfy their needs. Different tourists 

have different needs, thus making their level of expectations and satisfaction 

different. For example, a study by Jusoh et al. (2015) suggests that tourists are 

reportedly satisfied with their experience at a heritage attraction but the level of 

satisfaction differs between the first-time tourists and return tourists. Hence, it is 

important to identify whether the given satisfaction level of product meets the 

expectations from the tourists’ perspectives. Furthermore, the level of expectation 
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and satisfaction are the key indicators to identify deficiencies and advantages of a 

particular destination for the purpose of improving the development and increasing 

visitations.  

The decreasing trend also suggests that the tourism industry is facing the changing in 

societal factors. Nowadays, tourists look for unique, authentic, interactive, 

personalised, and diverse experiences. This trend is linked to the idea of experience 

economy, which involves the shift in the source of economic value from 

commodities to goods to services to experiences. For example, wildlife attraction is 

very famous at national parks; however, comparing it with other national parks in 

Sarawak, wildlife viewing in Mulu is more difficult because the animals in Mulu do 

not have enough experience of being disturbed by people because visitors only 

began to come to the park in large numbers since 1990s. Furthermore, caves are their 

main attraction; hence, most of their resources have been spent on building safe 

walkways and lighting in the caves which requires maintenance and ties up a lot of 

money. Therefore, limited number of platforms for the observation of wildlife is 

available. In terms of its differences in conservation area, Mulu differs from the rest 

of national parks because there are many species of flora and fauna that cannot be 

found and seen in other conservation areas. However, the difference is not 

significant because it was reported that Kinabalu Park has roughly 20% more species 

(Sayer et al., 2000).  

Mulu National Park also offers similar activity with the rest of its competitors which 

allows visitors to make treks and climbs up to Gunung Mulu, and the Pinnacles are 

unique for its landscape. Nevertheless, Mulu is regarded as a unique place in 

Malaysia and having enough attractions that could make it a distinctive destination.  

Researchers also indicate that providing visitors with memorable tourism 

experiences is vital for achieving success in the highly competitive tourism 

marketplace (Kim, Hallab, et al., 2012; Kim, Ritchie, et al., 2012). Research by Kim 

(2014) has been conducted to identify the role of destination attributes associated 

with MTE. The results of this study indicate that the destination attributes of MTEs 

include the following 10 dimensions: local culture, the variety of activities, 

hospitality, infrastructure, environment management, accessibility, the quality of 

service, physiography, place attachment, and superstructure.  

The increased competitions of national parks have caused the tourists to have more 

choice because they want to have a bigger role and be better informed in choosing 

and creating their tourism experience, which is believed to have resulted in their 

decision of not turning to MNP as their travel destination.   

Therefore, given the importance of experiential component of a destination, MNP 

have to respond to these changes and provide memorable positive experiences to 

attract potential new visitors to come to MNP and also make existing visitors to 
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revisit the park. Furthermore, with the identification of factors that characterised 

tourists’ memorable tourism experiences, destination specific attributes that affect 

tourist experience, assessment of its services, and information on their socio-

demographic factors that influence travel behaviour could help MNP to be different 

from the rest of the national parks and gain competitive advantage. 

Therefore, this research will apply the concept of memorable tourism experiences 

suggested by Kim (2012), but will be conducted in an eco-tourism setting. Kim’s 

(2012) constructs of Memorable Tourism Experiences such as hedonism, 

refreshment, local culture, meaningfulness, knowledge, involvement, and novelty are 

sought for measuring tourist experience so the destination management can facilitate 

them to create memorable experiences. However, for some studies, the constructs 

may not be limited to just seven but subjected to additional elements. For example, 

different culture of different geographical regions may have different perspectives 

and more elements of memorable experiences. In other words, tourists’ memory of 

each of their tourism experiences at various situations or destinations are very 

different. Furthermore, Kim’s (2012) scale was created and tested on students as the 

sample of the study that do not represent actual tourist. To address this research gap, 

this study developed a specific scale for measuring factors affecting memorable 

tourists experience at a national park. Besides, this thesis also investigates the 

influence of tourists’ perception regarding the quality and destination attributes on 

their visitation to MNP. The use of tourists’ perception to evaluate the consumption 

of experiences has been investigated and found in the literature review; however, 

research in the tourism sector has not yet examined this influence on memorable 

experiences.  

1.4 Objectives of Study 

The purpose of this study is to find out the dimensions of memorable tourism 

experiences which are unique to tourists visiting Mulu National Park. This study also 

assesses the inter-relationships among four constructs, namely Perceived Quality, 

Destination Attributes, Memorable Tourism Experiences, and Behavioural 

Intentions.  

Therefore there are five objectives that are being carried out in this study as follows:  

a)  To identify the dimensions of memorable tourism experiences among 

tourists visiting MNP and adapt appropriate scale that can be applied to a 

destination. 

b)  To determine the influence of perceived quality on memorable tourism 

experiences and tourists’ post behavioural intentions towards Mulu 

National Park. 
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c)  To determine the influence of destination attributes on memorable tourism 

experiences and tourists’ post behavioural intentions towards Mulu 

National Park. 

d)  To determine the mediating influence of memorable tourism experiences 

between destination attributes and tourists’ post behavioural intentions 

towards Mulu National Park. 

e)  To determine the mediating influence of memorable tourism experiences 

between perceived quality and tourists’ post behavioural intentions 

towards Mulu National Park. 

 

 

1.5 Definition of Terms 

1.5.1 Memorable Tourism Experiences 

Meaning of memorable tourism experiences has been proposed as the delivering 

variety of tourism experiential offerings to tourists such as hedonism, refreshment, 

local culture, meaningfulness, knowledge, involvement and novelty (Kim, et al., 

2012).  

1.5.2 Perceived Quality 

Perceived service quality is the result of tourist’s belief about different service 

dimensions of a tourism product and service given regard to two product-based and 

performance-based dimensions. Thus, perceived quality is an intangible, overall 

feeling about a product or service (Aarker, 1991).   

1.5.3 Destination Attributes 

Destinations attributes can be viewed as the various attributes of a destination that 

significantly affect visitors at different stages. Examples of a destination attributes 

includes in its beautiful landscape, shopping opportunities, cultural exchange, 

infrastructure, safety, and activities may significantly affects individuals’ destination 

choices (e.g., Chi & Qu, 2008; Echtner & Ritchie, 1993; Kim, Hallab et al., 2012) 

1.5.4 Post Behavioural Intentions 

Intention is the individual’s subjective probability that he or she will perform a 

specific behaviour (Fishbein and Ajzen (1975). Tourists’ revisit intentions can be 

viewed as an individual’s anticipated future travel behaviour. In other words, having 

a better predictive technique and explanation of tourists’ revisit intentions may be 

helpful in understanding their future behavior (Ajzen and Driver, 1992). 
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1.6 Scope of Study 

This study focused on tourists’ perception on quality of services and attributes of a 

destination towards their post behavioural intentions to Mulu National Park. 

Additionally, this study also refers to the relationship of the mediating variable of 

memorable tourism experiences and future intention to revisit, recommend or 

alternative intentions after experiencing Mulu National Park. 

1.7 Significance of the Study 

This study contributes towards an understanding of tourists’ perceived evaluation on 

service quality and the attributes of the destination and their behavioural intentions 

towards ecotourism destination. The results will also help to gain understanding of 

the role of memorable tourism experiences in enhancing tourist future behavioural 

intentions. On top of that, the significance of this study can be viewed from both 

practical and academic perspectives. 

