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PREFACE

This publication is a compilation of short abstracts, extended abstracts and full papers submitted to the 3™
International Tourism and Retail Service Management Conference (TRMC 2021), which was held on 12 and 13
October 2021. These conference papers are in accordance to the theme of the conference, "Developing
Sustainable Tourism Retailing” and are further categorised into the following sub-themes: Management issues in
tourism retailing; Tourism retail motivations and experiences; Innovations in tourism retailing; Marketing and
business in tourism retailing; and COVID-19: The end of tourism retailing as we know it?.



ABOUT TRMC 2021

The 3rd International Tourism Retail and Service Management Conference (TRMC) 2021 builds on previous
conferences hosted by the Macao Institute for Tourism Studies in 2018 and Nankai University (China) in 2019.
TRMC2021 is a two-day all-virtual conference held between October 12-13, 2021. The conference is hosted by
the School of Hospitality and Service Management at Sunway University in partnership with the Macao Institute
for Tourism Studies (Macau, SAR-China), University of South Carolina (USA) and Nankai University (China). The
main theme of this conference is “Developing Sustainable Tourism Retailing”.

The theme of sustainability is highly relevant given the significant changes to the retail industry brought about
by the COVID-19 pandemic. As tourism destinations have had to close-up all around the world, the retail
landscape has been significantly impacted. Looking to the future, how will tourism destinations sustainably
reopen their attractions, facilities and retailing to tourists? As shopping is being shifted online, there is also a
need to question how the retail offering will have to innovate to entice customers back? What will the future retail
environment look like? How will the retail experience have to change? This begs questions of not only identifying
market and financial sustainability, but also the question of long-term environmental sustainability.

TRMC 2021 brings together leading academics, researchers and scholars to exchange their experiences and
findings on all various aspects of sustainability, tourism and retail service management. It provides a premier
interdisciplinary platform for researchers, practitioners and educators to present and discuss recent innovations,
trends, concerns encountered, and solutions utilised in this field. This is vital in research endeavours as
sustainability is increasingly prone to an era of tourism and retail management through meaningful multi-
disciplinary collaborations.



WELCOME FROM THE CONFERENCE CHAIR

It is my great pleasure to welcome you to the 3rd International Tourism and Retail Service Management
Conference (TRMC 2021) on behalf of the Dean, Professor Marcus Stephenson, and all of my colleagues in the
School of Hospitality and Service Management at Sunway University in Malaysia.

Sunway University is located in the heart of Sunway City in Kuala Lumpur. Our suburban city is built on the site of
a disused tin mine site, and over the years has been transformed from a “wasteland to a wonderland”. The Sunway
Lagoon Theme Park was opened in 1992, which was followed by the Sunway Resort Hotel in 1993, and then the
Sunway Pyramid Mall in 1997. Over the last 25-years, tourism retailing has become central to the very essence of
our integrated tourism destination. The integration of the mega-mall, theme park and now three hotels has
created an important symbiotic relationship and synergy between all of these services. When it comes to tourism
and retailing, there is probably no other place in SE Asia that has such a unique and extensive combination of
such services all in one inter-connected location - and that's why we were looking forward to hosting you in
person. Sadly, COVID got in the way, and so we are welcoming you online instead.

This year our conference theme is “Developing Sustainable Tourism Retailing”, embracing a broad range of topics
on management issues relating to tourism retailing, tourism retail and service motivations, innovation, marketing,
and the impacts of COVID-19. This year’s conference follows on from the first two conferences that were held at
the Institute for Tourism in Macau (IFTM) in 2018, and by Nankai University, Tianjin in 2019. The 4th TRMC
conference will be hosted in 2022 by the University of South Carolina.

In closing, | would like to acknowledge our Keynotes for this year's conference, Professor Dallen Timothy from
Arizona State University and also Professor Ming-Hui Huang from National Taiwan University. | know they will
give you much to think about. | would also like to acknowledge the speakers on our Industry Panel and as well
as all of our presenters. It is thanks to you, and your research, that we have a conference.

In addition, | want to acknowledge all of our consortium partners and to thank all of my colleagues on our
Organizing Committee and the student events team at Sunway University (which has been led by Ms. Hairani
Nur). They have all worked so hard to transform this from a face-to-face into an online conference. Finally, a
special thank you to our Scientific Committee and paper reviewers (led by my colleague A/Prof Alexander Trupp),
the various session moderators (co-ordinated by Dr. Maggie Leong) and to the huge amount of co-ordination
(which has been led by Ms Evelyn Loh). Attending a conference online is a different experience to being face-to-
face. To help us give you the feel of attending an event, we have built in two networking sessions and also
‘mindfulness session’ — so please engage, meet others, and use the chat/Q&A functions to enjoy the TRMC 2021
experience.

PROFESSOR PERRY HOBSON
TRMC2021 CONFERENCE CHAIR



WELCOME FROM THE DEAN - SCHOOL OF HOSPITALITY AND SERVICE MANAGEMENT, SUNWAY
UNIVERSITY

First and foremost, | would like to welcome you to the first fully-virtual conference hosted by the School of
Hospitality and Service Management at Sunway University. It is indeed our intent to provide all conference
attendees with a high standard of conference delivery, where every individual will be able to gain insightful ideas
and engage in analytical discussion. The theme of the conference, "Developing Sustainable Tourism Retailing"
was carefully put together by the Organising Committee, who saw the need to critically discuss the changes in
tourism retailing, and to create opportunities for constructive dialogue concerning suggestions and strategies on
how the tourism retailing industry could move forward; particularly as nations are gradually recovering from the
COVID-19 pandemic.

Therefore, we cannot ignore the challenges and potentialities that the pandemic has presented. National
lockdowns and movement restrictions have transformed the way things are being done by different constituents
including individuals, academic institutions, businesses and governments. The hospitality and tourism industries
are often regarded as resilient and post-pandemic tourists are anticipated to travel significantly. Nonetheless,
there is a real need to advocate for consumption and experiences that are sustainable to the environment and
local communities. Such discussions will also be highlighted during the paper sessions.

Along with the tremendous support from our Academic Partners (Macao Institute for Tourism Studies, SAR China;
Nankai University, China; and the University of South Carolina, USA) and our Industry Partners (Sunway Malls;
Sunway Theme Parks; and Sports Direct Malaysia and MST Gold Management) we have put together a conference
programme which we hope you will find enjoyable and intellectually-stimulating. Our distinguished keynote
speakers, Professor Dallen Timothy and Professor Ming-Hui Huang have also prepared a very interesting keynote
delivery, which | am certain you will be looking forward to hear from.

With a large part of our lives being shifted to the online environment, many have experienced Zoom fatigue, a
sensation of being burnout and exhausted. Therefore, we also find it particularly apt to have Mr Jespuvan Singh,
a trainer / consultant specialising in workplace wellness programmes to lead us in a mindfulness workout session
on Day 2 of the conference.

Last but not least, | would also like to thank all colleagues, speakers, conference partners and participants, and
student volunteers for your support in the months leading to the fruition of the conference.

On behalf of the School, | wish you all a great virtual experience with us. Thank you.

PROFESSOR MARCUS STEPHENSON

PROFESSOR OF TOURISM AND HOSPITALITY MANAGEMENT
DEAN — SCHOOL OF HOSPITALITY & SERVICE MANAGEMENT
SUNWAY UNIVERSITY
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LIST OF SHORT ABSTRACTS

in alphabetical order of the paper title

A CONCEPTUAL ASSESSMENT CONCERNING THE INTERCEPTIONS BETWEEN U-COMMERCE
AND TOURISM RETAIL

Evelyn Loh (Sunway University, Malaysia) and Marcus Stephenson (Sunway University, Malaysia)

There is a significant reliance on technology amongst tourist shoppers since the outbreak of the COVID-19
pandemic. This shows the need to consider U-commerce technologies and applications to enable a tourism
retailing industry that is sustainable. This paper argues that tourist shoppers today possess increased
comprehension and confidence in commerce-related technology applications. Several key conceptual U-
commerce applications and current industry practices are presented focusing on four U-tourism marketing
strategies: immersive marketing, nexus marketing, sync marketing, and transformational marketing. The
applications of U-commerce in the post-pandemic era were also discussed, whereby to appeal to a new
wave of tourist shoppers.

A QUALITATIVE STUDY ON HOTEL EMPLOYEES’' RESIGNATION EXPERIENCES IN VIETNAM
Nguyen Thi Hao (Yuan Ze University) and Poh Theng Loo (I-Shou University)

This qualitative study was conducted to explore the resignation experiences of the Millenial hotel
employees in Vietnam. In addition, this study provides a comprehensive picture of the whole resignation
experience of Vietnamese hotel employees. Vietnamese hotel employees undergo different stages in their
resignation experiences, starting from their triggered intention to resign until the final resignation decisions
made and finally left the company. The Mobley Model (1977) is applied, which is described as "The
withdrawal decision process” or “the employee turnover decision process”. The Mobley model is the process
of deciding to quit a job with the possible intermediate steps.

A STUDY OF HOTEL AND PROPERTY SECTORS IN MALAYSIA: DEVELOPERS’ VIEWS AND
SELECTED ANALYSES OF PRICE DRIVERS

Mohamed Ariff (Sunway University), Calvin W. H. Cheong (Sunway University) and Hassanudin Thaker
(Sunway University)

This paper reports an assessment of supply-demand side economics of hotel and property sectors in
Malaysia. The hotel sector in Malaysia has developed over several decades, and forms an important
destination point for some 26 million international travellers with demands ranging from simple hotel
services to the most exotic private chalets. Analyses of the property sector also provide unexpected findings.
Price increases in residential units have kept pace with inflation in the country. Further localizing production
of input materials, supply of more land, and regulatory consolidation would help the industry.




A STUDY ON CONSUMPTION PREFERENCE OF CULTURAL AND CREATIVE TOURISM
PRODUCTS OF THE “POST-90S” GROUP BASED ON PRODUCT ATTRIBUTES

Yanbo Yao (Nankai University), Jiaxin Wu (Nankai University), Chen Yin (Nankai University), Jinyi Zhang
(Nankai University), Shuxin Peng (Nankai University) and Tiantian Yang (Nankai University)

The main subject of this study is the “post-90s” group, focusing on their preference for the attributes of
cultural and creative tourism products. In the factorial analysis, cultural, creative, practical, and memorable
attributes are four first-class attributes of cultural and creative tourism products. After using the AHP
method in studying the product preference, we found out that the among four first-class attributes, the
“post-90s” group valued cultural attribute most highly, while their preference for creative, practical, and
memorable decreases in sequence. For second-class attributes, they attached importance to attributes such
as originality, national quality, regional spirits and sense of design.

A STUDY ON THE CHANGE OF TOURISM CONSUMER'S DECISION-MAKING BEHAVIOR IN
THE POST-EPIDEMIC PERIOD

Qingjuan Wang (Nankai University), Wenhao Liu (Nankai University), Zhengke Wang (Nankai University) and
Wenyu Ding (Nankai University)

This study collects 168 pairs of questionnaires on consumer concepts and behaviours before and after
COVID-19. Combing correlation analysis and comparative analysis, this study shows that the epidemic has
a positive impact on tourists’ immersion, safety perception and tourism role cognition. Family support and
participation are positively correlated with personal time management, which is reflected in a higher level
of individual tourism role recognition. For outdoor enthusiasts, rural and mountain tourism products with
good ecology and low aggregation will be more popular. Unlike outdoor enthusiasts, ordinary tourists in
another information cocoon are more sensitive to the impact of the epidemic.

A STUDY ON THE INFLUENCE OF SERVICE-ORIENTED HUMAN RESOURCE MANAGEMENT ON
PROMOTION FAIRNESS - TAKE B ENTERPRISE AS AN EXAMPLE

Qingjuan Wang (Nankai University), Zijie Zhao (Nankai University), Wenyu Ding (Nankai University) and
Zhengke Wang (Nankai University)

Service-oriented human resource management refers to a series of HRM practices that emphasize "service".
This study explores the impact of service-oriented HRM system on promotion fairness in service enterprises
in China. Through literature review, content analysis and in-depth description of the qualitative interviews
with 15 employees of B enterprise, this study finds that it is service-oriented human resource management
system that makes B enterprise pay more attention to the growth and promotion fairness of employees.
Fair promotion will maintain and improve the enthusiasm of employees. Service-oriented HRM is more
suitable for the talent management system of today's service enterprises.




A STUDY ON THE VALUE CO-CREATION MODEL OF EXHIBITORS AND ORGANIZERS - FROM
THE PERSPECTIVE OF EXHIBITORS

Jingna Wang (Nankai University), Jingjing Qi (Nankai University), Zhilin Yuan (Nankai University) and Xu
Xiang (Nankai University)

Exhibitors are crucial stakeholders of the exhibition. Creating value together with organizers is the
guarantee to realize their interests and value. However, limited research is carried out. This study, therefore,
uses grounded theory to construct a value co-creation model from the perspective of exhibitors, including
exhibitors’ value co-creation motivation, exhibitors’ value co-creation behaviour, organizers’ value co-
creation support system, and exhibitors’ value co-creation results. The research results show that the value
co-creation of exhibitors and organizers follows the realization mechanism of “motivation-behaviour-
result”. The research further subdivides the exhibitors’ value co-creation behaviour into exhibitors’ value
co-creation participation behaviour and citizenship behaviour.

AN EXPLORATORY STUDY OF MEMORABLE TOURISM EXPERIENCE FOR OLDER TOURISTS:
BASED ON EMBODIMENT COGNITIVE THEORY

Jing Huang (Nankai University), Yanjun Chen (Nankai University) and Danpu Xing (Nankai University)

Memorable tourism experiences have an essential impact on travel decisions, but existing relevant research
lacks attention and exploration of older tourists. Based on embodied cognition theory, this paper explores
the dimensions and influencing factors of memorable tourism experiences. Findings based on in-depth
interviews and grounded analysis of 26 older participants. The results show that the dimensions of
memorable tourism experiences for older tourists include sensory enjoyment, embodied barriers, emotional
experiences, identity, control, and serendipity. The factors that influence memorable tourism experiences
for older tourists are destination attributes, personal psychology, personal body, and the attitudes and
behaviours of others.

ANTECEDENTS TO ENGAGEMENT IN AGRITOURISM FOR SMALL AND MEDIUM-SIZED
ENTERPRISES (SMES): THE ROLE OF GOVERNMENTAL SUPPORT

Jeffrey Campbell (The University of South Carolina) and Marketa Kubickova (The University of South Carolina)

The current study examines the role of governmental support of small and medium-sized enterprises (SMEs)
in the agritourism domain and the factors that may affect intention to engage in such activities for these
employees and businesses. Using theoretical underpinnings from the resource-based view of the firm,
results suggest that governmental support of product certifications and governmental marketing efforts to
assist the businesses are significantly related to intentions to engage in agritourism. However, community
branding efforts and financial support of these businesses were not found as significant. Implications and
future research direction are subsequently provided.




APPLYING A 2020 COVID-19 DEVELOPMENT TIMELINE TO CURRENT, FUTURE, AND
RESULTING STATES OF U.S. RETAIL, HOSPITALITY, AND TOURISM SITUATIONS

Judith Forney (University of North Texas) and Dee Knight (University of North Texas)

The purpose of this study was to identify current, future, and resulting states of retail, hospitality, and
tourism industries using a published timeline of COVID-19 development for the first 12 months (January 1
— December 31, 2020) in the U.S. The objectives were to apply this timeline to:

1. Quantify evidence of U.S. retail, hospitality, and tourism situations associated with COVID-19 in 2020.

2. ldentify current, future, and resulting states of U.S. retail, hospitality, and tourism due to COVID-19.

3. Offer insights and suggestions for further study of COVID-19 on U.S. retail, hospitality, and tourism.

ATTRACTIVENESS OF MUNICIPALITIES FOR SECOND HOMES

Xiang Lin (Sédertérn University), Eva Hagsten (University of South Eastern Norway) and Martin Falk
(University of South Eastern Norway)

Municipalities that offer a high level of natural and cultural attractions may be more attractive for the
establishment of second homes. Recently, high-speed broadband connections and investments in public
infrastructure could also make certain regions more attractive. The aim of the study is to investigate how
attractive municipalities are for the location of second homes. Data are based on 290 Swedish municipalities
for the period 2010-2020. The main novelty is the use of dynamic spatial panel data models and the
introduction of new indicators. Results reveal that high-speed broadband, transport infrastructure, cultural
and natural amenities are significant determinants.

BENCHMARK ANALYSIS OF TOURISM SUSTAINABLE DEVELOPMENT USING META-
FRONTIER DATA ENVELOPMENT ANALYSIS

Dongdong Wu (Nankai University) and Hui Li (Nankai University)

The efficient and sustainable development of urban tourism with city as the carrier deserves further
attention. Based on meta-frontier theory and data envelopment analysis, this paper constructs a meta-
frontier non-radial directional distance function approach. We then define the tourism development index
and tourism sustainability index according to the different choice of direction vector and weight. This paper
comprehensively evaluates the tourism efficiency and its dynamic evolution of 27 cities in the Yangtze River
Delta from 2010 to 2019. Besides, we systematically analyse the meta-frontier, group-frontier efficiency and
technology gap ratio, and explores the competitiveness of tourism sustainable development.




COFFEE AND COVID-19: FACTORS INFLUENCING THIRD-WAVE CAFE PATRONAGE
lan J. Choy (Alumni, Victoria University)

This paper investigates the factors influencing third-wave cafe customers’ patronage intention during the
Covid-19 pandemic, using Ajzen's Theory of Planned Behaviour (TPB). Data was collected from 160
Malaysian respondents using a self-administered survey; and analysed using bivariate correlation and
multiple linear regression. The variables of attitude towards product and service quality, subjective norms,
and perceived behavioural control were positively and significantly correlated with patronage intention;
which explained 42% of the variance in patronage intention. Based on these findings, seven strategies for
the Covid-19-impacted business environment are suggested. This research contributes to extending the
literature in TPB and foodservice marketing.

COMMUNITY RESILIENCE IN A MULTI-CULTURAL, URBAN SOUQ ON THE ARABIAN
PENINSULA

Manuela Gutberlet (University of Johannesburg)

Prior to the pandemic, mega-cruise liners arrived daily during winter just opposite to Soug Muttrah in
Muscat. At that time, overtourism conceptualized in overcrowding, loss of authenticity and loss of social
capital were major impacts facing the local community. Since then the focus was laid on Omanis and
regional tourism. After five months of lockdown in 2020 and several evening and full lockdowns, the souq
has been facing undertourism and ethnic divisions. The concept of ‘community’ has been changing and
divided the community. My research calls for government interventions, holistic, innovative measures and
investments into a people-oriented post-COVID-19 recovery.

COVID SCAPE: INNOVATION RELATED DISSONANCE AMONG JAPANESE DOMESTIC
TOURISTS. A CASE STUDY IN TSURUI VILLAGE, JAPAN

Beatriz Adriana Rolddn Martinez (Hokkaido University)

The purpose of this study is to present the behavioural change that the “COVID-19 countermeasures” have
brought to residents from Hokkaido and other parts of Japan. The focus of the study will be paid especially
on the dissonance stage of residents, how this “New way of life” has created certain changes in purchasing
behaviour that they have adopted to “endure” the unfamiliar new restricted behaviour that was asked to
be implemented through these countermeasures.