 Practical perspectives 

This study will assists destination managers and marketers to effectively promote the 

park with the understanding of what aspects of memorable tourism experiences, 

service quality and destination attributes that they should focus on. The study will 

provide guidelines to destination managers in understanding the needs of tourists and 

the ability to satisfy their needs in order for the tourists to become loyal to the 

destination and for the destination to become competitive. 

 Academic perspectives 

Academically, this study offers contributions to the body of knowledge especially 

factors influencing memorable tourism experiences and revisit intentions among 

ecotourists. The relationship between perceived quality, destination attributes, 

memorable tourism experiences and revisit intentions will add value to academicians 

in terms of validating these findings in ecotourism destination with the use of all 

constructs. 

1.8 Summary 

As a conclusion for this chapter, the problem statement, research objectives, 

definition of terms, scope and significance of study is discussed. Overall, this study 

assumes that memorable tourism experiences mediates tourists’ perception of quality 

and destination attributes on visitation to MNP.  The portions of the thesis have 

provided the practical and academic contributions to the field of tourism marketing. 

The details presented in this thesis can provide insights for marketers regarding the 
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influence of tourists’ perceptions of the quality and attributes of a destination 

through memorable experiences on their future revisit intentions. Further 

contribution of the study is discussed in Chapter 6. The future elements of each 

variable used for this study is discussed in Chapter 2.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

119 

 

7 REFERENCES 

Aaker, D. A. (1991). Managing Brand Equity. Free Press: (September 9, 1991) 

Abdul Aziz N. I, Hassan, F., & Jaafar, M. (2014). Exploring tourist experiences in 

Kampung Beng Homestay programme. Asia Pacific Journal of Innovation in 

Hospitality and Tourism, 3(1), 21-40. 

Abrahams, R. D. (1986). Ordinary and extraordinary experience. In V. W. Turner & 

E. M. Bruner (Eds.), Anthropology of experience. Urbana and Chicago: 

University of Illinois Press. 

Ahire, S. L., Golhar, D. Y., & Walter, M. A. (1996). Development and validation of 

TQM implementation constructs. Decision Sciences, 27, 23-57. 

Ahmad, S., Abas, S., & Fazlina Y. (2009). An assessment of quality service in 

National Parks: A case study of Gunung Mulu National Park. The ICFAI 

Journal of Environmental Economics, 7(2), 74-88. 

Ahmed, Z. U. (1991). The influence of the components of a state’s tourist image on 

product positioning strategy. Tourism Management, 12(1), 331-340. 

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

Human Decision Process, 50(2), 179–211. 

Ajzen, I. (2001). Nature and operation of attitudes. Annual Review of Psychology, 

52, 27–58. 

Ajzen, I., & Driver, B. E. (1991). Prediction of leisure participation from behavioral, 

normative, and control beliefs: An application of the theory of planned 

behavior. Leisure Science, 13(4), 185–204. 

Ajzen, I., & Driver, B. E. (1992). Applied of the theory of planned behavior to 

leisure choice. Journal of Leisure Research, 24(3), 207–224. 

Alegrea, J., & Garaua, J. (2010). Tourist satisfaction and dissatisfaction. Annals of 

Tourism Research, 37(1), 52-73. 

Ali, F., Omar, R., & Amin, M. (2013). An examination of the relationships between 

physical environment, perceived value, image & behavioural intentions: A 

SEM approach towards Malaysian resort hotels. Journal of Hotel & Tourism 

Management, 27(2), 9-26. 

Ali, F., Hussain, K., & Ragavan, N. A. (2014). Memorable customer experience: 

Examining the effects of customers experience on memories and loyalty in 

Malaysian resort hotels. Procedia - Social and Behavioral Sciences, 144, 

273-279. doi:10.1016/j.sbspro.2014.07.296 

Ali, F. (2015). Reexamination of the role of destination image in tourism: An 

updated literature review. E-Review of Tourism Journal, 12(3/4), 191-209. 



© C
OPYRIG

HT U
PM

120 

 

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

market share, and profitability: Findings from Sweden. Journal of Marketing 

58(3), 53-66. 

Andreassen, T. W., & Lindestad, B. (1998). Customer loyalty and complex services: 

The impact of corporate image on quality, customer satisfaction and loyalty 

for customers with varying degrees of service expertise. International 

Journal of Service Industry Management, 9(1), 7-23. 

Arnould, E. & Price, L. (1993). River Magic: Extraordinary Experiences and the 

Extended Service Encounter. Journal of Consumer Research, 20, pp. 24-45 

Assaf, G. A., & Josiassen, A. (2012). European vs. U.S. airlines: Performance 

comparison in a dynamic market. Tourism Management, 33(2), 317-326. 

Azedevo, A. (2010). Designing unique and memorable experiences: Co-creation and 

the 'surprise' factor. International Journal of Hospitality & Tourism Systems, 

3(1), 42-54.  

Aziz, H. (1995). Understanding Attacks on Tourists in Egypt. Tourism Management 

16 (2), pp. 9-16. 

Baker, D., & Crompton J. (2000). Quality, satisfaction and behavioral intentions. 

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

Baloglu, S. (2000). A path analytic model of visitation intention involving 

information sources, socio-psychological motivations, and destination image. 

Journal of Travel and Tourism Marketing, 8(3), 81-90. 

Baloglu, S., & Uysal, M. (1996). Market segments of push and pull motivations: A 

canonical correlation approach. International Journal of contemporary 

Hospitality Management, 3(8), 32-38. 

Bartlett, F. C. (1932). Remembering: A Study in experimental and social psychology. 

Cambridge: Cambridge University Press. 

Beerli, A., & Martin, J. D. (2004). Factors influencing destination image. Annals of 

Tourism Research, 31(3), 657-681. 

Beeho, A. J., & Prentice, R. C. (1995). Evaluating the experiences and benefits 

gained by tourists visiting a socio-industrial heritage museum. Museum 

Management and Curatorship, 14, 229-251. 

Berry, L. L., Carbone, L. P., & Haeckel, S. H. (2002). Managing the total customer 

experience. MIT Sloan Management Review, 43(3), 85-89. 

Bigné, J. E., Sánchez, M. I., & Sánchez, J. (2001). Tourism image, evaluation 

variables and after purchase behaviour: Inter-relationship. Tourism 

Management, 22(6), 607-616. 

Bloch, P. H., & Richins, M. L. (1983). A theoretical model for the study of product 

importance perceptions. Journal of Marketing, 47(Summer), 69-81. 



© C
OPYRIG

HT U
PM

121 

 

Blodgett, J. G., & D. H. Granbois. (1992). Toward an integrated conceptual model of 

consumer complaining behavior. Journal of Consumer Satisfaction, 

Dissatisfaction, and Complaining Behavior, 5, 93-103. 

Bloemer J., & De Ruyter K. (1998). On the relationship between store image, store 

satisfaction and store loyalty. European Journal of Marketing, 32(5/6): 499-

513. 

Bojanic, D. C., & Rosen, L. D. (1994). Measuring service quality in restaurants: An 

application of the SERVQUAL instrument. Hospitality Research Journal, 

18, 607-616. 

Bolla, P., Dawson, D., & Harrington, M. (1991). The leisure experience of women in 

Ontario. Journal of Applied Recreation Research, 16(4), 322-348. 

Borsarmulu Park Management (2010). Visions of Mulu: 60 Million Years in the 

Making. Natural History Publications (Borneo) Sdn. Bhd. 

Borsarmulu Park Enterprise (2011). Mulu World Heritage Area: Discover the 

differences, understand the importance. Borsarmulu Park Enterprose Sdn. 

Bhd. 

Boswijk, A., Thijssen, T., Peelen, E., & Johnston, T. S. B. (2007). The Experience 

Economy: A New Perspective. Amsterdam: Pearson Education. 

Bramwell, B. (1998). User satisfaction and product development in urban tourism. 

Tourism Management, 19(1), 35-47. 

Braun-LaTour, K. A., Grinley, M. J., & Loftus, E. F. (2006). Tourist Memory 

Distortion. Journal of Travel Research, 44(4), 360-367. 

Brewer, W. F. (1994). Autobiographical memory and survey research. In N. Schwarz 

& S. Sudman (Eds.), Autobiographical memory and the validity of 

retrospective reports (pp. 11-20). New York: Springer-Verlag. 

Byrne, B. M. (1998). Structural Equation Modeling with LISREL, PRELIS, and 

SIMPLIS: Basic Concepts, Applications, and Programming. Mahwah, NJ: 

Lawrence Erlbaum Associates, Inc. 

Cadima Ribeiro, J. and Freitas Santos, J. (2008): "Region-based Business Strategies: 

a Portuguese Case Study", EuroMed Journal of Business, nº 3 (3), p. 320-

334. 

Cadotte, E. R., Woodruff, R. B., & Jenkins, R. L. (1987). Expectations and norms in 

models of consumer satisfaction. Journal of Marketing Research, 24(3), 305-

314. 

Cai, L. A., Wu, B., & Bai, B. (2004). Destination image and loyalty. Tourism Review 

International, 7(3), 153-162. 

Calder, B. J. (1977). Focus groups and the nature of qualitative marketing research. 

Journal of Marketing Research, 14(3), 353-364. 

Caru, A., & Cova, B. (2003). Consuming Experiences. London: Routledge. 



© C
OPYRIG

HT U
PM

122 

 

Caruana, A., Money A. H., & Berthon, P. R. (2000). Service quality and satisfaction: 

The moderating role of value. European Journal of Marketing, 34(11/12), 

1338-1352. 

Carvalho, P., Salazar, A. M. and Ramos, P. (2015): “Modelo conceptual integrativo 

de Destination Branding: teste empírico no Porto e Norte de Portugal”, 

PASOS, no.13 (4), p. 865-874. 

Celsi, R. L., & Olson, J. C. (1988). The role of involvement in attention and 

comprehension processes. Journal of consumer research, 15(2), 210-224. 

Chan, D. K., & Cheung, S. F. (1998). An examination of premarital sexual behavior 

among college students in Hong Kong. Psychology and Health, 13(5), 805–

821. 

Chandralal, L., & Valenzuela, F. (2013). Exploring memorable tourism experiences: 

Antecedents and behavioural outcomes. Journal of Economics, Business and 

Management, 1(2), 177-181. 

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

and intentions for heritage tourists. Tourism Management, 31, 29-35. 

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

behavioral intentions? Tourism Management, 28, 1115-1122. 

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

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

Tourism Management, 29, 624-636. 

Chi, C. G., & Qu, H. (2009). Examining the relationship between tourists’ attribute 

satisfaction and overall satisfaction. Journal of Hospitality Marketing & 

Management, 18(1), 4-25. 

Chou, C. P., & Bentler, P. M. (1995). Estimates and tests in structural equation 

modeling. In R. H. Hoyle (Ed.), Structural equation modeling: Concepts, 

issues, and applications (pp. 37-55). Thousand Oaks: Sage Publications 

Churchill, G. A. (1979). A paradigm for developing better measures of marketing 

construct. Journal of Marketing Research, 16, 64-73. 

Clawson, M., & Knetsch, J. L. (1966). Economics of Outdoor Recreation. Baltimore: 

Johns Hopkins Press. 

Cohen, E. (1972). Toward sociology of international tourism. Social Research, 

39(1), 164-182. 

Cohen, J. (1998). Statistical Power Analsis for the Behavioural Sciences. New York, 

NY: Lawrence Erlbaum Associates. 

Conner, M., Warren, R., & Close, S. (1999). Alcohol consumption and the theory of 

planned behavior: An examination of the cognitive mediation of past 

behavior. Journal of Applied Social Psychology, 29(8), 1676–1704. 



© C
OPYRIG

HT U
PM

123 

 

Cox, D., & Cox, A. (1988). What does familiarity breed? Complexity as a moderator 

of repetition effects in advertisement evaluation. Journal of Consumer 

Research, 15, 111-116. 

Craik, F. I. M., & Lockhart, R. S. (1972). Levels of Processing: A Framework for 

Memory Research. Journal of Verbal Learning and Verbal Behavior, 11, 

671-684. 

Creswell, J. W. (2003). Research design. Qualitative, quantitative, and mixed 

methods approaches. Thousand Oaks, CA: Sage. 

Christianson, S. Å. (1992). Emotional stress and eyewitness memory: a critical 

review. Psychological bulletin, 112(2), 284. 

Crompton, J. (1979). Motivations of pleasure vacations. Annals of Tourism 

Research, 6(4), 408-424. 

Crompton, J. (1992). Structure of vacation destination choice sets. Annals of 

Tourism Research, 19(3), 420-434. 

Crompton, J. L., & Mackay, K. J. (1989). Users' perceptions of the relative 

importance of service quality dimensions in selected public recreation 

programs. Leisure Sciences, 11(4), 367-375. 

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

extension. Journal of Marketing, 56(3), 125-131. 

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

customer satisfaction on consumer behavioral intentions in service 

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

Crouch, G. I. (2011). Destination competitiveness: An analysis of determinant 

attributes. Journal of Travel Research, 50(27), 27-45. 

Crouch, G. I., & Ritchie, J. R. B. (1999). Tourism competitiveness and social 

prosperity. Journal of Business Research, 44, 137-152. 

Csikszentmihalyi, M. (1990). Flow: The Psychology of Optimal Experience-Steps 

toward Enhancing the Quality of Life. New York: Harper Collins. 

Csikszentmihalyi, M., and D. Kleiber. (1992). Leisure and self- actualization. In B. 

Driver, P. Brown, & G. Peterso (Eds.), The benefits of leisure. College Park, 

PA: Venture Press, pp. 91-102. 

Dann, G. M. (1977). Anomie, ego-enhancement and tourism. Annals of Tourism 

Research, 6(4), 408-424. 

Dann, G. M. S. (1996). Tourists’ images of a destination-an alternative analysis. 

Journal of Travel & Tourism Marketing, 5(1/2), 41-55. 

Darmer, P., & Sundbo, J. (2008). Introduction to experience creation. In J. Sundbo, 

& P. Darmer (Eds.), Creating experiences in the experience economy (pp. 1-

12). Cheltenham, UK: Edward Elgar. 



© C
OPYRIG

HT U
PM

124 

 

Dodds, W. B. (1991). In search of value: Howprice and store name information 

influence buyers’ product perceptions. The Journal of Service Marketing, 

5(Summer), 27-36. 

Dunman, T., & Mattila, A. S. (2005). The role of affective factors on perceived 

cruise vacation value. Tourism Management, 26, 311-323. 

Driscoll, A., Lawson, R., & Niven, B. (1994). Measuring tourists’ destination 

perceptions. Annals of Tourism Research, 21(3), 499-511. 

Dwyer, L., & Kim, C. (2003). Destination competitiveness: Determinants and 

indicators. Current Issues in Tourism, 6(5), 369-414. 

Echtner, C. M., & Ritchie, J. R. B. (1993). The measurement of destination image: 

An empirical assessment. Journal of Travel Research, 31(4), 3-13. 

Eggert, A., & Ulaga, W. (2002). Customer perceived value: A substitute for 

satisfaction in business markets? The Journal of Business and Industrial 

Marketing, 17(2/3), 107-118. 