CULTURE OF HEALTH: PAVING THE WAY FOR AN INCLUSIVE POST - PANDEMIC TOURISM
AGENDA

Vijaya Malar Arumugam (Sunway University, Malaysia), Siew Cheng Ng (Sunway University, Malaysia),
Sivakumari Supramaniam (Sunway University, Malaysia) and Ai Ling Tan (Sunway University, Malaysia)

This study assesses the potential extension of the UN's Sustainable Developmental Goals by including a
Culture of Health framework. Quelch's (2016) model of the four-pillars of CoH will be used as the
underpinning framework for the study to argue the creation of a corporate ‘health footprint’ for the
betterment of the business as well as society. Adopting a qualitative approach, this research will analyse
the potential application of the CoH pillars and develop a working model to embed CoH into tourism and
hospitality organisational practices as well as extend the body of knowledge of the culture of health.

DECISION FACTORS TOWARDS MEDICAL TOURISM: PERCEPTION OF BANGLADESHI
PATIENTS IN INDIAN HOSPITALS

Dhanonjoy Kumar (Islamic University), Shenba Kanagasabapathy (Sunway University) and Khakan Najaf
(Sunway University)

The study focused on finding out the factors for performing a great role to make medical tourism decisions
in neighbouring country India. Data were collected from 200 patients of Bangladesh who got medical
services in India. For collecting the data, non-probability convenience sampling and structured
questionnaires are used. The Smart PLS statistical analysis software was used to evaluate the measurement
properties and tested the hypothesis of the study. To test the hypothesis of the study found that the
patients put most emphasis for taking medical treatment in Indian hospitals on good health environment
and quality medical services.

DESTINATION BRAND EQUITY AND REVISIT INTENTION OF TOURISTS: THE THEORETICAL
PERSPECTIVE

Hoang Thi Van (Ton Duc Thang University, Vietnam) and Pham Hong Long (University of Social Sciences and
Humanities Vietnam National University in Hanoi)

This paper conducts a research review of the literature on destination brand equity that has been studied
previously. It aims to provide tourism researchers with a comprehensive view of the general context,
concepts, respective research methods and different ways in which destination brand equity has been
previously assessed. On that basis, the authors propose a theoretical model of the relationship between the
components of destination brand equity and the intention to revisit of tourists and their impact on tourists'
intention revisit to the destination under the influence of destination novelty. The study also suggests some
directions for future research.




DEVELOPING A NEW MODEL OF SERVICE QUALITY IN HOTELS DURING INFECTION DISEASE
OUTBREAK, (CASE STUDY COVID-19)

Yousef Keshavarz (Islamic Azad University), Zeinab Ansari (Islamic Azad University) and Hossein Nezakati
(Sunway University)

The current study aimed to determine and ranking the factors that make guests more willing to stay in a
hotel during Covid-19 outbreak. The model was constructed through a two-stage of qualitative and
quantitative process. The expert panel was selected to identify the health service factors in hotel. 362
questionnaires were collected from the guests of 4- and 5-star hotels in Mashhad. Data were analysed by
SPSS and Amos. The results showed that disinfected room, proper ventilation, uncrowded place, food
hygiene, checking the guests, speeding up the process, and hygienic staff were dimensions of HEL_SERV
scale in the hotel.

DEVELOPING HEALTH TOURISM IN MACAO, REALLY? AN ANALYSIS OF A RECENT
STRATEGIC PROPOSAL BASED ON STAKEHOLDER PERCEPTIONS

Ming Liu (University of Macau), Jieqi Guan (Macao Institute for Tourism Studies), Lianping Ren (Macao Institute
for Tourism Studies) and Huijun Yang (Macao Institute for Tourism Studies)

Macao is known for its gaming industry, but its lonely economy has invoked much concern. Developing
health tourism has been one of the diversification strategies proposed. This study explores the potential
and feasibility of this seemingly out-of-tune strategic proposal. Sixteen purposefully selected informants
representing key strategic perspectives have been approached and interviewed. Thematic analysis reveals
an optimistic prospect in developing wellness tourism and a selection of medical tourism in Macao,
capitalizing on the key trends identified, a unique combination of VRIO resources and distinctive
competencies that is only available in Macao. The study contributes to scholarly knowledge of strategic
visioning process.

DEVELOPING THE RETAIL MARKET BY COCONUT PRODUCTS IN TOURISM - ECONOMIC
RECOVERY AFTER COVID19 IN BEN TRE

Pham Van Luan (Ben Tre College) and Tran Dong Phu (Ben Tre College)

The brackish water ecoregion is the most suitable for the growth of coconut in Ben Tre. The increasing
climate change, natural disasters, saltwater intrusion, and the COVID-19 pandemic have narrowed the area
for planting other types of trees, but coconut trees are well adapted to adverse conditions. The Industry 4.0
has brought great opportunities for the digital transformation of the Ben Tre coconut industry. The study
is based on a review of the Ben Tre coconut industry, assessing the possibility of digital transformation with
policy implications for developing the coconut's retail market in Ben Tre in the context of tourism.




DIFFERENT ACTIVITIES, DIFFERENT SENSES: WHAT IS THE ASSOCIATION BETWEEN
ACTIVITIES AND SENSORY EXPERIENCE?

Huahua Li (Nankai University) and Hangin Qiu (Nankai University)

Currently, studies concerning sensory dimensions still revolve around the components and consequences
of sensory experiences. An obvious absence is observed regarding how sensory experience varies when
people participate in different activities. This study aims to understand the association between tourism
activities and sensory experiences. During a pilot study, travel blogs were collected from Ctrip website, and
a content analysis was further conducted. Results indicate that the visual experience is evoked by walking;
auditory feelings pertain to entertainment activities; olfactory experience is associated with food-tasting
events and natural park visiting; tactile perception correlated with boating and shopping.

ELDERLY ACCEPTANCE OF NUTRITIONAL COMMERCIAL FORMULA IN SNACK FOOD: A CASE
STUDY IN DAY CARE

Erin Hui-Wen Shih (Southern Taiwan University of Science and Technology), Cheau-Jane Peng (Southern
Taiwan University of Science and Technology) and Mei-Yuan Liu (Chi Mei Hospital Taiwan)

The world is aging. This study aims to develop a commercial formula of products added in recipes and the
nutritious food characteristics on the acceptance of the elderly. The nutrition snack food meets one -tenth
of the daily needs of the elderly. The finding showed nutrient composition analysis compared with the daily
nutrient requirements of the elderly. The products were tasted by the elderly and medical experts. The
recipes were made into a booklet and can be promoted and used in the family or the community. Finally,
the products may benefit more patients and the elderly.

EMPLOYEE’'S BRAND LOVE: THE ROLE OF INTERNAL BRANDING

Virginia Meng-Chan Lau (Macao Institute for Tourism Studies) and Chrystal Hun Chen (Macao Institute for
Tourism Studies)

Brand love emerges as a popular topic in marketing research, but extant literature focuses on consumers’
perspectives, while brand love from employees’ perspectives is understudied. This research attempts to fill
the gap by exploring the types of employees’ brand love and the role of internal branding in the loving
building process. This study adopts a qualitative approach, and data are collected through in-depth
interviews with employees in fashion apparel brands. The results identify internal communications, training,
and organization culture as the main source of internal branding, which collectively influence the
development of employees’ brand love and consequent behaviours.




EXAMINING THE ASYMMETRIC IMPACT OF ATTRIBUTE-LEVEL PERFORMANCE OF YOUTH
HOSTELS ON TOURIST SATISFACTION

Jing Huang (Nankai University), Danpu Xing (Nankai University), Shiyu Zhou (Nankai University) and Yanjun
Chen (Nankai University)

Youth hostels have developed fast after entering the Chinese market, however, they have been facing fierce
competition, and problems such as low tourist satisfaction and low tourist loyalty have also appeared. It is
necessary to investigate how to efficiently improve the overall tourist satisfaction of youth hostels. The
paper adopts a mixed method to identify attributes of youth hostels from the perspective of tourists,
examine the asymmetric effects of youth hostel attribute-level performance on overall tourist satisfaction,
and discuss how to optimize the attribute-level performance of youth hostels and enhance tourist
satisfaction efficiently.

EXPLORE PASTRY FOOD TRUCK FROM MICRO-ENTREPRENEURSHIP PERSPECTIVE IN
TAIWAN

Erin Hui-Wen Shih (Southern Taiwan University of Science and Technology, Tainan City, Taiwan), Fang-Ting
Kuo (Southern Taiwan University of Science and Technology) and Hung-Ju Tsai (National Pingtung University
of Science and Technology)

The pastry culture has been diversified and development gradually influenced by Japan, China, and other
country in Taiwan. Traditional pastry shops face business difficulties due to imported ingredients and
financial problems, transforming and create new business models. The study was conducted in content
analyses from different sources. An exploratory mixed-method approach was used to identify factors that
indicate interview owner and customer, gather both point of view from different angles. And collect
customer's questionnaires. The result will indicate food truck business analysis success factors for constraint
business success. This study will explore the important strategy on their microenterprise success.

FACTORS AFFECTING PURCHASE INTENTION THROUGH THE MEDIATING ROLE OF
CONSUMER TRUST: A CONCEPTUAL FRAMEWORK FOR EFFECTIVE SALES MANAGEMENT

Mei Kei Leong (Sunway University, Malaysia) and Evelyn Geok Yan Loh (Sunway University, Malaysia)

Sales management emphasises the reliance on individual salespersons to “push” a firm's products to attain
contractual agreements with a clientele. Personal selling focuses on strengthening customer relationships
through trust-building and serving their long-term interest. A trusting selling environment can be nurtured
through sales drivers such as salespersons skills or eWOM, and salespersons' big 5 personality traits, which
then could lead to increased purchase intention. This study proposes a conceptual framework that can
contribute to sales management, particularly for industry practitioners to possibly embrace changes in
human resource management and include technology-mediated programmes to enhance sales activity.




FROM DINE IN TO TAKEOUT: INVESTIGATING RAPID ORGANIZATIONAL TRANSFORMATION
DURING THE COVID-19 OUTBREAK

Dachen Wang (Sun Yat-Sen University), Yifei Wang (Sun Yat-Sen University), Huihui He (Sun Yat-Sen
University) and Ipkin Anthony Wong (Sun Yat-Sen University)

The foodservice industry worldwide has been greatly affected the COVID-19 pandemic. In order to adapt
rapid changes in the marketplace in the midst of the pandemic, foodservice providers have been
undergoing organizational transformations. The present research takes the fast food sector as the research
context with Cafe DE Coral as a case in point. Our findings reveal that consumers' takeout and dining in
experiences were fairly similar. Further analysis reveals that the strategic shift to the takeout business
allowed Cafe DE Coral to successfully alleviate its financial pressure due to decline of dine in volumes.

GUANGDONG-HONG KONG-MACAO GREATER BAY AREA REGIONAL COOPERATION AND
TOURISM RETAILING

Yijun Liu (Belijing International Studies University), Jingjing Yang (Macao Institute for Tourism Studies),
Xiaolong Guo (Chinese Academy of Social Sciences) and Xinjian Li (Beijing International Studies University)

The essence of the coordinated development of Guangdong-Hong Kong-Macao Greater Bay Area is to
promote the coordinated development of cross-border urban agglomerations, and promote the cross-
regional flow and relocation of production resources. Based on this, this paper first builds a gravity entropy
model to evaluate the comprehensive development level and the gravity intensity among cities of these
three regions, then explores the coordinated development level of their industries from five aspects. The
study then puts forward some countermeasures and suggestions to promote the sustainable development
of Greater Bay Area's industries. The aim is to provide implications to tourism retailing within the region.

HEY, STOP GIVING A TIP TO HUMAN WAITERS! EXPLORING FACTORS THAT INFLUENCE
CONSUMERS’ WILLINGNESS TO PAY MORE FOR ROBOTIC RESTAURANTS

Siriprapha Jitanugoon (National Yunlin University of Science and Technology), Pittinun Puntha (National
Yunlin University of Science and Technology), Stephanie Hui-Wen Chuah (Taylor's University) and Eugene
Cheng-Xi Aw (UCSI University)

The study aims to determine whether there are any significant differences in the consumers' willingness to
pay more for robotic restaurants exist across the demographic and psychographic variables. The survey
findings indicate that a majority of the Thai respondents were willing to pay up to 10% more to dine at
robotic restaurants. This segment was dominated by consumers who are male, in the middle- and older-
aged groups, more educated, in higher income levels, and those who have married and with children. Highly
innovative individuals and those who perceive greater advantages/disadvantages of service robots were
willing to pay a higher price premium.
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HOLIDAY INTENTION AND HOPE OF RECOVERING IN THE HOTEL INDUSTRY AFTER COVID -
19 PANDEMIC

Ling Foon Chan (Sunway University, Malaysia)

Using Google Trend information to test the relationship between the top keyword search in the tourism
industry to forecast the demand for hotels in Malaysia. The popularity keyword search index is 100 for
Demand of Hotel, Holiday, 98 for Travel, 97 and 85 for Trip. The moderating effect of the case to travel and
trips coefficient of 0.000165, 0.0001101 and standard error of .0000627, 0.0000498 is significant at a 5%
level. The Case, Travel, Trips, Holiday, Agoda Resort, and Airbnb, are associated with the demand of hotels
and could use for planning on the hotel industry's recovery.

HOSPITALITY GRADUATES' CAREER INTENTIONS DURING COVID-19: EVIDENCE FROM
MALAYSIA

Kok Ann Ng (Sunway University), Alexander Trupp (Sunway University) and Charuwan Phongpanichanan
(Sunway University)

In the context of COVID-19, it is important to evaluate future hospitality graduates commitment and
motivation towards the hospitality industry. This research thus asks How do future hospitality graduates
make career decisions during the COVID-19 pandemic? The theoretical framework draws on Positive
Psychological Capital (PsyCap) and Social Cognitive Career Theory (SCCT), whilst the empirical data derives
from semi-structured interviews with hospitality graduates in Malaysia. Findings concerning the career
decision-making process highlight the role of family on career intention, the surprisingly positive career
outlook during COVID-19, and show that work exposure reinforces and influences intention to stay in the
industry.

HOW DOES THE AIRPORT DUTY-FREE SHOPPING ENHANCE TRAVELER'S PURCHASE
INTENTION ON NON-LANDING INTERNATIONAL TOUR FLIGHT?

Hoang Tran Phuoc Mai Le (Hanyang University) and Jungkun Park (Hanyang University)

Non-landing scenic flights emerged as a new phenomenon in airport retailing to ease the stress of tourists.
This paper aims to build a model of the linkage among servicescape, perception-attitude, and behavioural
intention toward the airport retailing industry. The moderating effects of shopping flow and perceived
enjoyment on flow behaviour are also examined. An online survey through a research company is selected
to collect Korean customers and analysed by SEM. Results are expected to shed light on the relationship
between revisit intention to stores and purchase intention on related services and the moderation of
shopping flow and perceived enjoyment.
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HOW MUCH YOU CAN SAVE DEPENDS ON THE COLOR OF THE PRICE TAG
Ao Lin (lululemon Athletica Trading (Shanghai) Ltd) and Henrique Ngan (Macao Institute for Tourism Studies)

Consumers often seek the lowest price and highest value for any purchase that is being made. While many
strategies have been employed to leverage on this, the suggestibility of colour has been one of the most
effective at least in Western countries. The results of a quasi-experimental design, suggests that red
coloured price tags may enhance the perceived savings and lower the expected price of a product and it
appears to be equally effective in a context that is culturally different. We extend existing theoretical
opportunities to other contexts and provide cost-efficient changes in design to potentially increase sales.

HOW RESIDENTS’ EMPOWERMENT INFLUENCE ON COMMUNITY SUPPORT FOR TOURISM
IN BAGAN WORLD HERITAGE SITE, MYANMAR

Ye Htut Naing (Mahidol University)

The study aims to identify residents' perception of their empowerment through tourism by using Resident
Empowerment through Tourism Scale to analyse residents' empowerment through tourism and how such
empowerment may shape community response to support tourism. A self-administered questionnaire was
used to collect data from 450 residents in Bagan, and data were analysed using CFA and SEM through SPSS'
AMOS. Results have shown that residents were mostly influenced by the economic benefits from tourism
and psychological empowerment. The results may help key stakeholders to effectively achieve their
strategic management goal in tourism planning within Bagan World Heritage Site.

| FOUND A CROCKROACH IN MY BOWL!!! RESTAURANT CUSTOMERS’ SERVICE FAILURE AND
RECOVERY ENCOUNTERS IN TAIWAN

Poh Theng Loo (I-Shou University)

Taiwanese customers concern about product and service quality before making dining decision. Therefore,
studies to understand customers’ actual experiences are critical. Majority of the existing studies on failure
and recovery are experimental studies. Actual real incidents on customers’ service failure and recovery
encounters are still lacking. In this study, Critical Incident Technique (CIT) was used. 240 usable data for
further analysis. Study reveals the highest incidents of service failures is people-related, followed by
product-related failures. Respondents felt satisfied when the employees took immediate corrective actions
upon complaining. Findings of this study enhance existing literature and provide practical contributions.
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I LIKE YOUR PRODUCTS, BUT CAN | USE ANOTHER PAYMENT METHOD? EXPLORING VISITOR
EXPERIENCE WITH PAYMENT METHODS IN THE GBA

Jieqi Guan (Macao Institute for Tourism Studies), Lianping Ren (Macao Institute for Tourism Studies), Zhuo Li
(Macao Institute for Tourism Studies) and Yi Fan Chen (Macao Institute for Tourism Studies)

The "Greater Bay Area" (GBA) refers to China's strategic initiative to link eleven cities into an integrated
economic and tourism hub. However, these cities belong to three administrative regions where are
considerably different in all aspects. Therefore, when residents in the three places visit the rest two, they
encounter frustration with payment. It is important to investigate how they experience payment methods
in the target cities for adjusting operation strategies and marketing tactics. The purpose of this study is
therefore to explore the GBA residents' shopping experience in their target cities, with payment method as
the focus of enquiry.

IS SENSORY STIMULUS EFFECTIVE TO TOURISTS? OR EMOTIONAL STATE PLAYS KEY ROLE
TO PREDICT TOURISTS’ REVIST INTENTION?

Tao Xue (Nankai University), Hangin Qiu (Nankai University) and Fang Wang (Huagiao University)

Based on the Stimulus—Organism—-Response (SOR) model, this study selects Gulangyu and Wuyi Mountain
scenic spot in Fujian, China as the cases, conducts a questionnaire survey on tourists who visit to Gulangyu
and Wuyi Moutain, and uses SPSS/AMOS statistical software to conduct an empirical test on the
questionnaire data. The results show that: (1) Five sensory stimulus of landscape has a significant influence
on the arousal, pleasure and revisit intention of tourists; (2) Arousal and pleasure have a mediating effect
on tourists' intention to revisit through sight, sound, touch, taste and smell.