Enright, M. J., & Newton, J. (2004). Tourism destination competitiveness: A 

quantitative research. Tourism Management, 25, 777-788. 

Farber, M. E., & Hall, T. E. (2007). Emotion and environment: Visitors’ 

extraordinary experiences along the Dalton highway in in Alaska. Journal of 

Leisure Research, 39(2) 248-270. 

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

introduction to theory and research. Boston: Addison- Wesley. 

Fodness, D. (1994). Measuring tourist motivation. Annals of Tourism Research, 

21(3), 555-581. 

Fornell C., Johnson, M. D., Anderson, E. W., Cha, J., & Bryant, B. E. (1996). The 

American customer satisfaction index: Nature, purpose, and findings. 

Journal of Marketing, 60(4), 7-18. 

Gallarza, M. G., & Saura, I. G. (2006). Value dimensions, perceived value, 

satisfaction and loyalty: An investigation of university students’ travel. 

Tourism Management, 27(2) 437-452. 

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

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

Gelter, H. (2006). Towards an understanding of experience production. In M. 

Kylänen (Ed.), Articles on experiences 4: Digital media & games (pp. 28-

50). Rovaniemi: University of Lapland Press. 

Gentile, C., Spiller, N., & Noci, G. (2007). How to sustain the customer experience: 

An overview of experience components that co-create value with the 

customer. European Management Journal, 25(5), 95-410. 



© C
OPYRIG

HT U
PM

125 

 

Getty, J. M., & Thompson, K. N. (1994). The relationship between quality, 

satisfaction, and recommending behavior in lodging decisions. Journal of 

Hospitality and Leisure Marketing, 2(3), 3-22. 

George, D., & Mallery, M. (2003). Using SPSS for Windows step by step: a simple 

guide and reference. Boston, MA: Allyn & Bacon 

Gnoth, J. (1997). Tourism motivation and expectation formation. Annals of Tourism 

Research, 24(2), 283-304. 

Gotlieb, J. B., Grewal, D., & Brown, S. W. (1994). Consumer satisfaction and 

perceived quality: complementary or divergent constructs? Journal of 

Applied Psychology, 79(6), 875-885. 

Bagozzi, R. P., (1992). The self-regulation of attitudes, intentions and behavior. 

Social Psychology Quarterly, 55(2), 178-204. 

Hoch, S., & Deighton, J. (1989). Managing what consumers learn from experience. 

Journal of Marketing, 53, 1-20. 

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

Analysis (7th ed.). Englewood Cliffs, NJ: Prentice Hall. 

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

Multivariate Data Analysis (6th ed.). Upper Saddle River, NJ: Prentice-Hall. 

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

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

Research, 9(2), 132-140. 

Holland, A. C., & Kensinger, E. A. (2010). Emotion and autobiographical memory. 

Physics of Life Reviews, 7(1), 88-131. 

Hollenbeck, C. R., Peters, C., & Zinkham, G. M. (2008). Retail spectacles and brand 

meaning: Insights from a brand museum case study. Journal of Retailing, 

84(3), 334-353. 

Holmes-Smith, P., Coote, L., & Cunningham, E. (2006). Structural Equation 

Modeling: From the Fundamental to Advaned Topics. Melbourne: Streams. 

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. 

Hosany, S., & Gilbert, D. (2010). Measuring tourists’ emotional experiences toward 

hedonic holiday destinations. Journal of Travel Research, 49, 513-526. 

Hosany, S., & Witham, M. (2009). Dimensions of cruisers’ experiences, satisfaction, 

and intention to recommend. Journal of Travel Research, 49(3), 351-364. 

Hovedstadens, U. (2005). Experience economy in the capital region: Prepared by 

Ramboll Management. Retrieved from www.ramboll-management.dk. 



© C
OPYRIG

HT U
PM

126 

 

Hu, L., & Bentler, P. M. (1995). Evaluating model fit. In R. H. Hoyle (Ed.), 

Structural equation modeling: Issues, concepts, and applications (pp. 76-99). 

Newbury Park, CA: Sage. 

Hudson, S., & Ritchie, J. R. B. (2009). Branding a memorable destination 

experience. The case of ‘Brand Canada’. International Journal of Tourism 

Research, 11(2), 217-228. 

Hung, W.-L., Lee, Y.-J., & Huang, P.-H. (2014). Creative experiences, memorability 

and revisit intention in creative tourism. Current issues in tourism. Advance 

online Publication, 19(8), 1-8. doi:10.1080/13683500.2013.877422 

Hunt, R. R., & Mitchell, D. B. (1982). Independent effects of semantic and non-

semantic distinctiveness. Journal of Experimental Psychology: Learning, 

Memory, and Cognition, 8, 81-87. 

Hunter, W. C. (2013). China’s Chairman Mao: A visual analysis of Hunan Province 

online destination image. Tourism Management, 34, 101-111. 

Ibrahim, F. M., & Ng, C. W. (2002). Determinants of entertaining shopping 

experiences and their link to consumer behavior: Case studies of shopping 

centers in Singapore. Journal of Leisure Property, 1(2), 338-357. 

Jennings, G., & Nickerson, N. P. (2006). Quality Tourism Experiences. UK: Elsevier 

Butterworth-Heinemann. 

Jin, N., Lee, S., & Lee, H. (2013). The effect of experience quality on perceived 

value, satisfaction, image and behavioral intention of Water Park Patrons: 

New versus repeat visitors. International Journal of Tourism Research, 17, 

82-95. doi:10.1002/jtr.1968 

Joreskog, K. G. (1993). Testing Structural Model Equation Model. In K. A. Bollen 

& J. S. Long (Eds.), Testing Structural Equation Models (pp. 294-316). 

Newsbury Park: SAGE Publications, Inc. 

Jones, T. O., & Sasser, E. (1995). Why Satisfied Customers Defect. Harvard 

Business Review, 73, 88-99. 

Jurowski, C., Cumbow, M. W., Uysal, M., & Noe, F. P. (1996). The effects of 

instrumental and expressive factors on overall satisfaction in a park 

environment. Journal of Environmental System, 24(1), 47-67. 

Jusoh, J., Hamid, N. F., & Najib, N. U. (2015). The expectation and satisfaction of 

the first time and return tourists toward the heritage attractions in Melaka. 

Pertanika Journal of Social Sciences & Humanities, 23(1), 195-208. 

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, 346-351.  

Keiningham, T., & Vavra. T. (2001). The Customer Delight Principle. New York: 

McGraw- Hill. 



© C
OPYRIG

HT U
PM

127 

 

Kerstetter, D., & Cho, M. (2004). Tourists’ information search behavior: The role of 

prior knowledge and perceived credibility. Annals of Tourism Research, 

31(4), 961-985. 

Kim, J. H. (2009). Development of a Scale to Measure Memorable Tourism 

Experiences. Bloomington, IN: Indiana University. 

Kim, J. H. (2010). Development of a scale to measure memorable tourism 

experiences. European Journal of Tourism Research, 3(2), 123-126. 

Kim, J. H. (2014). The antecedents of memorable tourism experiences: The 

development of a scale to measure the destination attributes associated with 

memorable experiences. Tourism Management, 44, 34-45. 

Kim, K., Hallab, Z., & Kim, J.-N. (2012). The moderating effect of travel experience 

in a destination on the relationship between the destination image and the 

intention to revisit. Journal of Hospitality Marketing & Management, 21, 

486-505. 

Kim, J.-H., Ritchie, J. R. B., & Vincent, V. W. S. (2010). The effect of memorable 

experience on behavioral intentions in tourism: A structural equation 

modeling approach. Tourism Analysis, 15(6), 637-648. 

Kim, J-H., Ritchie, J. R. B., & McCormick, B. (2012). Development of a scale to 

measure memorable tourism experiences. Journal of Travel Research, 

51(12), 12-25. 

Klenosky, D. B. 2002. The “Pull” of Tourism Destinations: A Means-End 

Investigation. Journal of Travel Research. 40(2): 385-395. 

Kleynhans, H. S. (2003). Leisure tourists’ satisfaction regarding their meal 

experience and tourism. Pretoria, SA: University of Pretoria. 

Knutson, B. J, Beck, J. A., Kim, S., & Cha, J. (2009). Identifying the dimensions of 

the guest‘s hotel experience. Cornell Hospitality Quarterly, 50(1), 44-55. 

Kozak, M. (2001). Repeaters’ behavior at two distinct destinations. Annals of 

Tourism Research, 28(3), 784-807. 

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

activities. Educational and Psychological Measurement, 30(3), 607-610. 

Kyle, G. T., Absher, J. D., & Chancellor, C. (2005). The experience of psychological 

reactance in response to encountering fees for public land recreation. 

Leisure/Loisir, 29(2), 355-378. 

Ladhari, R., (2009). Service quality, emotional satisfaction, and behavioural 

intentions: A study in the hotel industry. Managing Service Quality, 19(3), 

308-331. 

Larsen, S. (2007). Aspects of a psychology of the tourist experience. Journal of 

Hospitality and Tourism, 7(1), 7-18. 

Lash, S., & Urry, J. (1994). Economies of Signs and Space. London: Sage. 



© C
OPYRIG

HT U
PM

128 

 

Lee, Y.-H., & Ang, K.-S. (2003). Brand name suggestiveness: A Chinese language 

perspective. International Journal of Research in Marketing, 20(4), 323-335. 

Lee, Y., Dattilo, J., & Howard, D. (1994). The complex and dynamic nature of 

leisure experience. Journal of Leisure research, 26(3), 195. 

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

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

Lee, E., & Overby, J. W. (2004). Creating value for online shoppers: Implications 

for satisfaction and loyalty. Journal of Consumer Satisfaction, 

Dissatisfaction and Complaining Behavior, 17, 54-67. 

Lehto, X. Y., O’Leary, J. T., & Morrison, A. M. (2004). The effects of prior 

experience on vacation behavior. Annals of Tourism Research, 31(4), 801-

818. 

Li, Y. (2000). Geographical consciousness and tourism experience. Annals of 

Tourism Research, 27(4), 863-883. 

Liu, Y. A., Lu, C. H., & Hsu, H. (2010). The study of back-packers’ experience 

model in Taiwan. Journal of Tourism and Leisure Studies, 16(2), 165-188. 

Lubbe, B. (1998). Primary image as a dimension of destination image: An empiracle 

assessment. Journal of Travel & Tourism marketing, 7(4), 21-43. 

Lynch, J. G., & Srull, T. K. (1982). Memory and attentional factors in consumer 

choice: Concepts and research methods. Journal of Consumer Research, 

9(1), 18-37. 

MacCannell, D. (1973). Staged authenticity: Arrangements of social space in tourist 

settings. American Journal of Sociology, 79(3), 589-603. 

Madhavan, N., Ramachandran, S., Shuib, A. Mohammad Afandi, S. H., & 

Vikneswaran, N. (2012). Multi-criteria decision making approach for 

responsible tourism management. The Malaysian Forester, 75(2), 135-146. 

Mahdzar, M., Shuib, A. (2014). A memorable tourism experiences scale: Mulu 

National Park. In Proceedings of 11th IPRC 2014, 21-22 August, pp. 7-12., 

UPM/IIUM.  Retrieved from http://www.repository.um.edu.my. 

Mahdzar, M., Shuib, A., Herman, M. S., & Ramachandran, S. (2015). Perceive 

quality, memorable experience and behavioral intentions: An examination of 

tourists in National Park: Proceedings of Hospitality and Tourism 

Conference (HTC) 2015, Malacca, Malaysia., 2-3 November 2015, CRC 

Press: Taylor and Francis 

Mahdzar, M., Shuib, A., Ramachandran, S., & Herman, M. S. (2015). The role of 

destination attributes and memorable tourism experience in understanding 

tourist revisit intentions. American-Eurasian Journal of Agricultural & 

Environmental. Sciences, 15(Tourism & Environment, Social and 

Management Sciences), 32-39. 



© C
OPYRIG

HT U
PM

129 

 

Mahdzar, M., Shuib, A., Herman, S. M., & Ramachandran, S. (2015). A preliminary 

study identifying factors of memorable tourism experience in Mulu National 

Park, Sarawak. Paper presented at the International Conference on Natural 

Resources, Tourism and Services Management, Kota Kinabalu, Sabah. In 

Proceedings of ICNTS 2015, 14/04/2015, UPM/UMS/USM.  

Malaysia Economic Planning Unit. (n.d). Malaysia’s Second Outline Perspective 

Plan 1991–2000. Retrieved from http://www.epu.gov.my 

Malaysia Tourism Promotion Board. (n.d.). Tourist arrivals and receipts to 

Malaysia. Retrieved from http://www.tourism.gov.my/corporate/research 

Mannel, R. C., & Iso-Ahola, S-E. (1987). Psychological nature of leisure and 

tourism experiences. Annals of Tourism Research, 14, 314-331. 

Maslow, A. H. (1970). Motivation and Personality (2nd ed.). New York: Harper & 

Row. 

Mazursky, D. (1989). Past experience and future tourism decisions. Annals of 

Tourism Research, 16(3), 333-344. 

McDougall. G., & Levesque T. (2000). Customer satisfaction with services: Putting 

perceived value into the equation. Journal of Services Marketing, 14(5), 392-

410. 

McGaugh, J. L. (2004). The amygdala modulates the consolidation of memories of 

emotionally arousing experiences. Annual Review of Neuroscience, 27, 1-28. 

McGregor, I., & Holmes, J. G. (1999). How storytelling shapes memory and 

impression of relationship events over time. Journal of Personality and 

Social Psychology, 76(3), 403-419 

McIntosh, A. J., & Prentice, R. C. (1999). Affirming authenticity: Consuming 

cultural heritage. Annals of Tourism Research, 26(3), 589-612. 

Meng, S-M., Liang G-S., & Yang, S-H. (2011). The relationships of cruise image, 

perceived value, satisfaction, and post-purchase behavioral intention on 

Taiwanese tourists. African Journal of Business Management, 5(1), 19-29. 

Morgan, M., Lugosi, P., & Ritchie, J. B. R. (2010). The Tourism and Leisure 

Experience: Consumer and Managerial Perspectives. Clevedon, UK: 

Channel View Publications. 

Moscardo, G. M. (2010). The shaping of tourist experience. The importance of 

stories and themes. In M. Morgan, P. Lugosi & J. R. B. Ritchie (Eds.), The 

tourism and leisure experience: Consumer and managerial perspectives (pp. 

43–58). Bristol, UK: Channel View Publications. 

Mossberg, L. (2007). A marketing approach to the tourist experience. Scandinavian 

Journal of Hospitality and Tourism, 7 (1), 59-74. 



© C
OPYRIG

HT U
PM

130 

 

Murray, N., Foley, A., & Lynch, P. (2010). Understanding the Tourist Experience 

Concept. The RIKON Group, School of Business, Waterford Institute of 

Technology. 

New Sarawak Tribune. (2014, March). Mulu National Park tourists arrivals steady. 