LINKING TOURISTS’ AND MICRO ENTREPRENEURS’ PERCEPTIONS OF SOUVENIRS: THE CASE
OF FUJI

Navneet Nimesh Kumar (The University of the South Pacific), Alexander Trupp (Sunway University) and
Stephen Pratt (The University of the South Pacific)

Most tourists return home with a souvenir purchased after a holiday. Studies on souvenirs have mainly
focused on either the demand or supply perspective. This research integrates both perspectives to achieve
a more holistic understanding of souvenirs in the Pacific context. This paper compares souvenir purchase
behaviour of cruise ship visitors and overnight tourists. The research also examines the main reasons micro-
entrepreneurs sell souvenirs and the meanings they attach to souvenirs. Overnight tourists have a deeper
understanding and appreciation for souvenirs compared to cruise ship visitors. Suppliers provide souvenirs
to sustain their culture, as well as for economic reasons.
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MACHINE LEARNING TECHNIQUES IN TOURISM AND HOSPITALITY RESEARCH: A CRITICAL
ASSESSMENT

Ninggiao Li (University of South Carolina), Xiaoyi Liu (University of South Carolina) and Fang Meng (University
of South Carolina)

Machine learning techniques and massive Internet data have been increasingly employed in tourism and
hospitality research. However, most existing literature used specific techniques but failed to identify the
appropriateness and robustness of different methods. This study aims to provide a comprehensive review
and critical assessment of articles published in the tourism and hospitality academia using multiple machine
learning approaches. Published refereed articles in tourism and hospitality literature applying machine
learning techniques were collected and analysed. Streams of research were identified, and the performance
issues and adaptability of commonly used algorithms were discussed.

MALAYSIAN SELFIE TOURIST AFORE THE COVID-19 PANDEMIC: WHO ARE THEY?

Sathish Kumar Velayuthan (Universiti Teknologi Malaysia) and Noor Hazarina Hashim (Universiti Teknologi
Malaysia)

The pandemic has introduced a new normal to the entire tourism industry, precisely on how people
communicate. Addressing the tourist-to-tourist interaction in social media through travel selfies, this paper
has taken the lead to study the demographic profile of Malaysian selfie tourists. This paper has discussed
the demographic background, behaviour and perception of selfie tourists towards travel decisions. In
dealing with the post-pandemic, this paper is expected to be an eye-opener for the entire tourism
stakeholders about the rival of this tourist genre, which can be used as an indirect marketing tool to
strengthen their destination image.

MARKETING MUSLIM-FRIENDLY TOURISM IN TAIWAN: A REVIEW AND FUTURE RESEARCH
AGENDA

Farah Atigah Mohamad Noor (Sunway University), Zulfikry Basar (Sunway University) and Nawal Hanim
Abdullah (Universiti Putra Malaysia)

The information about the impacts of marketing strategies in other Muslim-friendly destinations are
advantageous for practitioners marketing an emerging Muslim-friendly destination like Taiwan. Thus, a
systematic review of the literature within the Scopus database, with the keywords “Muslim-friendly”,
“Tourism” and “Marketing”, was conducted to select the articles for review. The results, among others,
display the common approach of Islamic guidelines in promotional messages for Muslim tourists as well as
the holistic approach undertaken by several Muslim-friendly destinations. This study identified that a single
tourism marketing framework is not applicable to all Muslim-friendly destinations due to underlying
elements within the destination.
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MARKETING OPPORTUNITIES FOR TRADITIONAL FERMENTED FOOD PRODUCTS IN
MALAYSIA

Rachel Thomas Tharmabalan (Sunway University)

Fermented food has been an integral part of many cultures and communities around the world. Although
there is a resurgence of interest in the significance of fermented food amongst populations, particularly in
Western societies, the majority of research on fermented food products revolves around their biological
and chemical properties and the biochemical mechanisms involved in improving gut microbiota. As such,
this review attempts to identify fermented food products that could be potential players in the global food
industry, as these value-added products not only create localized avenues to improve overall health and
well-being.

MIXED-EMBEDDEDNESS AMONG SOUVENIR STREET VENDORS IN A DOMESTIC MARKET

Chetan Shah (University of Auckland), Alexander Trupp (Sunway University) and Shipra Shah (Fiji National
University)

The current research utilises the concept of mixed-embeddedness to examine the effect of socio-economic
and politico-institutional structures on the local micro-businesses of street vendors selling souvenirs in
Nainital. The souvenir categories were clothes, display items, candles, and wooden creatives manufactured
locally and sourced from outside. Social networks of the vendors facilitated ease of operation, initial capital
investment, accessing and exchanging resources and management of businesses. Legal issues related to
lack of licenses, operating beyond the prescribed time limits and occupying areas beyond the permissible,
fuelling tensions with the residents and law enforcement agencies.

MYA SILK - FROM AN EXCEPTIONAL FABRIC TO POTENTIALS OF REPRESENTING THE
FASHION TOURISM OF VIETNAM

Xuan Quyet Pham (University of Economics Ho Chi Minh City)

MyA Silk is an exquisite fabric from Vietnam. There are potentials of luxury goods from MyA Silk and its
role in building the tourism image for Vietnam's fashion tourism in general. Therefore, the author has
synthesized, analysed, and evaluated the current status and provided solutions to bring MyA Silk beyond
the boundaries of Vietnam. The author's qualitative research was carried out by reading comprehension
and interviews with experts, besides the evaluations of customers on the official page of MyA Silk in social
media. The author summarized the experiences of studying, experiencing, and practicing in countries with
the developed fashion industries.
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NEKONOMICS AND FELINE STATIONMASTERS - THE POINT OF PUTTING A HAT ON A CAT
Johan Edelheim (Hokkaido University)

The success of Tama the feline stationmaster has inspired several copycats around Japan. Beyond the direct
economic impacts and media attention that these stationmasters create, other issues remain unclear. My
aim is to distinguish what Nekonomics mean beyond its name, and to determine whether there is an actual
substance to the mostly casual references to it in popular media. What the long-term viability of these
schemes are, whether they add to, or dilute the heritage environments that they often are introduced to.
Are they enough to sustain themselves? The article’s theoretical framework is constructed along Knudsen
& Waade's "Performative authenticity”.

NEW RELIGIOUS TRAVEL SEGMENT

Siti Atikah Rusli (Sunway University), Tan Ai Ling (Sunway University), Alexander Trupp (Sunway University),
Chong Ka Leong (Sunway University) and Vijaya Malar V Arumugam (Sunway University)

The research focus on a new religious travel segment, Umrah Do It Yourself (DIY) travellers. A specially
licenced travel agent handles all of the arrangements for the Umrah pilgrimage. However, a small
percentage of travellers prefer not to use such agencies and instead make their own preparations. The
Saudi Arabian government's Tourist e-Visa, which was launched in September 2019, has provided an
opportunity to perform Umrah DIY. This study is to see the travel motivations that influence Umrah DIY. 20
people that had performed Umrah DIY volunteered and the data show that 'Flexibility’ is the most important
motivation to embark on this journey.

PERSPECTIVES AND EXPERIENCES OF STREET FOOD VENDORS; AN EXPLORATORY STUDY OF
STREETS OF INDIA

Raji Vipin (Mahatma Gandhi University), Manasse Benny (Mar Ivanios College (Autonomous) Trivandrum),
Anita T.A (Mahatma Gandhi University) and Rigin Sebastian (Mahatma Gandhi University)

Street food, as a tourism resource has received little attention in India, despite being a significant part of
the country's informal economy. India has 10 million street vendors and street vending is a vital economic
activity. They offer local authentic tastes, for affordable prices, at convenient locations, and thus, become a
part of the cultural traditions of the urban population. The goal of this exploratory study is to learn more
about the unique qualities of street food, their interaction with tourism, their existing and potential
contributions to visitor experiences, destination economies, and cultures, and also analyse the impact of
COVID-19.
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PREDICTORS OF FOOD WASTE BEHAVIOR AMONG UNIVERSITY STUDENTS
Khee Min Teo (Sunway University) and Kamelia Chaichi (Sunway University)

The significant increase in global food wastage has led to unfavourable environmental impacts. It had been
pointed out that Malaysians wasted an estimate of 16,668 tonnes of edible food daily which increased food
waste issues. The current paper applies quantitative research to determine the predictors that influence
food waste behaviour among university students in Malaysia. This research hopes to provide additional
insight to the existing literature linking to food waste, gender, consumer value, food-related habits and
environmental awareness in hope that the outcome can add value to the literature and provide practical
implications for government and foodservice sectors.

RELATIONSHIP OF RFMU AND ONLINE GROCERIES SHOPPING BEHAVIOURS
Rita Lo (Sunway University)

The goal of this study is to see if there's a link between RFMU and online grocery purchasing behaviour,
and the possibility of making a repeat purchase. In this study, Hughes' (1996) RFM model (recency,
frequency, and monetary) was combined with the urgency from the consumer purchasing behaviour model.
The RFMU model in this study is based on four attributes: recency focuses on time interval of purchase
information, frequency focuses on number of purchases made within a specific period, monetary focuses
on average amount spent per order, and urgency focuses on risk factors perception of online purchase
decision.

RESEARCH ON THE INFLUENCE OF EMPLOYEE SATISFACTION ON CUSTOMER SATISFACTION
IN CATERING INDUSTRY - TAKING SERVICE QUALITY AS THE MEDIATOR

Qingjuan Wang (Nankai University), Jiagi Tan (Nankai University), Wenyu Ding (Nankai University) and
Zhengke Wang (Nankai University)

Employee satisfaction is closely related to customer satisfaction. Taking employees of China's catering
enterprises and their service objects - customers as research objects, this study aims to investigate the
current situation of employee satisfaction in China's catering industry, as well as customers' expectations,
actual perception and satisfaction of restaurants, and explore the correlation between employee satisfaction
and customer satisfaction. Combining online and offline surveys, this study collects a total of 331 valid
guestionnaires. The results show that employee satisfaction has a positive effect on customer satisfaction,
and employee satisfaction has an influence on customer satisfaction through service quality.
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RESEARCH ON THE RELATIONSHIP AMONG SERVICE FAIRNESS, CUSTOMER SATISFACTION
AND SWITCHING INTENTION IN OTA SERVICE

Qingjuan Wang (Nankai University), Jie Xu (Nankai University), Zhengke Wang (Nankai University) and
Wenyu Ding (Nankai University)

Service fairness is an important issue in service management. Taking service fairness as research topic, this
study explores the relationship among Online Travel Agency’s (OTA) service fairness, customer satisfaction
and switching intention under normal service situation. Combining online and offline surveys, this study
collects a total of 253 valid questionnaires, and uses multiple linear regression methods for empirical
analysis. The results show that service fairness has significant positive effects on customer satisfaction;
Customer satisfaction in turn has a significant negative impact on switching intention; Distributive justice
and procedural justice have significant negative effects on switching intention.

SCUBA DIVING TOURISM INDUSTRY IN MALAYSIA: DEMOGRAPHIC PROFILE OF DIVE
TOURIST

Kalsitinoor Set (Universiti Malaysia Terengganu), Norlida Hanim Mohd Salleh (Universiti Kebangsaan
Malaysia) and Munira Mhd Rashid (Jalan Pasir Mas Salor)

It is challenging to analyse the various motivations and segments of the scuba diving market since tourist's
behaviour and motivations are constantly changing over time. This study aims to contribute to the
understanding of the various factors, particularly after COVID-19 that has affected the profitability of this
industry. In order to assist dive operators in identifying and developing effective marketing strategies to
attract or penetrate the scuba diving's niche market, this study aims to contribute towards the current
understanding of dive tourists in Malaysia by compiling a demographic profile of such tourists.

SHOPPING TOURISM AND TOURIST SHOPPING (2000-2020): A NARRATIVE REVIEW AND
FUTURE RESEARCH DIRECTIONS

Alok Kumar (Jain (Deemed-to be University) Bangalore) and Rajat Gera (Jain (Deemed-to be University)
Bangalore)

Shopping Tourism is a recent concept. Tourist shopping behavior, in the unique context of tourism setting,
is often different from day-to-day shopping. Sixty-nine articles published between 2000 and 2020 were
selected for review by following the PRISMA approach (Pollock, A., & Berge, E., 2018). The study of tourism
shopping is still limited and in an exploratory stage. Therefore, this study synthesizes the existing literature
in shopping tourism to identify research gaps and propose future research directions. One of the gaps in
the literature is on the market-driven processes which drive and influence shopping tourism.
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SURVIVAL STRATEGIES OF MSMES IN TOURISM INDUSTRY DURING PANDEMIC: AN IN-
DEPTH LITERATURE REVIEW

Anjusha P P (Mahatma Gandhi University), Noufal Naheem Kottekkadan (Mahatma Gandhi University),
Harish P (Mahatma Gandhi University) and Mohammed Niyas (Mahatma Gandhi University)

COVID-19 Pandemic resulted in the majority of micro, small, and medium-sized companies (MSMEs), at-
risk, involving a large number of women and youth in the workforce. This forced the industry as well as
governments to come up with measures. This study focuses on identifying these strategies globally. We
used an in-depth literature review of the available secondary data. The findings of the study will help us
identify the strategies as well as the areas and problems in the sector which are still not addressed and also
why such areas are relevant to study further for the betterment of MSMEs.

SURVIVING COVID-19, WHAT HAVE THE LUXURY TRAVEL RETAILERS IN MACAO BEEN
DOING?

Zhuo Catherine Li (Macao Institute for Tourism Studies) and Lianping Ren (Macao Institute for Tourism Studies)

COVID-19 pandemic outbreaks have caused huge disruption on business activities, tourism industry is
probably the one that has been affected the most. The disruption does not only happen to the tourism
industry but also the retail industry, especially the luxury retail sector. The study adopted a qualitative
approach by conducting in-depth interviews and focus group discussions with luxury travel retailers to
understand how the luxury retailers formulate strategy during the time of crisis. The findings add new
knowledge to the existing literature on strategic management in luxury travel services, especially in context
of tourism in challenging times.

THE IMPACT OF ADULT CHILDREN-PARENT INTERACTION ON THE REVISIT INTENTION IN
FAMILY TRAVEL

Yanbo Yao (Nankai University) and Guangmei Jia (Nankai University)

While the interaction between tourists has received intensive coverage in tourism literature, less attention
has been paid to the travel interaction among family members. As an emerging tourism market in China,
adult children-parent travel deserves our attention. In this study, we explore the impact mechanism of the
interaction between adult children and their parents on their revisit intention. Utilizing two experiments,
we found that emotion is a mediating variable and the attribution of children to interaction events is a
boundary condition.
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THE IMPACT OF TOURISTS’ PERCEPTIONS OF SPACE-LAUNCH TOURISM: AN EXTENSION OF
THE THEORY OF PLANNED BEHAVIOR APPROACH

Philip Pong Weng Wong (Sunway University), Lei Wang (Xuzhou University of Technology) and Qi Zhang
(Xuzhou University of Technology)

Prior studies on space tourism have mainly investigated tourists’ engagement in outer space tourism
activities. There is no research undertaken as yet related to tourists’ perception toward indoor space tourism
(i.e., space-launch tourism). The aim of this study is to examine the relationship between attitude, subjective
norm, perceived behavioural control, hedonic motivation, and intention toward space-launch tourism
activities using the Wenchang spacecraft launch site as the tourism destination.

THE INFLUENCE OF E-MENUS ON CONSUMERS’ PURCHASE INTENTION TOWARD ONLINE
FOOD ORDERING DURING THE COVID-19 PANDEMIC: AN EMPIRICAL STUDY IN VIETNAM

My Nguyen Thi Nguyet (Ton Duc Thang University Vietnam) and Thai-Ngoc Pham (Ton Duc Thang University
Vietnam)

During the first wave of the pandemic, which began in mid-March 2020, most restaurants were required to
suspend their business operations. To face this severe challenge, restaurant managers have to sell online
food or use a home delivery service. The study used structural equation modelling by AMOS to investigate
and assess the impact of e-menus (in terms of aesthetics and content), consumer cosmopolitanism, and
social impact on consumers' intention toward online food ordering. The theoretical and managerial
implications will be discussed to stimulate future research and to assist hospitality managers in better
planning marketing strategies during the pandemic outbreak.

THE INFLUENCE OF GREEN FEATURES ON CONSUMER PERCEPTION IN CREATING
SUSTAINABLE SHOPPING CENTERS

Izian Idris (Sunway University), Mikkay Wong Ei Leen (Sunway University) and Shu Yee Ng (Sunway University)

Manageable green drives and features in shopping centres not just change the structure for more feasible
activities and consumptions, likewise to draw in and bring eco-climate benefits to its local area. Green
highlights include green structure plans, feel/vibe and green marketing which affecting consumers’
perception towards shopping malls and their intention to visit green shopping centres. The outcome shows
that green structure plans are the most relevant and critical green highlights in this investigation. The extent
of study in this industry will be widened and to serve as the stepping stone for in-depth research on
managerial and environmental issues.

20



THE INFLUENCE OF MALAYSIA'S IMAGE AS A TRAVEL DESTINATION ON SRI LANKAN YOUTH
VISIT INTENTION: HOW PROMINENT IS THE ROLE OF INTERNET SOURCES?

Trevor Anton (Sunway University)

Malaysia has been unable to capitalize on attracting Sri Lankan youth travellers. This research questions the
destination image attributes of Malaysia that influence Sri Lankan youth while understanding the role of
internet sources in influencing their travel decisions. The theory of consumption value is utilized and
accessing internet sources is included as a moderator. 154 responses collected revealed that all five
variables have a positive correlation with youth visit intention while social and conditional attributes had
the greatest influence. Accessing internet sources as a moderator significantly improved the relationship
between the two variables significantly influencing Sri Lankan youth visit intention.

THE INFLUENCE OF THE HONG KONG-ZHUHAI-MACAO BRIDGE ON CITY’S VISITORS TRAVEL
PLANNING AND PATTERNS

Yui-Yip Lau (The Hong Kong Polytechnic University), Jieqi Guan (Macao Institute for Tourism Studies), Ching-
Chi Cindia Lam (Macao Institute for Tourism Studies) and Ivy Chan (The Hong Kong Polytechnic University)

The Hong Kong-Zhuhai-Macao Bridge (HZMB) has been recognized as the eighth wonder of the 21st
century. This research has used a quantitative approach through a questionnaire. A regression analysis has
conducted HZMB users and tourists from GBA, to explore their different travelling behaviour in terms of
transport pattern and potential contextual factors influencing their perception and behaviour. Findings
illustrated that the HZMB has provided added convenience to tourists and encouraged visits to tourism
attractions in the GBA cities. The research findings induce holistic significance to the area of sustainable
tourism from the perspectives of regional integration and development of transport infrastructure.