The Borneo Post. Retrieved from http://www.theborneopost.com.  

Nickerson, N. P. (2006). Some reflections on quality tourism experiences. In G. 

Jennings & N. P. Nickerson (Eds.), Quality Tourism Experiences (pp. 227-

236). Burlington, MA: Elsevier Butterworth-Heinemann. 

Nunnally, J. C. (1978). Psychometric Theory (2nd ed.). New York: McGraw-Hill. 

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric Theory (3rd ed). New York: 

McGraw-Hill. 

Obenour, W., Patterson, M., Pedersen, P., & Pearson, L. (2006). Conceptualization 

of a meaning-based research approach for tourism service experiences. 

Tourism Management, 27(1), 34-41. 

O’Dell, T. (2005). Experiencescapes: Blurring borders and testing connections. In. 

T. O’Dell & P. Billing (Eds.), Experiencescapes: Tourism, Culture, and 

Economy (pp. 11-33). Copenhagen: Copenhagen Business School Press. 

O‘Dell, T. (2007). Tourist experiences and academic junctures. Scandinavian 

Journal of Hospitality and Tourism, 7(1), 34-35. 

Oh, H., Fiore, A. M., & Jeong, M. (2007). Measuring experience economy concepts: 

Tourism applications. Journal of Travel Research, 46, 119-32. 

Oliver, R. L. (1997). Satisfaction: A Behavioral Perspective on the Consumer. New 

York: McGraw- Hill. 

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

settings. Journal of Retailing, 57, 25-48. 

Oliver, R., & Swan, J. (1989). Consumer perceptions of interpersonal equity and 

satisfaction in transactions: A field survey approach. Journal of Marketing, 

53(2), 21–35. 

Ong, T. F., & Musa, G. (2012). Examining the influences of experience, personality 

and attitude on SCUBA divers' underwater behaviour: A structural equation 

model. Tourism Management, 33(6), 1521-1534. 

Ooi, C-S. (2003). Crafting tourism experiences: managing the attention product. 

12th Nordic symposium on tourism and hospitality research. 

Oppermann, M. (2000). Tourism destination loyalty. Journal of travel research, 

39(1), 78-84. 

Osman, M. Z. (1993). A conceptual model of retail image influences on loyalty 

patronage behaviour. International review of retail, distribution and 

consumer research, 3(2), 133-148. 



© C
OPYRIG

HT U
PM

131 

 

Otto, J. E., & Ritchie, J. R. B. (1996). The service experience in tourism. Tourism 

Management, 17(3), 165-174. 

Ozdemir, B., Aksu, A., Ehtiyar, R., Cizel, B., Cizel, R. B., & Icigen, E. T. (2012). 

Relationships among tourist profile, satisfaction and destination loyalty: 

Examining empirical evidence in Antalya region in Turkey. Journal of 

Hospitality Marketing & Management, 21(5), 506-540. 

doi:10.1080/19368623.2012.626749 

Palmer, A., & O’neill, M. (2003). The effects of perceptual processes on the 

measurement of service quality. Journal of services marketing, 17(3), 254-

274. 

Pan, S. (2011). The role of TV commercial visuals in forming memorable and 

impressive destination images. Journal of Travel Research, 50(2), 171-185. 

Parasuraman, A. (1997). Reflection on gaining competitive advantage through 

customer value. Journal of the Academy of Marketing Science, 25(2), 154-

161. 

Parasuraman A., & Grewal, D. (2000). The impact of technology on the quality–

value–loyalty chain: A research agenda. Journal of the Academy of 

Marketing Science, 28(1), 168-174. 

Park, J. W., & Hastak, M. (1994). Memory-based product judgments: Effects of 

involvement at encoding and retrieval. Journal of Consumer Research, 21(3), 

534-547. 

Patterson, P. G., & Spreng, R. A. (1997). Modelling the relationship between 

perceived value, satisfaction and purchase intentions in a business-to-

business, services context: An empirical examination. International Journal 

of Service Industry Management, 8(5), 414-434. 

Pearce, P. L., Morrison, A. M., & Rutledge, J. L. (1998). Motivational Influences in 

Tourism Demand, Tourism: Bridges across Continents. McGraw-Hill. 

Petrick, J. F., & Backman, S. J. (2002). An examination of the construct of perceived 

value for the prediction of golf travelers: Intentions to revisit. Journal of 

Travel Research, 41(1), 38-45. 

Petrick, J. F., & Sirakaya, E. (2004). Segmenting cruisers by loyalty. Annals of 

Tourism Research, 31(2), 472-475. 

Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience economy. Harvard 

Business Review, 76, 97-105. 

Pine, B. J., & Gilmore, J. H. (1999). The Experience Economy: Work is Theatre and 

Every Business a Stage. Boston: Harvard Business School Press. 

Pine II, B. J., & Gilmore, J. H. (2011). The Experience Economy. Boston: Harvard 

Business Review Press. 



© C
OPYRIG

HT U
PM

132 

 

Pizam, A. (2010). Creating memorable experiences. International Journal of 

Hospitality Management, 29(3), 343. 

Pizam, A., Neumann Y., & Richel, A. (1978). Dimensions of tourist satisfaction with 

a destination. Annals of Tourism Research, 5, 314-322. 

Poulsson, S., & Kale, S. (2004). The experience economy and commercial 

experiences. The Marketing Review, 4,  267-277. 

Prebensen, N. K., Woo, E., Chen, J. S., & Uysal, M. (2013). Motivation and 

involvement as antecedents of the perceived value of the destination 

experience. Journal of Travel Research, 52(2), 253-264. 

Qu, H., Kim, L. H., & Im, H. H. (2011). A model of destination branding: 

Integrating the concepts of the branding and destination image. Tourism 

Management, 32(3), 465-476. 

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. 

Quellette, J. A., & Wood, W. (1998). Habit and intention in everyday life: The 

multiple processes by which past behavior predicts future behavior. 

Psychological Bulletin, 124(1), 54–74. 

Ranjbarian, B., & Pool, J. K. (2015). The impact of perceived quality and value on 

tourists’ satisfaction and intention to revisit Nowshahr City of Iran. Journal 

of Quality Assurance in Hospitality & Tourism, 16, 103-117. 

Rajaram, S. (1998). The effects of conceptual salience and perceptual distinctiveness 

on conscious recollection. Psychonomic Bulletin and Review, 5,71-78. 

Raju, P., & Reilly, M. (1979). Product Familiarity and Information-Processing 

Strategies: An Exploratory Investigation. Journal of Business Research, 8, 

87-212. 

Ravald, A., & Grönroos, C. (1996). The value concept and relationship. European 

Journal of Marketing, 30(2), 19-30. 

Reder, L. M., Donavos, D. K., & Erickson, M. A. (2002). Perceptual match effects in 

direct tests of memory: The role of contextual fan. Memory and Cognition, 

30(2), 312-323. 

Reichheld, F. F. (1993). Loyalty-based management. Harvard Business Review 71, 

64-73. 

Reinecke, J., Schmidt, P., & Ajzen, I. (1996). Application of the theory of planned 

behavior to adolescents’ condom use: A panel study. Journal of Applied 

Social Psychology, 26(5), 749–772. 

Ritchie, J. R. B., & Crouch, G. (2003). The Competitive Destination: A Sustainable 

Tourism Perspective. Cambridge, MA: CABI Publishing. 



© C
OPYRIG

HT U
PM

133 

 

Ritchie, J. R. B., & Hudson, S. (2009). Understanding and meeting the challenges of 

customer/tourist experience research. International Journal of Tourism 

Research, 11, 111-126. 

Ross, E. L. D., & Iso-Ahola, S. E. (1991). Sightseeing tourists' motivation and 

satisfaction. Annals of tourism research, 18(2), 226-237. 

Rubin, D. C. (2005). A basic systems approach to autobiographical memory. Current 

Directions in Psychological Science, 14, 79-83. 

Ryan, C. (1991). Recreational Tourism: A Social Science Approach. London: 

Routledge 

Ryan, C. (1993). Tourism and Terrorism in Egypt and Kenya: Conflict Update. 

London: Research Institute for the Study of Conflict and Terrorism 

Ryan, C. (1995). Researching Tourist Satisfaction: Issues, Concepts, Problems. 

London: Routledge. 

Ryan, C. (2002). Tourism and cultural proximity: Examples from New Zealand. 

Annals of Tourism Research, 29(4), 952-971. 

Saleh F., & Ryan C. (1992). Client perceptions of hotels. Tourism Management, 13, 

163-168. 

Samdahl, D. M. (1991). Issues in the measurement of leisure: A comparison of 

theoretical and connotative meanings. Leisure Sciences, 13(1), 33-49. 

Sanbonmatsu, D. M., & Fazio, R. H. (1990). The role of attitudes in memory-based 

decision making. Journal of Personality and social Psychology, 59(4), 614. 

Sarawak  Forestry Corporation. Vistors arrivals by national park years 2010-2013. 

Retrieved from http://www.sarawak.gov.my. 

Sayer, J., Ishwaran, N., Thorsell, J., & Sigaty, T. (2000). Tropical forest biodiversity 

and the world heritage convention. AMBIO: A Journal of the Human 

Environment, 29(6), 302-309. 

Schmitt, B. (1999a). Experiential Marketing: How to Get Customers to Sense, Feel, 

Think, Act, Relate to Your Company and Brands. New York: The Free Press. 

Schmitt, B. (1999b). Experiential marketing. Journal of Marketing Management, 15, 

53-67. 

Schmidt, S. R. (1991). Can we have a distinctive theory of memory? Memory & 

Cognition, 19(6), 523-542. 

Sekaran, U. & Bougie, R. (2013). Research methods for business: a skill business 

approach (6th ed.): John Wiley & Sons Ltd. 

Shaw, M.E. & Wright, J. M (1967). Scales for the measurement of attitudes. New 

Yorl, NY: McGraw Hill.  



© C
OPYRIG

HT U
PM

134 

 

Shuib, A., Yaakub, F., & Said, A. (2012). Visitors’ satisfaction of services provided 

in Bako National Park, Sarawak. Paper prsented in the 5th International 

Colloquium on Tourism and Leisure, Bangkok, Thailand. 

Shuib, A., Yaakub, F., & Said, A. (2013). An evaluation of service quality from 

visitors’ perspectives: The case of Niah National Park in Sarawak. 

International Journal of Business and Society, 14(1), 61-78. 

Siow, M. L., Ramachandran, S., Shuib, A., & Mohammad Afandi, S. H. (2014). 

Malaysia’s National Ecotourism Plan from a Semiotic Perspective. 

Malaysian Forester, 77(2), 73-86. 

Siow, M. L., Ramachandran, S., Shuib, A., & Mohammad Afandi, S. H. (2015). 

Adapting evidence- based intervention in rural tourism policies: Pragmatic 

benchmarking considerations for tourism business operations in Semporna, 

Sabah, Malaysia. Worldwide Hospitality and Tourism Themes, 7(5), 473-485 

doi:10.1108/WHATT-06-2015-0031. 

Stevens, B. F. (1992). Price value perceptions of travelers. Journal of Travel 

Research, 31(1), 44-48. 

Stamboulis, Y., & Skayannis, P. (2003). Innovation strategies and technology for 

experience-base tourism. Tourism Management, 24, 35-43. 

Swan, J. (1981). Disconfirmation of expectations and satisfaction with a retail 

service. Journal of Retailing, 57(3), 49–66. 

Swan, J., & Combs, L. (1976). Product performance and consumer satisfaction. 

Journal of Marketing Research, 40, 25-33. 

Swarbrooke, J., & Horner, S. (2007). Consumer Behavior in Tourism. Oxford: 

Elsevier Linacre House. 

Sweeney, J. C., Soutar, G. N., &Johnson, L. W. (1996). Retail service quality and 

perceived value: A comparison of two models. Journal of Retailing and 

Consumer Services, 4(1), 39-48. 

Swinyard, W. R. (1993). The effects of mood, involvement, and quality of store 

experience on shopping intentions. Journal of Consumer Research, 20, 271-

280. 

Tabachnick, B. G., & Fidell, L. S. (2007). Using Multivariate Statistics. New York: 

Allyn and Bacon. 

Talarico, J. M., & Rubin, D. C. (2003). Confidence, not consistency, characterizes 

flashbulb memories. Psychological Science, 14(5), 455-461. 

Tan, S.-K., Kung, S.-F., & Luh, D.-B. (2013). A model of ‘creative experience’ in 

creative tourism. Annals of Tourism Research, 41, 153-174. 

Tarssanen, S. (2007). Handbook for Experience Stagers. Rovaniemi: Lapland Center 

of Expertise for the Experience Industry. 



© C
OPYRIG

HT U
PM

135 

 

Trauer, B., & Ryan, C. (2007). Destination image, romance and place experience: 

An application of intimacy theory in tourism. Tourism Management, 26, 481-

491. 

Tsaur, S. H., Chiu, Y. T., & Wang, C. H. (2006). The visitors behavioural 

consequences of experiential marketing. Journal of Travel & Tourism 

Marketing, 21(1), 47-64. 

Tsiotsou, R. G., & Goldsmith, R. E. (2012). Strategic Marketing in Tourism 

Services. Bingley: Emerald Group Publishing Limited. 

Tulving, E. (1979). Relation between encoding specificity and levels of processing. 

In F. I. M. Craik & L. Cermak (Eds.), Levels of processing in human memory 

(pp. 405-428). Hillsdale, NJ: Erlbaum. 

Tung, V. W. S., & Ritchie, J. R. B. (2011). Exploring the essence of memorable 

tourism experience. Annals of Tourism Research, 38(4), 1367-1386. 

Turner, V. W., & E. M. Bruner. (1986). The Anthropology of Experience. Urbana: 

University of Illinois Press. 

UNESCO World Heritage Convention (2000). Report of the 24th session of the world 

heritage committee. Retrieved from http://whc.unesco.org. 

Uriely, N. (2005). The tourist experience: Conceptual developments. Annals of 

Tourism Research, 32(1), 199-216. 

Urry, J. (1990). The Tourist Gaze: Leisure and Travel in Contemporary Societies. 

London: Sage. 

Urry, J. (2002). The Tourist Gaze: Leisure and Travel in Contemporary Societies 

(2nd ed.). London: Sage. 

Uysal, M., & Hagan, L. A. R. (1993). Motivation of pleasure travel and tourism. In: 

M. Khan, M. Olsen, T. Var (Eds.), Encyclopedia of hospitality and tourism 

(pp. 798-810). New York: Van Nostrand Reinhold. 

Uysal, M., & Jurowski, C. (1994). Testing the push and pull factors. Annals of 

tourism research, 21(4), 844-846. 

Uysal, M., & Noe, F. (2003). Satisfaction in outdoor recreation and tourism settings. 

In E. Laws (Ed.), Case studies in tourism marketing (pp. 140-158). London: 

Continuum Publisher. 