THE SHIFT FROM BUSINESS TO LEISURE: AN INDUSTRY PERSPECTIVE OF MOTIVATORS OF
BUSINESS TOURISTS' TRANSITION TO LEISURE TOURISTS

Ai Ling Tan (Sunway University), Vijaya Malar Arumugam (Sunway University) and Anisha Mee Fong Chai
(Sunway University)

This study focuses on business events industry stakeholders' perspectives on the issues surrounding the
return of business event tourists as leisure tourists by exploring the push and pull factors from the supply
side of the business tourism industry. This study determined the factors that attract and dispel business
tourists to return as leisure tourists using an inductive and explorative research design research. Findings
show that there is a need for an integrated-marketing-mix strategy that focuses on leisure aspects for
business tourists to enrich tour experiences and improve tourists' satisfaction to overcome the 'silo’ effect
in the tourism value chain.
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TRAVEL ANXIETY INDEX

Chloe Riley (University of South Carolina), Lori Pennington-Gray (University of South Carolina) and Ashley
Schroeder (Pennsylvania State University)

The Travel Anxiety Index (TAl), modelled after the Consumer Confidence Index, was used to measure
American tourist’s travel anxiety associated with future domestic travel. The TAl tracks changes in American
tourist anxiety to indicate future intention to travel. Data collection began January 26, 2020, before the first
confirmed COVID-19 case in the United States, and occurred regularly over the course of a year. The data
can inform decisions about crisis preparedness and management because it was measured in the early
stages of the pandemic, during quarantine, and as the reopening process began.

WHAT COULD BE THE PERCEIVED RISKS AS IMPEDING FACTORS THAT COULD PREVENT
RETAIL STORES FROM BEING SHIFTED ONLINE COMPLETELY? PERSPECTIVES FROM BOTH
USERS AND SUPPLIERS

Amy Sio Sin Lo (Macao Institute for Tourism Studies) and Cora Un In Wong (Macao Institute for Tourism
Studies)

This paper aims to reveal what are the impeding factors that are often associated with certain products.
Scant research could be found in documenting the rank order of perceived risks when an individual engages
in online shopping. Little is known about what kind of perceived risks are associated with certain online
products. Findings of the paper shed light on what are the impeding factors that could potentially bar
people from engaging in online shopping in the context of Macao. Moreover, the paper reports the reasons
for physical stores to continue to exist instead of being shifted to be completely online.

WHAT DO TOURISTS LOOK LIKE? SCALE DEVELOPMENT FOR IMAGE BASED ON CHINESE
TOURISTS FROM THE DESTINATION RESIDENTS’ PERSPECTIVE

Qiu Wei (Nankai University), Xingyang Lv (Southwestern University of Finance and Economics), Yan Chen
(Nankai University) and Xin Zheng (Nankai University)

Since destination image has attracted much attention, tourist image has been ignored. In today's world,
tourists are the image ambassadors of source countries, as well as affect the support of destination
residents for tourism development. The purpose of this study was to develop a scale for tourist image.
Following standard scale development procedure, a four-dimensional (Respect, Friendliness, Appearance,
Negative impression) tourist image scale with 12 items was established. This study extends the current
tourism image theory and is valuable to public diplomacy and communication strategy with tourists for
destinations.
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WHERE DO YOU WANT TO GO IF YOU ARE LONELY? - EXPLORING THE IMPACT OF SOCIAL
MEDIA ON THE TRAVEL DECISIONS OF LONELY PEOPLE

Junjiao Zhang (Nankai University), Wanying Leng (Nankai University), Yini Li (Nankai University) and Huijie
Liu (Nankai University)

With the development of economy and society, the huge pressure of life adds loneliness and anxiety to the
single group. Travel may become a channel to relieve loneliness and anxiety. Given that social media
dependence is an important characteristic of the single group, how social media affects their physical and
mental loneliness becomes an ESSENTIAL issue that must be explored in academia and industry. The
purpose of this study is to define lonely travellers and their loneliness characteristics, understand their
travel and leisure needs, and explore how social media affects their loneliness and their travel decision-
making behaviour.

WILLINGNESS OF US DOMESTIC TOURISTS TO PURCHASE SUSTAINABLE TOURISM
PRODUCTS IN HAWAII

Jerome Agrusa (University of Hawaii), Joseph Lema (University of Nevada Las Vegas), Cathrine Linnes (@stfold
University College) and Gabriella Andrade (University of Hawaii)

As the continental United States is the largest source market for visitors to Hawai'i, the purpose of this
study was to examine the trend towards willingness to purchase and the price point percentage that a U.S.
visitor was willing to pay for an authentic Hawaiian cultural experience.
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A QUALITATIVE STUDY ON HOTEL EMPLOYEES’ RESIGNATION EXPERIENCES IN VIETNAM

Nguyen Thi Hao (Yuan Ze University) and Poh Theng Loo (I-Shou University)

This study qualitative study was conducted to explore the resignation experiences of the hotel employees in
Vietnam. In addition, this study provides a comprehensive picture of the whole resignation experience of
Vietnamese hotel employees. Vietnamese hotel employees undergo different stages in their resignation
experiences, starting from their triggered intention to resign until the final resignation decisions and finally leaving
the company. In Mobley's Model (1977), this was described as "The withdrawal decision process" or "the
employee turnover decision process"”. The Mobley model is the process of deciding to quit a job with the possible
intermediate steps. This study adopts the Mobley model (1977), and the interview data were collected from hotel
employees of the Millennial Generation in Vietnam.

Millennials are the dominant workforce in the hotel industry in Vietnam. The in-depth interviewing method was
used to collect insightful employees' resignation experiences. Interview participants were approached by using
purposeful sampling and snowball sampling techniques. The selection criteria include (i) Millennials, (ii) who left
their jobs within one year or had the intention to resign within three months and (iii) worked or are working in
three or above star hotels. Sixteen participants participated, and the data were analysed with thematic analysis
(Braun and Clarke, 2006). Thematic analysis is a method that researchers used to identify, analyse, and report
patterns (themes) within data and allows for rich, detailed, and complex data description.

The study findings supported the Mobley Model and extended to provide a comprehensive picture of hotel
employees' resignation experiences in Vietnam. The experiences cover from an early stage the process of quitting
a job of employees when they have not had the intention to resign yet until their actual resignation. The
resignation experience started with a series of events/incidents triggering the intention to resign, and then he/she
reflected on the current job. While evaluating the current jobs, employees identified the main reason they should
leave their jobs.

Subsequently, they searched for alternatives, evaluated alternatives, compared alternatives versus present jobs,
and almost made the resignation decision. Finally, they got support from other people - friends, relatives, ex-
colleagues, family members, especially parents and husband/wife - and then confirmed the final resignation
decision and actual leaving happened. This study also helps answer the question in Mobley's study about the
resignation decision process "what are the consequences and determinants of behaviour in the face of an
unsuccessful search?". For this study, some participants failed in searching for alternatives, and they still resigned
as other people had supported them. The findings offer additional viewpoints to industry practitioners on how
hotel employees manage their resignation process. Furthermore, academicians and practitioners can understand
better the turnover issues in the hospitality industry in Vietnam.
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DEVELOPING A NEW MODEL OF SERVICE QUALITY IN HOTELS DURING INFECTION DISEASE
OUTBREAK (CASE STUDY COVID-19)

Yousef Keshavarz (Islamic Azad University), Zeinab Ansari (Islamic Azad University) and Hossein Nezakati
(Sunway University)

The coronavirus known as COVID-19 was detected on 17 November 2019, and its first outbreak was in Wuhan,
China, leading to an enduring pandemic affecting almost the whole world. The World Health Organization (WHO)
acknowledged the COVID-19 outbreak as a pandemic on 11 March 2020. Consequently, millions of lives have
changed significantly and, in an effort, to control COVID-19. The governments have imposed diverse travel
restrictions worldwide. This has, in turn, influenced the tourism and hotel industry adversely. As one of the tourism
industry sectors, the hotel industry has encountered numerous problems during the pandemic. The hotel industry
experienced a dramatic reduction in the number of guests while many hotels were pushed to downsize and thus
do a staff layoff, and sometimes they were even forced to shut down the hotel altogether.

The other main concerns of the hotel guests are the hotels’ compliance with corona-related hygiene and protocols.
In this context, the current study endeavoured to determine and rank the factors that make guests more willing
to stay in a hotel during the Covid-19 outbreak. In this study, the model was constructed through a two-stage
process. In the qualitative research process, the expert panel included ten general managers and five executive
assistant managers of the hotels. Four university professors specialising in the tourism sector were selected.
Having examined the significant variables of hotel health safety reported by previously conducted studies in the
same field, especially concerning other viral epidemics such as SARS and Ebola in different countries, the hotel
guests' health services were identified in this study by a panel of experts.

Finally, after three steps of reviewing by the expert group and eliminating irrelevant or merging same factors, 42
items were identified as the health service factors in the hotel. Afterwards, in the quantitative research process,
the questionnaires included 42 factors which were collected via emails from 362 guests. The statistical population
of this study included guests of 4- and 5-star hotels in Mashhad, one of the main tourist attraction poles in Iran.
The data were analysed by SPSS and the Amos software. In this study, EFA was conducted to extract the health
service factors for the hotel. In EFA, 6 items with the factor load less than 0.5 were eliminated. Finally, 36 remaining
items were used to make the HEL-SERV scale with 7 variables. These variables included Disinfected Room, Proper
Ventilation, Uncrowded Place, Food Hygiene, Checking the Guests, Speeding up the Process, and Hygienic Staff.
To check the reliability and validity of the HEL-SERV model, CFA was conducted. The results of fit analysis showed
that all indexes of model fitness were in the acceptable range. Moreover, the result of CR and AVE of all variables
showed that consistency and convergence validity of all dimensions of the HEL-SERV model were obtained. As
one of the pioneering studies conducted during Covid-19, the current research provides noteworthy results and
findings related to hotel services in this pandemic and the same ones. The results of this research can be applied
as a guiding model for hotel managers to attract more customers and increase revisit intentions.
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DEVELOPING HEALTH TOURISM IN MACAO, REALLY? AN ANALYSIS OF A RECENT
STRATEGIC PROPOSAL BASED ON STAKEHOLDER PERCEPTIONS

Ming Liu (University of Macau), Jieqi Guan (Macao Institute for Tourism Studies), Lianping Ren (Macao Institute
for Tourism Studies) and Huijun Yang (Macao Institute for Tourism Studies)

Macao, a tourism city and a special administrative region of China, is known for its gaming industry, which
accounts for the majority of its local GDP. Macao used to be the world's fast-growing gambling capital after the
liberalisation of the gambling industry towards the international market. However, the launch of the anti-
corruption action in China in late 2012 discouraged conspicuous consumption, and some high rollers and
premium mass players were also refrained from visiting Macao (Liu et al,, 2015). In addition, gaming tourism is
increasingly popular in other Asian countries, such as South Korea, Singapore and Japan. The increasing regional
competitions have brought dynamic challenges to Macao. In recent years, the local government has realised the
negative side of over-reliance on the gaming industry. In 2016’s policy address, the 2"? Chief Executive of Macao
SAR mentioned that diversification is a success factor to promote Macao as a world centre of tourism and leisure.
Statistics for June 2020 showed that the gross gaming revenue was 716 million Patacas, a decrease of 97.0%
compared with that of the same period last year because of the impact of the COVID-19 epidemic, which has
exposed Macao's shortcomings with ‘lonely economy’ and the need to strengthen diversified industries (MSCS,
2021). In addition, the pandemic heavily hit Macao's ‘lonely economy"’ with sustained financial losses over a long
period of time (Visual capitalist, 2020). This situation further revealed the necessity and urgency of economic
diversification (Liu et al., 2021; Oxford Analytica, 2019). Therefore, Macao's policy makers and industry
practitioners are under significant pressure to diversify tourism attractions for avoiding heavy reliance on the
gaming sector (Liu et al.,, 2021).

With this new direction, various diversification proposals and initiatives have been presented for discussion. For
example, the planning document released from Macao Government Tourism Office in 2017 included proposals
such as water tourism, retail experience and expanding the MICE industry (MGTO, 2017). Among all the
diversification proposals, developing health tourism emerged as a potential area for discussion. Macao has good
potential to attract the grey market, which often goes after tourism destinations with health orientation. The
Chinese central government also encourages cities in the Guandong-Hong Kong—Macao Greater Bay Area (GBA)
to develop health tourism as specified in its policy document released in December 2020 (GBA, 2020). For one
thing, Macao is located in a pleasant climate zone. For another, this region has good health tourism resources,
such as Chinese traditional medical treatment capacities. However, the feasibility of the above proposal warrants
study before it can be adopted. Accordingly, the present study aims to address the feasibility of the proposal
from the perspective of key stakeholders. Prior studies have shown the importance of stakeholder assessment of
development plans (e.g. Aroujo & Bramwell, 1999; Tham, 2018). Thus, their views must be incorporated in strategic
planning exercises. On the basis of the main findings generated from in-depth interviews, this study analyses the
potential of developing health tourism, along with multiple streams of strategic thinking.

This study may have important academic and practical contributions. Resource-based theory recognises (RBT)
that organisations depend on contingencies in the external environment (Pfeffer & Salancik, 1978; Hillman et al,,
2009). For example, prior literature has documented evidence supporting RBT in customer-supplier relationships.
As a micro economy with limited resources (especially in the aspects of land and human capital), Macao is facing
difficulties in diversifying its economy from the dominant casino gaming industry. However, the need of
diversification seems more imminent in the epidemic of Covid-19. The solutions should be available sooner than
later, considering how much the economy has suffered in the past one and a half years.

27



Macao needs to find out what the country needs and what it can do as a special administrative region under "One
Country, Two Systems". Though the casino gaming industry has been a great success for many years and may
continue to contribute the lion's share to the local economy, the need of diluting its negative externalities as a
so-called "sin industry” is also essential. Our study on health tourism could be a good answer, which might also
well help Macao's aim of developing itself as a world centre of tourism and leisure.

METHODOLOGY

This study adopted a qualitative approach with in-depth interviews as the main data source to explore the
potential of developing health tourism in Macao from the perspective of different stakeholders and understand
the strategic visioning of these stakeholders.

Sixteen purposefully selected informants from reputable organisations in the related sectors were approached
and interviewed. The informants represent key stakeholders of health tourism development in Macao, including
scholars, professionals, practitioners and government legislative advisors specialising in health, medical, tourism,
hospitality and coordinated fields. In this study, the focus of informant recruitment is to look for variation and
context of their viewpoints rather than enrol a large number of participants (Hennink et al., 2011). The number of
informants recruited for this qualitative research is guided by the theoretical principle called ‘saturation’ (Saunders
et al, 2018). When the collected information was redundant, several more interviews were arranged to confirm
the saturation. Therefore, the number of participants in this research is guided by the diversity in the information
obtained.

Before conducting interviews, the Informants were provided with necessary information, including objectives of
the research, main question areas, information of the research team and estimated length of the interview, by
sending the interview confirmation through email in advance. This information was further clarified before the
interview started. The interviews were conducted from December 2020 to February 2022 in a face-to-face manner.
The venues of the interviews were mostly in places at the Informants' convenience, either at their office,
restaurants or cafés nearby, so that the Informants felt less anxious about their work schedules. Each interview
lasted for about 45 minutes on average. The interviews were conducted in Chinese language and recorded upon
obtaining their consent. Transcripts were prepared shortly after the interviews.

Developing health tourism as a new competitive advantage in Macao — what and how

The findings of this research have delineated relevant remote environmental factors with opportunities ahead.
Close environment factors include customer base, local legal environment, local economic development
strategies, the intensity of competition, and labour market, as well as the unique resources and competencies
available in Macao for strategizing possible development of health tourism products and service. The table below
displays a summary.

Developing wellness tourism in Macao

Macao possesses a few superior resources, including world-class tourism facilities, superior service, food and
beverage expertise, leisure facility and expertise in Chinese traditional medicine, and riding on the main trends
and opportunities such as the potential of the 'big health' industry. Thus, it has good potential in developing
wellness tourism. Potential products to be offered include all-inclusive wellness tourism package and grey-hair
wellness tourism. Examples might be tailor-made packages including components, such as Chinese doctor
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consultation, spa and dietary treatment, in addition to high-end accommodation and leisure components. Other
examples might include specially designed holiday package for the high-end grey-hair market, with particular
care elements. Both product categories target the high-end tourist segments, rather than mass tourists, to avoid
the city's constraints.

Developing a selection of medical tourism

Macao is constrained in land areas, high labour cost, medical service providers and legal framework regarding
extending medical service to tourists. Therefore, Macao has limited potential in developing mass-scale medical
tourism products similar to what Thailand and other destinations are offering. However, Macao still enjoys a few
unique advantages which could potentially lead to the development of a selection of medical services to tourists.
For example, as the informants have commented, Macao has access to imported medical products which are
often not easily accessible to the target market (tourists from Mainland China), such as HPV vaccine (as Informant
3 suggested). Well-off families with young females would potentially choose Macao as a destination for HPV
injection while enjoying tourism. The availability of high-end private medical provisions and services (such as
gene test) might also attract other well-off tourist segments to receive medical treatment while enjoying luxury
tourism experience in Macao. The suggested medical tourism products will be able to maximise the key resources
available in Macao while avoiding being trapped by various constraints, such as the visa issue and the small scale
of the current private medical providers in Macao.

CONCLUSION

COVID-19 has been a big alarm to human lives and the necessity of living in a healthier and more sustainable
way has been highlighted. Health tourism will be in a higher demand in the foreseeable future. A need for
diversification in the economy in Macao adds to the urgency of developing health-related tourism products in
Macao. These trends may serve as the key motivations driving stakeholders to explore the hidden potential of
developing health tourism in Macao, a strategic initiative which few have imagined. This study has taken a
strategic perspective and explored feasibility among purposefully selected informants. The findings are more
positive than negative. Given its unique resources and distinctive competency combinations, Macao has good
potential to create new competitive advantages by developing health tourism, particularly wellness tourism, and
a selection of medical tourism products, capitalising on the key trends in general and favourable political and
social cultural and economic environment in Macao.

The study is case specific and highly contextual. The result may be difficult to replicate in other contexts. However,
the strategic visioning process may serve as a useful example for industry practitioners. In addition, the case itself
may add to the existing body of literature on strategic management in tourism and hospitality. The study is only
at the initial stage of strategic visioning, considering only a selection of the key stakeholders. Thus, the results are
for reference only. Formal strategic planning may need to include a large-scale feasibility study and market
research. Future research may expand to examine other stakeholders, such as the customers, and may include
other stages of strategic management on this particular case and other similar cases.
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DEVELOPING THE RETAIL MARKET BY COCONUT PRODUCTS IN TOURISM - ECONOMIC
RECOVERY AFTER COVID-19 IN BEN TRE

Pham Van Luan (Ben Tre College) and Tran Dong Phu (Ben Tre College)

Ben Tre is located in the Mekong Delta region with other 13 provinces in Vietnam. It has an area of 2,360-kilometer
square, including three islands An Hoa, Bao and Minh. It is surrounded by four branches of Mekong River (Tien
River, Ba Lai River, Ham Luong River and Co Chien River) and an interlaced system of rivers and canals of about
6,000 km. It is the province with the largest river density in Vietnam. Being favoured by typical climatic,
topographical and soil, Ben Tre has three ecological zones: freshwater ecoregion, brackish water ecoregion and
saltwater ecoregion which form a respective flora.

In particular, the brackish water ecoregion is the most suitable for the growth of coconut trees which are identified
as one of the eight provincial value chains of Ben Tre. The province has identified the three goals: increasing
productivity, coconut production, and income of coconut growers. In the context of increasing climate change,
natural disasters, saltwater intrusion, the current COVID-19 pandemic has narrowed the area for planting other
types of trees, but coconut trees remain. They are well adapted to adverse conditions. This is proof of the vitality
of coconut trees in the context of serious threats to the ecological environment, human health, and safety
worldwide. Therefore, if Ben Tre has based on the development of the retail market through coconut products in
tourism, its economy will be recovered after the COVID-19 pandemic. With 74,226 hectares of coconut land, Ben
Tre is the province with the largest coconut area in the country. There are also many coconut varieties that have
good quality, high yield, high oil content, and there are also many varieties of coconut for drinking with high
quality.

Coconut farming is a long-standing practice in Ben Tre; coconut trees hold a special position in the lives of Ben
Tre people. The context of the industrial revolution 4.0 has brought an excellent opportunity for the digital
transformation of the Ben Tre coconut industry, which will be a vital premise to develop the retail market of the
coconut in Ben Tre after COVID-19. The role of coconut trees for ecology and the socio-cultural environment in
Ben Tre is clear, and there is a need to exploit coconut trees from the perspective of the retail market. There is a
great opportunity to make a difference in coconut ecotourism compared to other types of ecotourism. Moreover,
it does not pay much attention to the retail market. The coconut eco-tourist market seeks interaction with the
local community and different experiences that coconut trees can offer through the retail market. Therefore, the
study is based on a review of the Ben Tre coconut industry. It assesses the possibility of digital transformation,
discussing policy implications for developing the retail market of the coconuts in Ben Tre through tourism.
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DIFFERENT ACTIVITIES, DIFFERENT SENSES: WHAT IS THE ASSOCIATION BETWEEN
ACTIVITIES AND SENSORY EXPERIENCE?

Huahua Li (Nankai University) and Hanqin Qiu (Nankai University)

Destination is a multi-dimensional concept composed of different sensory elements (San Martin & Del Bosque,
2008). In other words, tourists are exposed to different sensory stimuli when experiencing a tourism place,
perceiving and interacting with various environmental settings in a destination via conscious and unconscious
sensory input (Agapito, Valle, & Mendes, 2014). Because of the important role of individuals' senses during
travelling, studies concerning sensory dimensions have gained increasing popularity. Most of them still revolve
around the components and consequences of on-site sensory experiences in certain settings (e.g., rural area,
urban destination, wine tourism, etc.) Very few of this stream of researches cast light on the relationship between
different activities and sensory experience. Tourists experience and perceive a destination via various activities
such as eating, walking, shopping and so forth.

While how individuals' senses are elicited, stimulated and differ through these events remains unknown. Therefore,
an obvious absence is observed concerning how individuals' sensory experience varies when participating in
different activities. More academic efforts need to be unearthed for this line. Therefore, this study aims to
understand the association between tourism activities and sensory experience. During the pilot study, travel blogs
for Beijing were collected from Ctrip website, a travel online giant in China and have a bevy of blog sharing. A
total of 11 blogs have been included in the data set. A content analysis was further conducted to classify the
activities and senses.

Results indicate that the visual experience is mainly evoked by the activity of walking through the city; auditory
feelings pertain to entertainment activities such as music festival; taste along with olfactory experience is
undoubtably associated with food-tasting events, It is worth noting that smell is also stimulated by visiting natural
parks (e.g., flower and fresh air); tactile perception firstly correlated with boating on the lake with wind blow on
face as well as shopping activities (touching various objects). This study theoretically contributes to different
aspects: firstly, it enriches the line of sensory dimensions in tourism through revealing the association between
different activities and sensory perception; secondly, this research also methodologically shed light on how to
adopt social media data to investigate individuals' sensory experience; In addition, this study also practically
provides managerial guidelines for practitioners. Based on this study's findings, related stakeholders can design
tourism activities according to the characters of local tourism resources. It is also recommended that future
studies can further conduct empirical research to examine how sensory perception differs in tourism attraction
differently.
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EMPLOYEE'S BRAND LOVE: THE ROLE OF INTERNAL BRANDING

Virginia Meng-Chan Lau (Macao Institute for Tourism Studies) and Chrystal Hun Chen (Macao Institute for
Tourism Studies)

Brand love emerges as a popular topic in marketing research. Nowadays, most enterprises and brands focus on
their market resources on the external customers and try their best to implement different marketing strategies
to attract public attention and lure consumers to their service or products. Specifically, brands attach high
importance to building customer's brand love. Many marketers acknowledge that brands should establish an
emotional connection with consumers to deepen their degree of brand loyalty (Batra et. al., 2012). Brand love is
defined as the feelings, including affection and passion, towards the brand (Albert et. al., 2008). When the
customer has built brand love for the brand, brand love correlates with purchase intention (Sarkar et. al., 2012).

However, most of the extant research focuses on consumers' perspectives, while brand love from employees'
perspectives is relatively understudied. Aside from the external customers, the employees of the enterprises and
brands are also considered internal customers with great potential. From a marketing perspective, Albrecht et. al.
(2015) mentioned that an enterprise could gain a competitive advantage through the unique combination of
resources to treat employees as the most important resource. One key to being a successful brand is to regard
employees as important customers. Scholars noted that employees play the roles as brand citizenship (Burmann
& Zeplin, 2005), brand champion (Morokane et. al., 2016), brand ambassador (Gotsi & Wilson, 2001), and co-
creator of the brand (Schultz et. al., 2005); employees are playing important roles to live up the brand and deliver
the brand value (Henkel et. al., 2007). Since employees always receive and get access to first-hand information
about the brand, they would develop a deep relationship through the information exchange process, which will
be reflected in their behaviours that is beneficial to the company.

Internal branding is clarified by Burmann and Zeplin (2005) as a process of adjusting the brand's identity with
employee behaviour. In addition, the objective of internal branding is to bring corporative brand spirit into
internal marketing and consider the employee as internal customers (Punjairsi & Wilson, 2011). Internal branding
has significant influences in turning employees into customers and developing their brand love. Brands need to
adopt different approaches for their external customers and internal customers. The internal branding process
usually involves human resource practices, such as briefings, training, and communications. For this reason, this
paper will discuss how internal branding is utilised to convert employees into brand curators. The study will focus
on how HR policies and practices impact employees' brand perception differently; particular attention will be
drawn to the effectiveness of various internal branding tools and the emotions engendered in the process. The
study will also explore how internal marketing might affect employees' perceptions regarding the brand.
Individual experience will be considered, and their role in the brand love development process will be investigated.
Finally, the consequences and impacts of brand love are evaluated from the perspectives of customers, employees,
and the organisation. This research attempts to fill the gap in the relevant literature by exploring the types of
employees' brand love and the role of internal branding in the brand love developing process.

To study the emotional impacts of internal branding on employees, semi-structured in-depth interviews are
conducted to explore how brand love is developed among employees. The interviews are dialogues to freely
discuss the personal feelings, lives, and experiences of the interviewees. For the purpose of this study, interviewees
are selected among frontline workers who have been working for fashion apparel brands for over one year. Since
this study focuses on internal branding and brand love, interviewees need to have adequate working experience
in the brand to ensure sufficient exposure to the brand’s internal branding and develop the love for the brand.
People who meet such conditions are believed to have encountered more internal branding experiences that they
can talk about and share. The study has conducted eight in-depth interviews for this purpose, and the interviews
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are deemed sufficient as the content of the interviews began to converge and gradually unified.

The results indicated that internal branding is mainly divided into internal communications, training, and
organisation culture, which collectively play an important role in triggering employee's feelings and leads to the
adoration of the brand. In addition, brand love is more effectively induced through the attitudes and enthusiasm
of "people" who "live the brand" and their interactions. A deeper understanding of the brand knowledge could
also stimulate employee's affection for the brand. Finally, once employees establish a love feeling for the brand,
love emotion could prompt beneficial behaviours and turn employees into brand ambassadors.
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EXAMINING THE ASYMMETRIC IMPACT OF ATTRIBUTE-LEVEL PERFORMANCE OF YOUTH
HOSTELS ON TOURIST SATISFACTION

Jing Huang (Nankai University), Danpu Xing (Nankai University), Shiyu Zhou (Nankai University) and Yanjun
Chen (Nankai University)

Youth hostels have developed fast after entering the Chinese market, however, they have been facing fierce
competition, and problems such as low tourist satisfaction and low tourist loyalty have also appeared. It is
necessary to investigate how to improve tourist overall satisfaction of youth hostels efficiently. The related studies
are insufficient, and the linear relationship assumption between youth hostel attributes and tourist overall
satisfaction is problematic, ignoring the difference in how each attribute affects (Tahir Albayrak, Meltem Caber,
2014). Recently, the asymmetric relationship between product or service attribute-level performance and
satisfaction has been proposed, which further explores the dynamic relationship between attribute-level
performance and satisfaction. And classification of attributes could be conducted according to the Three-Factor
Theory. In the tourism field, the asymmetric relationship has attracted the attention of researchers. Existing studies
have focused on tourism destinations (Zhang Chunhui, Ma Yaofeng, Bai Kai, 2014), the hotel industry (Tahir
Albayrak, Meltem Caber, 2014, Fiiller and Matzler, 2008, Jian-Wu Bi, Yang Liu, Zhi-Ping Fan, 2019, Ozgiir Davras,
Meltem Caber, 2019), and the catering industry (Ki-Joon Back, 2012). The paper adopts a mixed-method approach
to identify attributes of youth hostels from tourists' perspective, examine the asymmetric effects of youth hostel
attribute-level performance on tourists' overall satisfaction, and discuss how to optimise the attribute-level
performance of youth hostels and enhance tourist satisfaction efficiently.

The paper includes two studies. First, taking ten youth hostels in Beijing and Lijiang as examples, the study collects
and analyses 2,330 online reviews posted on Ctrip.com in 2020, and the attributes of youth hostels from the
perspective of tourists are generated. The second study is aimed to examine the asymmetric relationship between
youth hostel attribute-level performance and tourist overall satisfaction. Based on the attributes, a questionnaire
evaluating youth hostel attribute-level performance and tourist overall satisfaction is designed, and 260 valid
questionnaires data is collected. Using dummy variable regression, the asymmetric effect of youth hostel
attribute-level performance on tourist overall satisfaction is analysed.

The research results mainly include four aspects:

1. From the perspective of tourists, youth hostels have three dimensions of attributes, including
accommodation quality, leisure and entertainment environment, tourism cost.

2. The asymmetric effects of youth hostel attribute-level performance on tourist overall satisfaction are
confirmed. Two dimensions, accommodation quality and tourism cost show negative asymmetric effect on tourist
overall satisfaction and are classified as basic factors of tourist overall satisfaction. Compared with tourist
satisfaction, they have a stronger effect on tourist dissatisfaction. The dimension, leisure and entertainment
environment, basically reflects a linear and symmetrical effect on tourist overall satisfaction, and it belongs to
performance factors. For each dimension, asymmetric effects between attributes and tourist overall satisfaction
are also confirmed. Some attributes exhibit negative or positive asymmetric effects on tourist overall satisfaction.

3.The paper investigates the three-factor structure of tourist satisfaction for youth hostels and its market
significance. The dimensions of youth hostels are classified into two basic factors and one performance factor.
Accommodation quality and tourism cost as basic factors reflect tourists’ basic needs for accommodation. The
leisure and entertainment environment dimension is the only area where youth hostels remain competitive. In
addition, youth hostels in China lack excitement factors empirically, and it means youth hostels in China lack a
competitive advantage.
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4. To strengthen tourist overall satisfaction of youth hostels, youth hostel operators should prioritise
improving the attribute-level performance of leisure and entertainment environment and enhance it as much as
possible. The performance factor reflects tourists' desires and needs and can make youth hostels competitive. For
basic factors, the performance of the two dimensions, accommodation quality and tourism cost, should be kept
above tourist expectations to avoid tourist dissatisfaction, as they show tourists' minimum needs. In addition,
youth hostel operators should strive to create new attributes which may surprise tourists.

For academics, the assumption of asymmetric relationship is innovative in youth hostels field, enriching
the research perspectives of youth hostel satisfaction. On the other hand, the paper helps expand the application
range of asymmetric impact assumptions. For practitioners, the study of identifying youth hostel attributes and
dimensions from tourists' perspectives can help understand tourists' needs and preferences. The further study of
exploring the asymmetric influence of youth hostel attribute-level performance on tourist satisfaction is valuable
for youth hostel practitioners to prioritise promoting attribute-level performance and improving resource
allocation efficiency.
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FACTORS AFFECTING PURCHASE INTENTION THROUGH THE MEDIATING ROLE OF
CONSUMER TRUST: A CONCEPTUAL FRAMEWORK FOR EFFECTIVE SALES MANAGEMENT

Mei Kei Leong (Sunway University, Malaysia) and Evelyn Geok Yan Loh (Sunway University, Malaysia)

The nature of sales management emphasises of the reliance on individual salespersons to "push" a firm's products
to attain contractual agreements with a clientele, a term familiarised as personal selling. Personal selling focuses
on managing long-term customer relationships (Weitz & Bradford, 1999). This, therefore, links personal selling to
relationship management, where building trust is a strategy aiming to go beyond meeting customer expectations
— it also entails whether or not the salesperson could serve its customer long-term interest (Cron & DeCarlo, 2006;
Kotler & Keller, 2016). A salesperson is regarded as skilful when they communicate effectively (Avila & Inks, 2017),
possess customer service skills (Basir, Ahmad, & Kitchen, 2010), and apply the right set of selling skills (Pettijohn,
Pettijohn, & Taylor, 2013).

When a consumer shops online, the online environment is the first touch point with the selling firm. Hence, the
online platform plays a pertinent role in building trust. In the physical retail setting, the consumer plays a passive
role in the buying process as the salesperson leads most interactions. However, in an online environment where
salespersons are absent, the consumer needs to take on an active role, particularly when searching for
information. Electronic word-of-mouth or eWOM is an important element in building trust (Yang, Mai, & Ben-Ur,
2012). As more consumers shift their spending to the online environment, it cannot be denied that eWOM will
remain an important element for purchase decisions.

Personality traits of frontline service salespersons can assist in building trust and satisfaction during the service
interaction with the adoption of emotional component (Aggarwal, Castleberry, Ridnour, & Shepherd, 2005).
Possession of certain personality traits makes one more appeal to the customers. High extraversion salespersons
are deemed to be more talkative, social, optimistic, affectionate, active, confident, ambitious, and energetic
(Barrick and Mount, 1991). This may be because salespersons with high extraversion tend to be outspoken and,
therefore, perceived as high achieving in the measurement sales activity. According to a study by Luo et al. (2018),
extraverted employees are portrayed as more innovative and thus, salespersons would proactively make
favourable deals to the company. Meanwhile, Liao and Lee (2009) also mentioned that extraverted salespersons
are more appealing to customers as they tend to provide services ahead of time which facilitated the interpersonal
interactions with customers.

An agreeable salesperson carries interpersonal relationships and are known to be warm, sympathetic, cooperative,
helpful, and kind (Costa & McCrae, 1992). According to Boninsegni, Furrer, & Mattila (2021), friendly employees
with agreeable attributes such as being warm, approachable, and cheerful while interacting with customers would
make customers feel comfortable and welcomed. In addition, a conscientious salesperson is believed to be
responsible, organised, dependable, self-disciplined, punctual, cautious, and achievement-oriented (Barrick &
Mount, 1991; McCrae & Costa, 2003; Singh & Singh, 2009). Conscientious salespersons emphasise on
accomplishments by engaging in positive interactions with customers to build long-term relationships
(Turkyilmaz, Erdem, & Uslu, 2015). Thus, customers would be more attracted to salespersons with these
mentioned attributes because these attributes lead to building of trust. Emotional stability refers to being calm,
relaxed, secure and self-satisfied, all of which are inversely associated with neuroticism (Costa & McCrae, 1992).
Salespersons that exhibit emotional intelligence can achieve job satisfaction, present excellent performance, and
satisfy customers (Yao et al., 2019). They possess the ability to respond to and express emotions accurately and
have an open mind to pleasant and unpleasant feelings (Prentice, Lopes, & Wang, 2019). This enables them to
manage stressful work conditions and cope with demanding work environments. Salespersons’ perseverance and
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persistence also enable them to strive for customer satisfaction and customer trust continuously. Openness to
experience is also an important attribute as it enables a salesperson to be imaginative, open and broad-minded,
curious, intellectual, and analytical (Costa & McCrae, 1992). Additionally, highly innovative salespersons could
develop creative solutions for their clientele instead of merely applying formal rules to reach out to customers
(Agnihotri et al. 2019). They also have the flexibility to service customers without undergoing tremendous stress
to close sales within a duration of time. Certainly, positive personality traits held by salespersons could build a
sustainable relationship with customers (Umasuthan, Part, & Ryu, 2017). However, salespersons who lack these
personality traits might have less desire to appeal to customers, allowing them to build long-term relationships.

A trusting environment is where salespersons within an organisation are being empowered to make their own
decisions, innovative, and recognised in their dealings with their clients. Trust is indeed an important element in
customer transactions and relations because it drives purchase intention (de Morais Watanabe, et al., 2020;
Rehman, et al.,, 2019), which ultimately suggests that trust is an indicator of salesperson-customer relationship
quality.

The model of purchase decision process also highlights that purchase decision is interceded by attitude of
infomediaries and risk factors. Therefore, it is important for businesses to acknowledge and understand that the
continual changes in selling environments affect consumers' spending (Cho & Sagynov, 2015). Studies on
purchase intention also extend into understanding how consumers behave on different commerce platforms.

Thus, the main objective of this paper is to determine the roles of salespersons, e-word of mouth and salesperson
personality traits (agreeableness, conscientious, neuroticism, openness, extraversion) as drivers of purchase
intention through customer trust. By including consumer trust as the mediating role, this paper will be able to
develop an understanding on whether this variable have an effect on the relationship between sales drivers and
purchase intention. The findings of this study would allow sales and marketing management to leverage on
effective ubiquitous platforms for the profit and market growth of businesses.

Proposed Conceptual Framework
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Contribution of the study

This paper attempts to provide an insight of sales drivers can cultivate customer trust and purchase intention. To
the best of the authors knowledge, there are a numerous studies investigating the customer's behaviour to initiate
trust and purchase intention while limited research had been conducted to review the salesperson's initiatives
and proactiveness in inducing customers perception of trust and in turn encourage purchase intention. The
current study also included salesperson's personality traits as motivating drivers to appeal to customers' trust. In
past research reviews on customers' personality traits, only a few (Umasuthan et al.,, 2017; Agnihotri et al. 2019;
Yao et al,, 2019) have incorporated salesperson personality traits in performance and sales. This could add value
to literature in relation to sales management.

Past studies have focused on salesperson personality traits and review it as a uni-dimensional set of traits such
as emotional (Prentice et al. 2019), innovativeness (Agnihotri, et al., 2019), leadership (Kirkland et al., 2021), and
competitiveness (Schrock et al., 2021). This present study employed the Big Five Personality Traits or known as
Five Factor Model to the salesperson personality to enable a comprehensive understanding towards the variable.
This research is the first to propose the salesperson Big Five Personality Traits in appealing to customer trust and
purchase intention in a virtual and physical platform.