Uysal, M., Perdue, R., & Sirgy. M. J. (2012). Handbook of Tourism and Quality-of-

Life Research: Enhancing the Lives of Tourists and Residents of Host 

Communities. Dordrecht: Springer. 

Verhoef, P., Lemon, K., Parasuraman, A., Roggeveen, A., Tsiros, M., & Schlesinger, 

L. (2009). Customer Experience Creation: Determinants, dynamics and 

management strategies. Journal of Retailing, 85(1), 31-41. 



© C
OPYRIG

HT U
PM

136 

 

Voss, C. (2004). Trends in the experience and service economy: The experience 

profit cycle. International Journal of Operations and Production 

Management, 25(12), 1211-1222. 

Wagenaar, W. A. (1986). My memory: A study of autobiographical memory over six 

years. Cognitive Psychology, 18(2), 225-252. 

Wang, W., Chen J .S., Fan, L., & Lu, J. (2012) .Tourist experience and wetland 

parks: a case of Zhejiang, China. Annals of Tourism Research, 39(4), 1763-

1778. 

Wang, Y., & Pizam, A. (2011). Destination Marketing and Management: Theories 

and Applications. Wallingford: CABI. 

Weaver, P. A, Weber, K., & McCleary, A. W. (2007). Destination Evaluation: The 

Role of Previous Travel Experience and Trip Characteristics. Department of 

Hospitality and Tourism Management. Blacksburg, Virginia: Pamplin 

College of Business at Virginia Tech. 

Wirtz, D., Kruger, J., Scollon, C. N., & Diener, E. (2003). What to do on spring 

break? The role of predicted, online, and remembered experience in future 

choice. Psychological Science, 14,520-524. 

Wood, W., & Conway, M. (2006). Subjective impact, meaning making, and current 

and recalled emotions for self-defining memories. Journal of Personality, 74, 

811-845. 

Woodruff, R. B. (1997). Customer value: The next source for competitive edge. 

Journal of the Academy of Marketing Science, 25(2), 139-153. 

Woodside, A., & Lysonski, S. (1989). A general model of traveler destination 

choice. Journal of Travel Research, 27,8-14. 

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. 

Yuan, S., & McDonald, C. (1990). Motivational determinants of international 

pleasure time. Journal of Travel Research, 24(1), 42-44. 

Zainudin, A. (2012). Research Methodology and Data Analysis (2nd ed.). Shah 

Alam: Universiti Teknologi MARA Publication Centre (UiTM Press). 

Zainudin, A. (2012). Structural Equation Modeling Using Amos Graphic. Shah 

Alam: Universiti Teknologi MARA Publication Centre (UiTM Press). 

Zehrer, A. (2009). Service Experience and service design: concepts and application 

in tourism SMEs. Managing Service Quality, 19(3), 332-349. 

Zeithaml, V., Berry, L., & Parasuraman, A. (1996). The behavioural consequences 

of service quality. Journal of Marketing, 60(2), 31-46. 

Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1985). Problems and strategies in 

services marketing. Journal of Marketing, 49(2), 33-46. 



© C
OPYRIG

HT U
PM

137 

 

Zhang, H., Fu, X., Cai, L.A., & Lu, L. (2014). Destination image and tourist loyalty: 

A meta-analysis. Tourism Management, 40, 213-223. 

doi:10.1016/j.tourman.2013.06.006 

Zimmerman, C. A., & Kelley, C. M. (2010). I’ll remember this! Effects of 

emotionality on memory predictions versus memory performance. Journal of 

Memory and Language, 62, 240-253. 

 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

159 

 

BIODATA OF STUDENT 

 

 

Mazlina Mahdzar is a senior lecturer at Universiti Teknologi MARA. She attached to 

the Faculty of Hotel and Tourism Management. She obtained an MBA from Charles 

Sturt University Australia in 2002. She teaches Principles of Tourism, Tourism 

Marketing, Sustainable Tourism, Airlines Reservation and Ticketing and Travel and 

Tour Operations. She supervised undergraduate and master student research papers.  

Mazlina has produced teaching manuals for Open University Malaysia on courses 

such as Airlines Reservation and Ticketing and Travel and Tour Management. She 

also published manual on Fares and Ticketing, by InED, Universiti Teknologi MARA. 

She recently produced her latest book, Marketing for Hospitality and Tourism, 

published by Oxford Fajar Sdn. Bhd. 

 

 

Mazlina has been a consultant for private and government institutions in Malaysia 

such as Mayflower Sdn. Bhd. and GIATMARA to develop short courses, certificate 

and diploma courses on tourism management. She was a certified Tour Guide and 

obtained her license in 2005. 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



© C
OPYRIG

HT U
PM

160 

LIST OF PUBLICATIONS 

Journal 

Mahdzar, M., Shuib, A., Ramachandran, S., & Herman, M. S. (2015). The role of 

destination attributes and memorable tourism experience in understanding 

tourist revisit intentions. American-Eurasian Journal of Agricultural & 

Environmental Sciences, 15(Tourism & Environment, Social and Management 

Sciences), 32-39. IDOSI Publications. 

Mahdzar, M., and Shuib, A. (2016). A cross cultural comparison of memorable 

tourism experiences of Asian and European tourists. Asia-Pacific Journal of 

Innovation in Hospitality and Tourism (APJIHT), Vol. 5, Iss. 3. Taylor’s 

University Sdn. Bhd.  

Book 

Proceedings of the International Conference on Natural Resources, Tourism and 
Services Management  –  Mahdzar et al (eds) 2015. Published by Institut 

Kajian Dasar Pertanian dan Makanan, Universiti Putra Malaysia.  

Proceedings 

Mahdzar, M, Zaidi, N.M.N., and Shuib, A. (2016). Memorable tourism experiences in 

Mulu National Park: Scales development. In Heritage, Culture, and Society – 

Radzi et al. (eds). Proceedings of International Hospitality and Tourism 

Conference 2016. Published by CRS Press: Taylor and Francis 

Mahdzar, M., Shuib, A., Herman, M. S., & Ramachandran, S. (2015). Perceive quality, 

memorable experience and behavioral intentions: An examination of tourists 

in National Park: Proceedings of Hospitality and Tourism Conference (HTC) 

2015, Malacca, Malaysia. 2-3 November 2015, CRC Press: Taylor and Francis 

Mahdzar, M., Shuib, A. (2014). A memorable tourism experiences scale: Mulu 

National Park. In e-proceedings of 11th IPRC 2014, 21-22 August, pp. 7-12., 

UPM/IIUM/BSRI. 

Mahdzar, M., Shuib, A., Herman, S. M., & Ramachandran, S. (2015). A preliminary 

study identifying factors of memorable tourism experience in Mulu National 

Park, Sarawak. In proceedings of the International Conference on Natural 

Resources, Tourism and Services Management, 14-16 April 2015. Mahdzar et 

al (eds). 2015. Published by Institut Kajian Dasar Pertanian dan Makanan, 

Universiti Putra Malaysia.  

Mahdzar, M., & Shuib, A. (2014). Understanding memorable tourism experiences 

research. In proceedings of 3rd International Conference on Accounting, 

Business and Economics (ICABEC), 26-28 August. Published by Universiti 

Malaysia Terengganu. 



© C
OPYRIG

HT U
PM

161 

Mahdzar, M., & Shuib, A. (2015). Exploring factors influencing local and 

international tourist selection of ecotourism. In e-proceedings of International 

Conference on Business, Accounting, Finance, and Economics (BAFE), 9 

October 2105, Universiti  Tunku Abdul Rahman, Malaysia 



© C
OPYRIG

HT U
PM


	1041 title
	1041 CHAPTER 1-ref
	Blank Page
	Blank Page

	1041 app