The future of selling will integrate the multiple selling channels (Arif, 2020; Rigby, 2011). However, it is still
arguable whether consumers in the post-COVID-19 era will be ready for selling environments that integrates
online and offline platforms. It must be noted that online and physical platforms could no longer compete with
one another — these two platforms would instead complement one another to deliver value to consumers. Hence,
firms must be ready to review and update business models, upgrade salesperson skills, and enhance personality
traits while incorporating social elements (such as ratings and reviews) from virtual platforms to build a positive
word of mouth. Rigid yet traditional ways of conducting businesses may no longer be effective to develop
customer trust and initiate purchase intention.

Finally, this study will also reveal which sales driver is more significant — this allows businesses to make accurate
investments on either a more effective online platform, upskilling of salespersons, or nurturing positive
personality traits among salespersons. Should the latter two be of higher significance, the marketplace could
likely remain the way its businesses are being conducted. This study will also have implications particularly for the
luxury market as it has been known for its effectiveness in selling due to customer-salesperson relationship (Kim,
Kim, & Johnson, 2010). The reliance on salesperson in luxury markets is also explained by the level of involvement
in purchase process. Ultimately, there is a need for firms to embrace the possible changes in terms human
resource management and even include more technology-mediated programmes to enhance sales activity.
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FROM DINE IN TO TAKEOUT: INVESTIGATING RAPID ORGANISATIONAL TRANSFORMATION
DURING THE COVID-19 OUTBREAK

Dachen Wang (Sun Yat-Sen University), Yifei Wang (Sun Yat-Sen University), Huihui He (Sun Yat-Sen
University) and Ipkin Anthony Wong (Sun Yat-Sen University)

The foodservice industry worldwide has been greatly affected by the COVID-19 pandemic, and China's food
business is no exception. With accelerated risk perceptions during out dining coupled with government policies
on containment measures, most catering enterprises have suffered a great loss in revenue. In order to adapt rapid
changes in the marketplace in the midst of the pandemic, foodservice providers have been undergoing
organisational transformations. The present research takes the fast-food sector as the research context with Cafe
DE Coral as a case in point. To understand the transformational process of the enterprise, a big data analytical
approach was employed with usage of directional crawler technology to obtain a more complete evaluation of
consumers’ dining in and takeout experiences. Sentiment analysis was also used analyse textual contents and to
develop emotional polarity based on social media threads. Furthermore, we underwent natural language process
through assistance from ROST-CM and NVivo 12 software.

Our findings reveal that consumers’ takeout and dining in experiences were fairly similar, which was attributed to
Cafe DE Coral's tremendous efforts in instil takeout service quality and food quality that were comparable to
those from dining in. Further analysis reveals that the strategic shift to the takeout business allowed Cafe DE Coral
to successfully alleviate its financial pressure due to decline of dine in volumes. Yet, its success was grounded by
continuous endeavours in improving its takeout business and addressing consumer complaints by confronting
challenges from its logistics distribution system. With the continuous monitoring of government epidemic
prevention measures and meeting consumers' needs during the epidemic, the enterprise raised the bar on food
safety standards. In turn, safety and epidemic prevention measures in the takeout distribution process were
becoming an important factor affecting consumers' catering consumption experience. Our findings also indicate
that pricing at food delivery platform is also an important factor affecting consumers' catering experience. It is
worth noting that the takeout distribution system of Cafe de Coral not only has a third-party takeout platform,
but also has its own takeout distribution channels. Although many enterprises use takeout business to reduce the
impact of the epidemic on their dine in segment, they should still endeavour to expedite consumers with an
acceptable experience including food safety and reliability of food delivery. Therefore, this study suggests that
foodservice enterprises could gain sustainability in the midst of the pandemic through leveraging the takeaway.
Accordingly, future research can be transformed from static impact observation to long-term dynamic research
on the continuous debugging of food delivery development mode and its interaction with consumers to bring
more thoughts to the transformation of catering business operation mode during the epidemic. In short, the
contributions of this paper are twofold. First, through the analysis of social media comments of Cafe de Coral,
this study provides practical guidance for fast-food enterprises in the transition period during the epidemic era.
Second, it showcases rapid organisational transformations during adversity and how this approach could allow
hospitality operators to fortify its financial bottom line.
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| FOUND A CROCKROACH IN MY BOWL!!! RESTAURANT CUSTOMERS’ SERVICE FAILURE AND
RECOVERY ENCOUNTERS IN TAIWAN

Poh Theng Loo (I-Shou University)

Taiwan Trend Research (2018) reported on foodservice development and trend, since 2013, the number of
restaurants and their sales grow yearly, in particular the sales are surpassing the other businesses such as
beverage shops and hawker stalls. A Master Card Organisation Report highlighted Taiwanese consumers eating
out frequently and in the ranking of eating out, Taiwan is the fourth ranked in the Asia Pacific region ("Taiwanese
monthly spend NTD7178 eating out, before dining 60% of them check on review comments"”, 2017). The same
report by Master Card Organization mentioned that 60% of Taiwanese check online review comments before
dining. This reflects the situation that Taiwanese consumers do concern highly on the product and service quality
in particular value for money before making their dining decision. Therefore, restaurant companies must ensure
their food and service quality are good and consistent standards and should have good recovery actions if
mistakes occur.

The majority of the existing studies on failure and recovery are experimental studies (Guchait, Lee, Wang, &
Abbott, 2016; Namkung & Jang, 2010; Tsai, Yang, & Cheng, 2014; Choi, Mattila, & Bolton, 2021). Actual real
incidents on customers’ service failure and recovery encounters are still lacking and necessarily to provide new
insights and real pictures of the situations face by restaurant customers. Therefore, in this study used Crticial
Incident Technique (CIT). CIT is a qualitative technique for data collection cover a set of procedures to collect,
analyse and classify observations of human behaviour (Flanagan, 1954). A total of 251 data collected and 240
usable data for further analysis. The unusable data is due to irrelevant answers to the question. Only the data of
participants who complained and experienced the service failure and recovery encounter used for analysis.

The study reveals the highest incidents of service failures is people-related, more than 50% due to employees'
attitude in serving customers and handling their complaints, followed by product-related failures. The majority of
participants perceived the cause of service failures is the company and its employees. They felt satisfied when the
employees took immediate corrective actions upon complaining. 134 out of 240 participants responded they
satisfied with the recovery actions due to employees' right attitude in handling the reported problems. The main
reason for recovery encounter satisfaction was not the corrective actions taken but the employees' attitude. The
findings can help to enhance existing literature review on service failure and recovery. Restaurant companies
could use the findings as a source of references to improve their communications with customers and revise the
service training materials for employees.

REFERENCES

Choi, S., Mattila, A.S. & Bolton, L.S. (2021). To Err Is Human(-oid): How Do Consumers React to Robot Service
Failure and Recovery? The Journal of Service Research, 24(3), 354-371.

Flanagan, J. C. (1954). The critical incident technique. Psychological Bulletin, 51(4), 327.

Guchait, P, Lee, C,, Wang, C.-Y., & Abbott, J. L. (2016). Impact of error management practices on service recovery
performance and helping behaviors in the hospitality industry: The mediating effects of psychological safety
and learning behaviors. Journal of Human Resources in Hospitality & Tourism, 15(1), 1-28.

Namkung, Y., & Jang, S. S. (2010). Service failures in restaurants: which stage of service failure is the most critical?

Cornell Hospitality Quarterly. Retrieved from
http://cqx.sagepub.com/content/early/2010/04/08/1938965510364488.abstract

43


http://cqx.sagepub.com/content/early/2010/04/08/1938965510364488.abstract

Tsai, C.-C,, Yang, Y.-K,, & Cheng, Y.-C. (2014). Does relationship matter? — Customers’ response to service failure.
Managing Service Quality: An International Journal, 24(2), 139-159.

44



I LIKE YOUR PRODUCTS, BUT CAN | USE ANOTHER PAYMENT METHOD? EXPLORING VISITOR
EXPERIENCE WITH PAYMENT METHODS IN THE GBA

Jieqi Guan (Macao Institute for Tourism Studies), Lianping Ren (Macao Institute for Tourism Studies), Zhuo Li
(Macao Institute for Tourism Studies) and Yi Fan Chen (Macao Institute for Tourism Studies)

INTRODUCTION

The “Greater Bay Area” (GBA) refers to China’s strategic initiative to link the cities of Hong Kong, Macau, and the
nine cities in Guangdong (Guangzhou, Shenzhen, Zhuhai, Foshan, Zhongshan, Dongguan, Huizhou, Jiangmen
and Zhaoqing) into an integrated economic and business hub. One of the main purposes of this national strategy
is to promote integration to advance the development of the bay area as a whole. However, the integration of
this bay area is different from other bay areas in the world, as these cities belong to three administrative regions
in China, with Hong Kong and Macao as the special administrative regions. Consequently, the three places differ
considerably from one another in all aspects. For example, in terms of currency, Patacas are used in Macao, Hong
Kong dollars are used in Hong Kong, and Renminbi is used in the nine cities in Guangdong. The three places have
varied advancement in digital payment development as well. WeChat pay and Alipay have been popular in the
mainland China for quite a few years, but it is only recently that Macao and Hong Kong have tried to adopt these
payment methods. MPay has been developed in Macao, and is now trying to find its way in Hong Kong and the
mainland as well. The Octopus Company has enjoyed huge success a decade ago in Hong Kong, but it faces
challenge in advancing it and promoting it to the rest two places. Therefore, when the residents in the three
places visit the rest two, they encounter different level of frustration with payment and have to adapt themselves
according to the local development. While the businesses in the three places have been trying hard to attract
GBA visitors for consumption, it is important to understand how they experience payment methods in the target
cities to adjust operation strategies and marketing tactics. Therefore, the purpose of this study is to explore the
GBA residents' shopping experience in their target cities, with payment method as the focus of enquiry.

LITERATURE REVIEW

The research on consumption theory in economics has evolved from the early macro perspective to the micro
perspective. Economists have put forward various consumption decision theories such as absolute income
hypothesis (Keynes, 1936), relative income hypothesis (Duesenberry, 1949), permanent income hypothesis
(Friedman, 1957) and life cycle hypothesis (Modigliani, 1966). In 1985, Thaler (1985) first developed the theory of
“mental accounting”, which explains how psychological accounting affects individual "rationality” and in turn
affects consumer behavior. Furthermore, Prelec and Loewenstein (1998) generated the "double-entry mental
accounting theory", which holds that there are two channels during consumer’s decision-making process. One
channel records the positive utility obtained from consumption, that is, “pleasure of consumption”, and the other
channel records the disutility to pay to obtain benefits, that is, "the pain of paying." If the positive utility obtained
by consumers is greater than the disutility, their sense of "gain" will be stronger. If the disutility is greater than
the positive utility, their sense of "loss" will be more intense. On this basis, the connection theory (Buckingham et
al., 1984) holds there is a correlation between consumption and payment and there are two coefficients, namely,
the weakening coefficient of happiness a and pain passivation coefficient p. The happiness weakening coefficient
is the degree to which the happiness obtained during consumption is reduced by the pain of paying, and the
pain passivation coefficient is the degree to which the pain of paying is reduced by the happiness obtained by
consumption. Therefore, the payment method used in consumption affects this connection.

The traditional payment method, cash payment makes the above connection closer. Using cash for payment will
make the pain of paying more obvious and the happiness of consumption greatly weakened (Quispe-Torreblanca,
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2019). Credit card payment has the characteristics of low payment transparency (Soman, 2003). It makes its
connection looser, so that consumers' payment pain is more passivated, while consumption satisfaction is more
obvious (Thomas et al., 2011). The emerging payment method - mobile payment is to transfer monetary value
and pay off creditor's rights and debts through mobile communication equipment and wireless communication
technology (Gong et al., 2020). There are various ways of mobile payment, which can be connected to savings
card, credit card and other channels. When using it for consumption, there is no loss of real cash, instead,
consumers just need to show and scan the payment equipment (e.g. mobile phone). While obtaining convenience,
the pain of payment is greatly weakened, and consumers get a greater sense of consumption satisfaction which
stimulates their desire to consume more.

Based on the literature review, following hypotheses were generated:

H1. The effect of a payment method on the convenience of paying is mediated by the cross-border payment
environment

H2a. Higher convenience of paying increases consumer’s willingness to pay
H2b. Higher convenience of paying increases consumer’s shopping experience
H3a. Higher convenience of paying increases consumer’s spending

H3b. The convenience of paying on consumer’s spending is mediated by the cross-border payment environment
whereby a specific payment method is adopted.

METHODOLOGY

In this study, a questionnaire survey is conducted among consumers in the GBA cities covering three different
administrative regions (Hong Kong, Macao and the Mainland). The following empirical model is built up based
on Boden et al. (2020)'s conceptual framework to investigate how payment methods and ease of making payment
in different administrative regions within GBA affect consumer behaviour and spending. The moderating effect
of the payment environment of the three administrative regions is explored for further identifying the potential
interactive factors during the mobile payment consumption process. 318 questionnaires were collected from
visitors within GBA cities by using online survey platform. After data cleaning and screening 282 valid samples
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RESULTS AND FINDINGS

The results show that the cross-border payment environment negatively moderated visitors' perceived
convenience towards cash and credit card payments. It is mainly due to the high cost incurred during payment
process, such as exchange loss and service change. Besides, it is also affected by the currency restriction by cash
payment while the credit card user perceives high information security risk. In addition, the perceived convenience
of specific payment method stimulates visitor's willingness to pay during cross-border consumption. At the same
time, the perceived convenience of credit card and mobile payments also can help to improve the shopping
experience. As for the consumption amount, visitors who like to use credit card expressed their willingness to
spend more. However, this willingness is weakened and moderated negatively by the cross-border payment
environment due to the unfriendly factors, such as high regulatory risk, information security risk and payment
risk.

CONCLUSION

Theoretically, the findings of this study add insight to the double-entry mental accounting theory by extending
its application to mobile payment method and cross-border consumption and payment environment. Practically,
the result may provide important reference for the improvement of the cross-border mobile payment, as well as
consumption level and structure. Its payment method facilitates transaction activities and promotes convenience
of payment in the GBA; as a non-cash payment method, it weakens the psychological pressure of consumers
during decision making process. Besides, the mobile payment platform provides certain credit mechanism when
binding with credit cards, which alleviates the liquidity constraints of consumers, expands the boundary of
individual consumption budget, and has a partial intermediary impact on consumption level and structure. In
addition, the result of this study shows that the current mobile payment environment negatively affects the cross-
border consumption in GBA due to some regulatory and technological constraints, but it structurally and
positively stimulates individual's e-payment consumption behaviour in GBA region. Last but not the least, mobile
payment has a greater impact on the consumption structure and volume of consumers keen on cross-border
tourism.
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LINKING TOURISTS’ AND MICRO ENTREPRENEURS’ PERCEPTIONS OF SOUVENIRS: THE CASE
OF FUI

Navneet Nimesh Kumar (The University of the South Pacific), Alexander Trupp (Sunway University) and
Stephen Pratt (The University of the South Pacific).

In many developing countries, souvenir and handicraft micro-businesses play an important part of the tourism
landscape (Brennan & Savage, 2012; Cave et al., 2013). Most tourists return home with a souvenir purchased after
a holiday. Studies on souvenirs have mainly focused on either the demand or supply perspective. Themes and
issues from demand side are tourist's buying behaviour (Altintzoglou et al., 2016; Anuar et al., 2017), travel
motivations and souvenirs (Cave & Buda, 2018; Kong & Chang, 2016; Sthapit & Bjork, 2019), meaning of souvenirs
(Collins-Kreiner & Zins, 2011) tourists' perception of souvenirs and authenticity (Peters, 2011; Torabian & Arai,
2016). A few studies have also been done from the supply side of the souvenir trade on themes such as souvenir
retailers’ perception of authenticity (Swanson, 2004; Trinh et al., 2014), souvenir supplier's perception of
authenticity (Soukhathammavong & Park, 2019), development of traditional souvenir craft industry (Bui and
Jolliffe et al., 2013, pp. 161-175; Zulaikha & Brereton, 2011), and economic impacts of souvenir trade (Saarinen,
2016). However, limited studies have combined the scholarship on souvenir trade from the demand and supply
perspectives.

This empirical study uses a mixed-method approach to integrate both perspectives to achieve a more holistic
understanding of souvenirs in the Pacific context. In the Fijian context, a micro-enterprise is defined as a business
with a turnover or total asset not exceeding 30,000 Fijian dollars and employs less than 5 employees (Kumar et
al., 2022). On the supply side, the study examines the main reasons micro-entrepreneurs sell souvenirs and the
meanings they attach to souvenirs. The author conducted a total of twenty semi-structured interviews with the
micro-entrepreneurs, ten for each market. Also, a total of ten semi-structured interviews were conducted with the
tourists, five representing each market. One representative from Suva City Council and Nadi Town Council were
also interviewed.

On the demand side, the study compares souvenir purchase behaviour of cruise ship visitors and non-cruise ship
visitors. For quantitative research, the researcher collected 200 complete structured questionnaire responses, 100
responses for each market. The Suva handicraft centre represented the cruise ship tourists and the Nadi handicraft
centre represented the non-cruise ship tourists. This allowed comparison of souvenir purchase behaviour and
purchase motivations between the two groups. The most popular souvenir for both groups of tourists to purchase
were regional wood carvings because they are small, easy to carry, and the design showcases the Fijian traditional
culture. Price affordability as a souvenir attribute is the main factor affecting souvenir purchase behaviour. The
study found out that tourists’ main motivation for souvenir purchase were souvenirs’ roles as gifts, souvenirs'’
roles as memory, and souvenirs' roles as evidence. Similarly, the main motivation for micro-entrepreneurs to
operate their micro businesses were passion, family inheritance, family business, utilizing learnt skills and
generating sustainable income to support livelihood. By understanding the souvenir trade from both the supply
and demand side, recommendations are made to improve visitors' overall experience, as well as micro-
entrepreneurs’ outcomes at these markets.
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MALAYSIAN SELFIE TOURIST AFORE THE COVID-19 PANDEMIC: WHO ARE THEY?

Sathish Kumar Velayuthan (Universiti Teknologi Malaysia) and Noor Hazarina Hashim (Universiti Teknologi
Malaysia)

The pandemic has introduced a new normal to the entire business world and equally to the tourism and service
industry. The way people communicate, experience the services, how the purchases are made, host-tourist
communication and service delivery are some environments transformed with an improved view. Tourist-to-
tourist (T2T) interaction is a subject area that has seen a massive transformation in the past decade with the rise
of social media platforms and other supporting facilities. The revolution on T2T interaction has been highlighted
by Stromer-Galley (2004) and Lam et al., (2020) by embracing four primary elements: interaction between people,
between people through mediated channels, between people and computers and between computers through
software, hardware and networks. Focusing on the interaction between the people through mediated channels,
this paper studies the demographic profile of tourists, precisely 'the selfie tourist' who share travel selfies on social
media, which remain scarce in academic literature.

After the introduction of the word 'selfies' by the Oxford dictionary in the year 2013, selfies have been a popular
take for many academic disciplines and Paris and Pietschnig, (2015) seemed to be the first to introduce travel
selfies as a form of digital photography shared by the tourist on social media. Sigala (2018) affirmed that selfie
tourists, a new travel segment, are motivated to travel not to experience the place but to post a selfie on social
media who indirectly also serves as an actor in the value creation process. As such, the finding from this study is
expected to nourish the academia and the tourism industry.

Reflecting back to the aim of this paper, this study is quantitative and 'Malaysian tourists who are Instagram
users' has been set as the target population via snowball sampling. Bronner & de Hoog (2011) suggested that
research on social media and review sites can be carried out in two prime dimensions, namely 'site centred or
topic centred’ and thusly, this study opts for a site-centred approach focusing on Instagram. Out of 1000 online
surveys distributed, a total of 402 complete responses have been received and furthered with descriptive data
analysis. The finding has been divided into two sections; demographic background of selfie tourists and selfie
tourists' behaviour and perception.

Firstly, by analysing the profile of selfie tourists, this paper manages to identify that the majority of Malaysian
selfie tourists are aged between 18 to 40 years old, which remarks 89% of the total respondents reached.
Interestingly, female selfie tourists seemed to overtake the male selfie tourists in Malaysia, with a total of 262
tourists or 65% over the total respondents. The majority of selfie tourists are identified to be single, which carries
a total weight of 55%. The data also provides a fair view upon married tourists. Looking into their educational
background, this paper found that mainstream selfie tourists have completed their tertiary education, followed
by a higher degree. Lastly, looking into their occupational background, most of these tourists are from private
sectors (local private companies, MNC, etc) and self-employed (family business, entrepreneurs, start-ups, etc).

Secondly, this paper manages to dive into the selfie tourists' behavioural and perceptional views on travel
decisions. 71% of these tourists have made 4 to 6 trips around Malaysia for the past three years before the
pandemic. Aligned with the new communication boom that happens online or social media, to be exact, the
majority of selfie tourists in this research agreed that they prefer to use Instagram to interact and share their
travel experiences through photographs. Looking further into the context, this tourist declared that they also use
Instagram to find trendy travel destinations and write reviews apart from posting selfies and travel photos, which
serves as their prime motive. Findings also show that 80% of selfie tourists believe that making travel decisions
based on travel selfies posted by others on Instagram is a rational move and they will continue to refer to travel
selfies for travel decisions providing that the information shared is authentic.
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Theoretically, the findings from this paper are expected to fill the gap within the computer-mediated
communication, eWOM and T2T interaction literature by extending the knowledge on the rise of travel selfies as
a medium for tourist interaction and travel information seeking within the tourism context. This study has
empirically validated the tourist's image formation process model as illustrated by (Fackeye and Crampton, 1991)
that organic image can boost motivation to travel. As reflected in the model, travel selfies in this study can be
categorized as part of organic image valued through the eye of actual tourists without any interference from
tourism-related officials, which can then boost travel motivation. Practically, this paper provides new insights into
the boom of this new tourist genre known as 'selfie tourist' who could co-create and co-destroy a particular
tourism destination image through their travel selfie post on social media. This study has also exposed the
capacity of travel selfies posted by the actual tourist son social media that can be used as an indirect marketing
tool by tourism businesses to strengthen their destination image.

In dealing with the post-pandemic, the entire tourism service providers might want to focus on excellent
destination service. In return, travel selfies posted by selfie tourists with positive reviews on social media could
help with indirect destination promotion. Tourism destination marketers may also look into gender-based
targeted marketing for destination promotion, which is applicable now looking at the current trend of selfie
tourists. Proving that the tourists are also concerned about information authenticity, tourism planners,
policymakers and destination managers might want to look into this matter for the sustainability of the tourism
business.
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NEKONOMICS AND FELINE STATIONMASTERS - THE POINT OF PUTTING A HAT ON A CAT

Johan Edelheim (Hokkaido University)

Nekonomics, as a term signifying the economic impact of consumption related to domestic cats (Felis Catus), was
coined by Miyamoto in 2016. Miyamoto, an Emeritus professor of economics at Kansai university has been
publishing different reports on economic effects of megaevents, political elections, natural disasters, and tourist
related themes since the early 2000s. In 2008 he published a report about the “Spillover effect of the calico cat
Tama stationmaster”, and this was followed in 2016 by his report “Economic effects of Nekonomics” (Miyamoto,
2016), and later on the economic impact of healing provided by companion animals (Miyamoto, 2021). The word
Nekonomics is a Japanese play on words, ‘neko’ being the Japanese word for cats, and the ‘-nomics’ coming from
the then active prime minister Abe’s economic policies that were referred to as ‘Abenomics’. Miyamoto's report
coincided with an unprecedented ‘cat boom’ in Japan. The number of cats were rapidly increasing due to
demographic changes (more working singles and couples without children, and an ageing urban population).
Cats overtook in those years dogs as the most common companion animal, and became a staple figure in popular
culture, media, and advertising.

Tama the stationmaster is often pointed at as an exemplification of Nekonomics (Archer, 2020). She was a stray
cat who enjoyed coming to the Kishi train station, in Wakayama prefecture in Western Japan, to be fed and petted
by commuters using the station. Kishi station, and the line it served as terminal station of, were in financial distress
in the early 2000s and under threat of being closed (Videsjorden, 2020). However, after Tama featured in media
as an unofficial stationmaster doing her rounds of the station, the interest in the station increased. The directors
of the railway named Tama officially as Kishi stationmaster in 2007 and gave her a hat to wear, introduced a Tama
themed train carriage set in 2008, and rebuilt the train station in 2010 in the shape of a cat’s head. The new station
features a waiting room with windows to Tama's living area, a café’ and a gift shop filled with Tama related
merchandise. After Tama's death in 2015 she was deified and given an own shrine at the station area, and later
succeeded by Tama Il (Nitama), with her ‘apprentice’ Tama IV (Yontama).

The success of Kishi station, and the Wakayama Electric Railway have inspired several copycats around Japan.
There are, or have been, at least four other train stations with their own feline station masters, however also
shrines, temples, tour boats, and historical castles have gained fame by appointing cats as their masters, guardians,
or lords. There are some train stations that have adopted other animals too, though cats seem still to be the most
popular ones. The official naming has often been associated with giving the cat a hat to wear, news media
attention, and a social media presence. Cat themed merchandise including stationary, local food-items, clothing
and books combined with visual signages often aim at building on the animals’ cuteness appeal. Beyond the
direct economic impacts and media attention that these stationmasters create, many other issues remain unclear.
My aim is to distinguish what Nekonomics mean beyond its entertaining name, and to determine whether there
is an actual substance to the mostly casual references to it in popular media. To investigate this aim, | have
formulated the following questions:

e What is the experience for visitors — what do they get out of it?

e What can be included under the umbrella term of Nekonomics? Is it enough to have a picture of a cat on
a few products, or is a more substantial narrative needed?

e What is the long-term viability of these schemes, do they add to, or do they dilute the heritage
environments that they often are introduced to, and are they enough to sustain themselves?
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e What does the trend indicate about Japan, and largely about the world of late-capitalist societies’
consumption?

e How ethical is the use of live animals as promotional characters for unrelated commercial entities? Can
cats be regarded as employees of the attractions?

| review initially both academic and mainstream literature surrounding Nekonomics and the stated linkages
between it and the so-called ‘cat boom'’ in Japan. Thereafter | investigate connections between cats and tourism
from academic sources to show how sporadic attention they have received in the light of their contemporary
popularity. The article’s theoretical framework is constructed along Knudsen and Waade's concept of
Performative authenticity” ‘in which meanings and feelings of self and place are both constructed and lived
through the sensuous body’ (2010, p. 1). My methodology is a combination post-structural narrative analysis and
critical discourse analysis. | have selected these methodologies to highlight the importance of images and texts
surrounding attractions in creating the substance visitors perceive, replicate, and consume, and to use the material

to investigate tourism shopping as an essential element of tourists authenticating their experiences.

My empirical data comes from visits to four separate train stations with current or former feline stationmasters,
as well as a journey to a historical castle with its own feline castle lord. The data presented is a combination of
online and analogue visuals and texts representing the sites, as well as my own reflections and images from the
sites. The conclusions reached highlight that cats are under-researched as attractors in tourism, despite having a
close relation to heritage, destination branding and tourist systems to name a few.
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RELATIONSHIP OF RFMU AND ONLINE GROCERIES SHOPPING BEHAVIOURS

Rita Lo (Sunway University)

With the growth of technology, internet businesses for shopping products, specialty products, and unanticipated
items are rapidly expanding and becoming rather common. This has also prompted retail industries to provide
customers with the option of offline and online shopping, even though most customers still favoured offline
shopping. Many people have stayed at home due to the recent pandemic, as well as the necessity and nature of
staying at home for safety.

This development has changed customer shopping behaviours to choose online shopping mode. Many retail
businesses are concerned with determining the new purchase behaviour to cope with the current situation, in
addition, there is a growth of numerous online retail shops, ranging from small to large enterprises, which has
resulted in competition among online businesses to increase sales and acquire more customers to ensure the
long-term viability of their businesses. To remain sustainable and competent, there is a need for online groceries
business to better understand the detailed elements that lead to customer online purchase behaviours and plan
better marketing strategy to ensure continuous purchase among their own customers.

The purpose of this study is to determine the association between RFMU and online grocery shopping behaviour
and the likelihood of repeat purchase intention. Hughes' (1996) RFM model (recency, frequency, and monetary)
and the urgency from the consumer purchase behaviour model were merged in this study. The RFMU model in
this study is based on four attributes: recency (R) focuses on the time interval of purchase information, frequency
(F) focuses on the number of purchases made within a specific period, monetary (M) focuses on the average
amount spent per order, and urgency (U) focuses on the risk factors perception that led to an online purchase
decision. This RFMU model will fit into the current pandemic period to assist in finding accuracy. Based on the
RFMU model, the information acquired will provide insight perception on customers' online grocery purchase
behaviour.

The RFMU model is utilised in this study since the data will be derived primarily from Gen X and Millennials
segmentation aged 30 to 55. The questionnaire is delivered online to 308 respondents in Malaysia, and data
collection focuses primarily on online customer who had experienced in groceries online shopping during
pandemic period. To determine respondents’ online buying behaviours, the questionnaire is designed using the
RFMU dimensions, with each dimension being divided into very high, high, uncertain, low, and very low categories.
The findings will also be utilised to establish the link between their purchasing habits and the likelihood of repeat
purchases.

This study may provide researchers and practitioners with a systematic guideline for effectively identifying online
customer profiles using the RFMU model, provide grocery companies with useful insights into online customer
profiles, and assist decision-makers in developing effective customer relationships and unique marketing
strategies well as more efficiently allocating resources. The findings of this study, based on the RMFU model,
identify online grocery shopping customer purchasing behaviour as well as the likelihood of repeat purchases
and loyalty.

This study adds to the existing literature by presenting an RFM (recency, frequency, and monetary) model and an
additional U (urgency) model that may provide useful insights into the behaviours of different customer types in
the grocery market the current pandemic period. It is also valuable since it represents several attempts in the
literature to explore the urgency model and its relationship with purchasing behaviour.
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SCUBA DIVING TOURISM INDUSTRY IN MALAYSIA: DEMOGRAPHIC PROFILE OF DIVE
TOURIST

Kalsitinoor Set (Universiti Malaysia Terengganu), Norlida Hanim Mohd Salleh (Universiti Kebangsaan
Malaysia) and Munira Mhd Rashid (Jalan Pasir Mas Salor)

Scuba diving tourism is an important industry that contributes to the country's economy. Scuba diving has
become a vital adventure tourism industry that generates a billion-dollar revenue globally with its increasing
popularity. Divers' desire to experience the marine environment (Dai et al., 2021) has resulted in the global
emergence of a niche sector that represents high-yield tourism. It has also led to numerous investments in the
scuba diving businesses, such as scuba diving equipment shops, scuba diving schools, and tour operators
(Gerungan & Chia, 2020). This has created the potential to engage people through conservation and generate
economic activity, particularly among the island community (Lucrezi Id et al., 2019).

A range of research has been conducted on the diving industry, and most of the research has focused on the
environmental resources that impact the underwater environment, such as marine habits and landscape (Araujo
et al, 2020; Lin, 2021). A few have focused on diver tourists' willingness to marine conservation and environmental
perceptions (Hein et al.,, 2018) and diver tourist behaviour (Tahir et al., 2019). However, limited research has
focused on identifying dive tourist profiles that subsequently will provide information on scuba diving market
segmentation. Understanding diver tourist characteristics will help the supply side of the scuba diving industry in
their business management, particularly after the pandemic Covid-19 has resulted in severe disruptions on
tourism operations (Abu Bakar & Rosbi, 2020; King et al., 2021; Skare et al., 2021)

The Malaysian government sees the potential of the scuba diving industry and has focused it on as the niche
product for the tourism industry. Malaysia has more than 30 dive locations that offer diving attractions to diver
tourists looking for underwater uniqueness. In fact, Pulau Layang-layang, located in East Malaysia, is one of the
sights for schools of hammerhead in the world. However, Malaysia is still lacking in compiling profound data on
its diving industry. Lacking client information is a considered weakness in business management. Thus, a study is
conducted to gather a diver tourist profile to helps diving operators to design an effective market segmentation
for marketing and management aspects to meet with new preferences and expectations of dive tourists after the
pandemic Covid-19.

This research was conducted using a mixed-method approach, involving two phases of data collection. The initial
data collection phase involved an extensive literature review (Gerungan & Chia, 2020; Kuo et al., 2018; Ninpradith
et al., 2018) and telephone interviews with scuba diving industry stakeholders. Based on the initial data collection
input and previous instruments' adaptation, a new construct was developed. The second phase involved an online
survey strategy using snowballing and purposive sampling among recreational scuba divers who have
experienced diving trips in Malaysia. Three hundred and seventy-five dive tourists participated in this study;
however, the sample realized was 345, providing a 92% response rate. The respondents were asked to self-
complete their answers. Most of the divers are born between 1972 and 1991, hold bachelor's degrees with gross
individual income ranges between RM50000 and RM 10000 per month. Implications of the findings are discussed,
including the importance of scuba diving operators to provide continuous practical implications to acquire their
niche market of scuba diving tourists and boost the services after pandemic Covid-19.
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SHOPPING TOURISM AND TOURIST SHOPPING (2000-2020): A NARRATIVE REVIEW AND
FUTURE RESEARCH DIRECTIONS

Alok Kumar (Jain (Deemed-to be University) Bangalore) and Rajat Gera (Jain (Deemed-to be University)
Bangalore)

Shopping Tourism is a recent concept that is defined as a contemporary form of tourism carried out by individuals
for whom the acquisition of goods, outside their place of residence, is a determining factor in their decision to
travel (WTO, 2014). Tourist shopping behaviour, in the unique context of tourism setting, is often different from
day-to-day shopping (Oh et al., 2004). For tourists, a trip is not complete without having spent some time
shopping (US Travel Association, 2009; Goeldner and Ritchie, 2000; Hudman and Hawkins, 1989). According to
the TIA (2009) shopping is the most popular domestic trip activity.

Purpose: There has been relatively little academic research in either the tourism or retailing literature looking at
the phenomenon of both variants of general shopping tourism, i.e. tourist shopping versus shopping tourism. As
compared to tourist shopping, only a few studies have considered the value of shopping as a primary motivation
for travel, and those that did have approached the topic with a limited focus. Against this background, the existing
body of research needs to be examined.

Methodology: Articles published between 2000 and 2020 in high quality peer-reviewed publications relevant to
the study were the main criteria for inclusion in this study. Sixty-nine articles were selected for review by following
the PRISMA approach (Pollock, A., & Berge, E., 2018). Two reviewers categorized the 69 primary studies selected
for the study into three categories according to methodology of study i.e. Quantitative, Qualitative and Mixed
methods, the two Variants of Shopping Tourism and Tourist shoppers, types of tourist shoppers i.e. functional
and recreational or leisure, motivations of shopping tourists i.e. hedonic, experiential, social and utilitarian and
types of tourists. A scriptural narrative synthesis approach (Xiao, 2017) is used, which is centred on realist review
methods (Popay et al. (2006) and Lucas et al. (2007).

Main findings: US contribute the largest proportion of articles followed by Asia and Europe. Most studies have
a positivist etymology and inclination towards empirical research. Managerial and economic perspectives have
dominated research into shopping tourism with very little focus on the sociological aspects of consumer
behaviour (social identity and self-image), Anthropological perspectives (cultural significance of consumable
commodities), Spatial and ecological perspectives or consumer psychological perspectives. Most studies do not
distinguish between leisure and functional shoppers or socially engaged and spectator or recreational tourists
due to lack of a universally acceptable definition of shopping tourism. The definition of Shopping Tourism is still
evolving towards a more comprehensive understanding that includes every activity that occurs during eating and
sightseeing, including purchasing a product at a destination according to desire. The study of tourism shopping
is still limited and in an exploratory stage (Jansen-Verbeke, 1991, 1998; Yu and Littrell, 2003; Oh et al,
2004).Therefore, this study synthesizes the existing literature in shopping tourism to identify research gaps and
propose future research directions.

Future research directions Future studies can examine the multi-dimensionality of socio-cultural proximity and
distance as factors which distinguish shopping tourism from other forms of shopping and tourism. One of the
gaps in the literature is on the market-driven processes which drive and influence shopping tourism and the
dynamics of short-termed shopping tourism.
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THE IMPACT OF TOURISTS’ PERCEPTIONS OF SPACE-LAUNCH TOURISM: AN EXTENSION OF
THE THEORY OF PLANNED BEHAVIOR APPROACH

Philip Pong Weng Wong (Sunway University), Lei Wang (Xuzhou University of Technology) and Qi Zhang
(Xuzhou University of Technology)

Various Asian countries are fortifying their space investments, and smaller states within the region are showing
ambitions of establishing national space programs (Lele, 2018). The broad mission of those programs is to
establish/observe the remote-sensing, meteorology, communications, artificial intelligence, as well as navigation
technology for the programs. Meanwhile, space tourism is also becoming a potential industry that has attracted
the attention of governments, businesses and tourists (Olya & Han, 2020). Certain Asian countries (e.g., Japan,
India, China, Singapore) have shown the greatest public interest and demand for space travel (DePasquale et al.,
2006; Lele, 2018).

China is a leader in space exploration among Asian countries, since China became a spacefaring state in 1970
(Lele, 2018). In 2018, China has launched more than 300 satellites and currently operates 200 satellites in space,
and these numbers are higher than other comparable Asian countries, such as Japan, India, etc. (Lele, 2018). More
specifically, China has developed human spaceflight and counter space anti-satellite weapon capability, joining
the U.S. and Russia as the only other countries with such capacity (Fisher, 2008). Chinese consumers have
displayed a high interest in the space tourism market. Le Goff and Moreau (2013) conducted a demand analysis
of suborbital space tourism found that China is a sizable market starting with 600 customers, that could reach
128,500 clients by 2030. Specifically, the Chinese and the Americans showed the most promise as potential clients
for space tourism (Olya & Han, 2020).

Traditionally, space tourism enables the country or company with the capability of operating a space program to
date, to make millions of dollars by selling seats on their rockets to private companies and private citizens
(Ormrod & Dickens, 2019). Olya and Han (2020) stated that orbital and suborbital markets are the two main types
of space tourism. Today, private space industries in some parts of the world are keen to make investments in
projects involving space tourism (Lele, 2018). A number of companies are competing in the space tourism area,
such as Space X, XCOR, Blue Origin, etc. (Ormrod & Dickens, 2019; Webber, 2019).

It is clear that there is a paucity of empirical research models that investigate the behavioural intention of space
travellers (Olya & Han, 2020). Most of the previous studies investigated space tourism from an outer space
orientation perspective of tourists (Ormrod & Dickens, 2019; Webber, 2019). There is no research to date, related
to tourists’ perception toward indoor space tourism (i.e., space-launch destination tourism). One potential reason
for such research is that although space tourism is relatively new for some countries (e.g., Asian countries), there
is a potential to develop an ecosystem to support this kind of tourism activities (Lele, 2018).

The aim of this study is to examine the relationship between attitude, subjective norm, perceived behavioural
control, hedonic motivation, and intention toward space-launch tourism activities using the Wenchang spacecraft
launch site as the tourism destination. An integrated conceptual research model was proposed based on the
theory of planned behaviour model. A web-based survey questionnaire was developed where a total of 444
questionnaires were ultimately collected followed by subsequent empirical testing of the postulated hypotheses,
using SPSS and Structural Equation Modelling (SEM). The results suggested that attitude, subjective norm,
perceived behavioural control and hedonic motivation positively influence intention. Subjective norm also
displayed a significant positive influence on attitude, while attitude played a partial mediation role between
subjective norm and intention. The findings indicated that the proposed model has more predictive capacity
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compared to original theory of planned behaviour model. The theoretical and practical implications of the results
were also discussed, including limitations of the research.

REFERENCES

Ajzen, . (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(2), pp.
179-211.

DePasquale, D., Charania, A. C,, & Olds, J. (2006) The emerging orbital space tourism industry: New insight into demand
and prospects for success. Paper presented at the AIAA SPACE 2006 Forum, San Jose, California.

Fisher Jr, R. D. (2008). China's military modernization: Building for regional and global reach London, England: Praeger.

Hair, J. F., Black, W. C., Babin, B. J., & Tatham, R. L. (2010). Multivariate data analysis: A global perspective (7th ed.)
Upper Saddle River, NJ: Pearson Prentice Hall.

Le Goff, T., & Moreau, A. (2013). Astrium suborbital spaceplane project: Demand analysis of suborbital space tourism.
Acta Astronautica, 92(2), 144-149.

Lele, A. (2018). Asia and Space Tourism. Astropolitics, 16(3), pp. 187-201. doi:10.1080/14777622.2018.1532743

Olya, H. G. T., & Han, H. (2020). Antecedents of Space Traveler Behavioral Intention. Journal of Travel Research, 59(3),
528-544.

Ormrod, J., & Dickens, P. (2019). Space Tourism, Capital, and Identity. Space Tourism, 25, 223-244.
Webber, D. (2019). Current Space Tourism Developments. Space Tourism, 25, 163-175.

Yuzhanin, S., & Fisher, D. (2016). The efficacy of the theory of planned behavior for predicting intentions to choose a
travel destination: A review. Tourism Review, 71(2), 135-147.

Mafengwo Travel Agency (2020) Must-see attraction Top5. Available at:
http://www.mafengwo.cn/jd/11701/gonglve.html (Accessed: September 29 2020).

63



THE INFLUENCE OF THE HONG KONG-ZHUHAI-MACAO BRIDGE ON CITY’S VISITORS TRAVEL
PLANNING AND PATTERNS

Yui-Yip Lau (The Hong Kong Polytechnic University), Jieqi Guan (Macao Institute for Tourism Studies), Ching -
Chi Cindia Lam (Macao Institute for Tourism Studies) and Ivy Chan (The Hong Kong Polytechnic University)

The transportation system is one of the crucial elements of sustainable tourism development in the 215 century.
The newly established infrastructure, The Hong Kong-Zhuhai-Macao Bridge (hereafter called “HZMB"), linking
three main Pearl River Delta (hereafter called “PRD") cities of Hong Kong, Zhuhai, and Macao that connects “one
country, two systems” in space and time has been recognized as the eighth wonder of the 215t century. The
development of HZMB aims to boost outbound tourism between the Greater Bay Area (hereafter called "GBA")
cities that covers nine prefectures’ of the Guangdong province and two special administrative regions of China,
Hong Kong and Macao. It purposes to reinforce these GBA cities into a regional integrated and diversified tourism
hub (Pang et al,, 2019). Before the pandemic, in December 2018, HZMB has reported a record high of around two
million daily passengers through the Hong Kong port (SCMP, 2020).

Past research studies on HZMB were mainly from a historical perspective of its development (Yeung, 2005; Bie et
al, 2015) and an institutional perspective with a focus on the geo-political environment (Chiu, 2006; Hsu and Gu,
2010; Yu, 2019); whereas studies on its effect on tourism are scarce. The current research will pursue this gap to
investigate the impacts of HZMB on the transportation modes and tourists' travel plans. In this study, travel refers
to the travel behaviour of leisure and business travellers. Behaviour is determined by external contexts, which are
expected to affect the choice of transportation mode and travel plans in terms of time, destination, and route
(Donald et al.,, 2014).

This research has used a quantitative approach through survey, and considering the outbreak of the pandemic
that has restricted physical contacts, online questionnaire was applied. The questionnaire was designed based on
past literature. Online mode has been used and proper tests will be conducted to ensure the validity and reliability
of data collected. The questionnaire has covered five main sections including screening section, respondents’ past
experience on transport mode in GBA, their perception of the development impact of HZMB on GBA, their
perception of the impact of HZMB on GBA tourism, and demographic information. Structural equation modelling
and comparative analysis will be conducted between HZMB users and non-users, as well as tourists from
Mainland, Hong Kong and Macao, to explore their main different travelling behaviour in terms of transport
pattern and potential contextual factors influencing their perception and behaviour.

Findings illustrated that the HZMB has provided added convenience to tourists and encouraged visits to
tourism attractions in the GBA cities. The Chimelong International Ocean Tourist Resort and key theme parks
established at Henquin of Zhuhai served as illustrative examples, which is a product of convenient
transportation. The research findings will provide theoretical contributions to the extant literature by adding
valuable insights in the aspects of transport tourism. To incorporate transportation modes into the strategic
design of tourism has become an emerging trend. Effectual transportation can help in the launching of new
travel packages, relate the attractions of different tourism locations and foster regional trade. The findings of
this research will also provide practical contributions to policy makers on the enhancement of HZMB user and
usage strategies; to industrial practitioners on the potential and opportunities by HZMB on the expansion of the
tourism products; and provide high reference values to researchers on future research directions. These will

L Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoqing, Zhongshan and Zhuhai
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induce holistic significance to the area of sustainable tourism from the perspectives of regional integration and
key development of transport infrastructure.
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WHAT COULD BE THE PERCEIVED RISKS AS IMPEDING FACTORS THAT COULD PREVENT
RETAIL STORES FROM BEING SHIFTED ONLINE COMPLETELY? PERSPECTIVES FROM BOTH
USERS AND SUPPLIERS

Amy Sio Sin Lo (Macao Institute for Tourism Studies) and Cora Un In Wong (Macao Institute for Tourism
Studies)

The literature on this subject focuses on a general understanding of online consumption and the related impeding
factors that bar potential consumers from shop online (Dillon & Harry, 2004; Jarvenpaa & Todd, 1996; Joo and
Kim, 2004; Rowley, 1996). Little research has been undertaken that reveals what products or services attract
limited online purchasing order due to the fact that they are perceived as being too risky to purchase online (Pi
and Sangruang, 2011). By the same token, thus far, there is no rank order of those impeding factors and how the
rank order may vary across different categories of products. As the core research objective of the current study,
an investigation was undertaken of the rank order of perceived risk as impeding factors for different categories
of products to help understanding what factors prevent traditional retail business from migrating more or less
completely online and the rationale behind.

Due to Covid-19, it has become almost a recent global trend that consumers have significantly moved to online
shopping. The traditional way to shop at physical retail stores is threatened. The number of research articles
related to online shopping is growing fast, reporting in particular about the factors influencing online shopping
as well as customers’ online shopping experience and their consumption patterns (Pires, Stanton, & Eckford, 2006).
Advantages of online shopping, such as time-saving and speedy delivery, were reported in previous studies. Pi
and Sangruang (2011) reported convenience risk, financial risk, physical risk, performance risk, social risk as the
key perceived perils that would get consumers to shy away from shopping online while psychological risk and
time risk have little influence. To the contrary, earlier work about online shopping reported that consumers'’
online purchasing decisions are often associated with financial, physical, social, genuineness of the products and
time-loss risks (Jacoby & Kaplan, 1972; Lu, Hsu, & Hsu, 2005; Roselius, 1971). The personal characteristics of
consumers are found to be influential and a negative relationship is reported between risk-averse consumers and
online shopping tendencies (Donthu and Gracier, 1999; Liu and Wei, 2003).

Dowling and Staelin (1994) found that as a rule, consumers require more information to make riskier decisions.
In fact, items that could be purchased online range from groceries, daily necessities, medical supplements,
clothing, electronic devices, to even furniture, despite of size and weight. The perception of risk is often related
to the monetary value as well as the nature of products (Novak, Hoffman & Yeung 2002). In order words, while
the perceived level risk is reported to play a dominant role in facilitating or inhibiting online shopping of some
goods and services, it is important to understand better the relationships between the perceived risk factors and
the corresponding products. Adopting an interpretive qualitative approach, 30 informants volunteered to
contribute to the current research. From the perspectives of both frequent online buyers and e-commerce
entrepreneurs in Macau, the perceived risk factors associated with certain online products are revealed in addition
to how the rank order of those risk factors may vary across product categories. An analysis of four popular online
shopping platforms used by the informants (Taobao; GMart; TianMiao; JingDong) was conducted in order to
identify ten categories of products that are often bought online, including: (1) medical & health products; (2)
home appliances; (3) child and expectant mothers’ products; (4) IT parts and electronic devices; (5) outdoor and
sports products; (6) men and women'’s fashion items; (7) furniture and home decorations; (8) food and drinks; (9)
jewelleries and accessories and (10) beauty products. Among them, fashion items, furniture/home decorations
and food and drinks are the most popular items to be ordered online. Preliminary findings show that among the
conventional risks, perceived psychological risk and time-loss risk are associated with high monetary value items
(more than Mop5000). Users have high propensity to shop online for items whose price is below Mop 5000. The
top three risk factors that will inhibit users to shop online are quality problem, long delivery time and price issues.
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Informants reported that they worry about buying online as prices may be higher than in physical retail shops.
As a result, low monetary items raise limited concern and are readily bought online. Luxurious items were
shunned due to time-loss and quality issue typically related to concerns about the genuineness of the products.
Users’ perspectives were echoed by suppliers. Online suppliers also avoid selling items that are of high monetary
values. Discrepancies of rank order of impeding factors for high value products and low value products are
reported. The findings help one understand what impeding factors could prevent traditional retail business from
being shifted online completely.
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WILLINGNESS OF US DOMESTIC TOURISTS TO PURCHASE SUSTAINABLE TOURISM
PRODUCTS IN HAWAII

Jerome Agrusa (University of Hawaii), Joseph Lema (University of Nevada Las Vegas), Cathrine Linnes (Dstfold
University College) and Gabriella Andrade (University of Hawaii)

Hawaii known as the United States own island paradise. For decades, Hawaii has depended on the tourism
industry as the economic engine and its main source of income for Hawaii's economy as well as the leading
employer (Agrusa, 1994; Linnes et al., 2014). Tourism arrivals to Hawaii were over ten million tourists in 2019. The
Hawaii Tourism Authority (HTA) annual report for 2019 stated that for the first time in history the State of Hawaii
had welcomed over 10 million tourists (10,451,285) (HTA Annual Visitor Report, 2020). According to the 2019
Annual Report to the Hawaii State Legislature compiled by HTA, “Hawaii welcomed over 10 million tourists
(10,451,285) for the first time in 2019, an increase of 5.7% from the previous year (9,888,845)" (HTA Annual Visitor
Report 2020). In a 2020 report, Hawaii's $18 billion tourism industry accounted for 21% of the state's economy,
making it one of the largest industries in the islands (HTA Annual Visitor Report, 2020). Although tourism has
been seen as a panacea for Hawaii's economy and employment with the state of Hawaii having the lowest
unemployment percentage in the whole United States.

Being so dependent on a single industry leaves any location vulnerable to various external factors preventing
tourists from coming to Hawaii. As a result of the global pandemic, Hawaii's overall economy suffered greatly
from April 2020 to April 2021. The state of Hawaii and its residents went from the lowest unemployment rate in
the United States to the highest unemployment rate in one month.

Hawaii's tourism has rebounded in May 2021 with over 500,000 tourists arriving for the month.

By July 2021, tourist arrivals to Hawaii had accounted for approximately one million tourists for the month of July
without the international tourist market, specifically the Japanese market which has had the highest number of
international visitors to the islands for the past four decades. In 2019 Japanese tourists, account for 1.6 million
visitors to the Hawaii islands (Hawaii Tourism Authority COVID-19 Update).

With the rapidly changing tourism landscape there is an unprecedented opportunity for Hawai'i to reexamine the
current tourism offerings and establish a new approach to support a more authentic and sustainable tourism for
the U.S. domestic tourist market. Tourism in Hawaii has faced a number of opportunities challenges with a wide
and varying range of factors (Agrusa, Coats, & Donlin, 2003: Agrusa, et al., 2010; Blair, 2018; Brewbaker, 2019;
Geminiani & Deluca, 2018; Guttentag, 2015; Hawaii Tourism Authority, 2021; Taylor, 2019; UHERO, 2019; Woody,
2015; Yerton, 2019) as well as sustainability concerns along with other international destinations around the globe
(Agrusa et al., 2021; Butler, 1999; Chang, Macaleer, & Ramos, 2020; Cohen, 1988; Dredge, 2017; Hajibab & Dolnicar,
2017; Wilson, 2013). As the continental U.S. is the largest source market for visitors to Hawai'i, the purpose of
this study was to examine the trend towards willingness to purchase and the price point percentage that a U.S.
visitor was willing to pay for an "authentic Hawaiian cultural experience". Another area examined in this study was
the visitor's willingness to pay for products and activities that support "sustainability in Hawaii" and how much
more the visitor would be willing to spend for the activity or product that supports sustainability in Hawaii. Finally,
this study examined if tourists are willing to pay more for the purchase of locally grown food (produce, meat &
fish) and if so how much more (in percentage) are the tourists willing to pay on the restaurant and hotel food bill
to support the locally farme products. A total of 455 survey responses were collected from U.S. residents who
were older than 18 years old and have been or planning on traveling to Hawaii for this study.

Some of the interesting results from the study found that when it comes to supporting tourism experiences that
are respectful of the native Hawaiian culture, over three quarters (76.26%) of participants also stated they would
be willing to pay more. Of the participants who were willing to increase their typical travel expenditures to support
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tourism experiences that respect the Native Hawaiian culture, more than a third (35.38%) of participants were
willing to spend more than ten (10%) percent more. In addition, 18.68% of respondents indicated that they were
willing to spend an additional 15% or more to support tourism experiences that respect the Native Hawaiian
culture.

When it came to supporting tourism experiences that were sustainable, over 70% of the U.S. visitors sampled
indicated that they would be willing to pay more. This is up 38% from a study conducted in 2020 by MMGY Global
(Leposa, 2020). More and more people, especially the younger generations, are pushing towards sustainability.
Of the participants who were willing to increase their typical travel expenditures to support sustainable tourism
in Hawai'i, approximately a third (32.52%) of participants were willing to spend more than ten (>10%) percent
more. Over 15% of the surveyed respondents stated that they were willing to increase their typical travel
expenditures by 16% or more to support sustainable tourism in Hawai'i,

Nearly 80% (78.24%) of the respondents indicated they would be willing to support locally grown food to support
Hawai'i’s farming industry. Of the participants who were willing to increase their typical restaurant bill to support
Hawai'i's farming industry, approximately four out of ten (37.30%) participants stated that they were willing to
increase their food bill by more than ten ( 10%) percent to support local farming. Over 20% of the surveyed
respondents stated that they were willing to increase their typical restaurant bill by 16% or more to support
locally-sourced food and the farming industry of Hawai'i.

The results of the study are beneficial to Hawaii's Tourism Authorities leadership as well as the Hawaii's elected
officials begin the process of redeveloping and repositioning Hawaii's tourism and the tourism products to be
more sustainable for the local residents, the tourists as well as the island's resources.
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A STUDY OF HOTEL AND PROPERTY SECTORS IN MALAYSIA: DEVELOPERS’ VIEWS AND
SELECTED ANALYSES OF PRICE DRIVERS
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Abstract

This paper reports an assessment of supply-demand side economics of hotel and property sectors
while also examining the pricing behaviour of the real estate sector in Malaysia. The first economic
fact about the hotel sector is that it has been carefully developed over several decades and forms
an important destination point for international travellers attracting about 26 million visitors with
demands ranging from simple hotel services to the most exotic private chalets. However, this
sector has gone through a decline since 2017 and has been made worse by the Covid Pandemic.
Analyses ofthe property sector provide interesting, unexpected findings that price increases in
residential unitshave kept pace with inflation in the country. Further localizing production of input
materials and supply of more land regulatory consolidation would help the industry.

Nonetheless, thesupply of built units in recent years has fallen short of national policy aim to
provide affordable housingbecause supply is 22 per cent facing a demand closer to 40 per cent at
costs less than RM250,000. Some insights are gained from examining the broader price drivers
other than inflation tounderstand how the economics of the property sector is shaping up the real
estate economy. Thereis a body of relevant findings to be refined further for policy consideration
to address the affordable housing issue, for more | to be made available (as is done in Melbourne
Australia, as an example), and finally to build local capacity to produce quality items that are
currently imported.

Keywords: Hotel sector; the Housing sector; Property prices; Inflation; Price drivers; Land price;
Supply-side comments

Acknowledgement: This working paper contains vital facts about Malaysia's hotel and residential property
markets from a continuing FRGS-funded (FRGS/1/2020/SS01/SYUC/02/4) study of real estate economics and
finances the Business School's department of economics and finance faculty. We like to record our gratitude
to the top management personnel of 12 property development companies in five significant concentrations
of properties: their cooperation to participatein this study provided insights reported in this paper from their
supply-side economics that createsproperties for sale in those selected regions in this study.

Introduction to Real Estate Research

This paper reports significant findings on the supply-side economics and the economic factorsdriving the
hotel sector and the residential property market in Malaysia. National Property Information Centre report
(NAPIC, 2017) reveals the country's residential price index had sharply increased, recording a maximum value
in 2017, when it started to fall due to economicproblems that can be traced to financial issues of the increased
national debt, slow economic growth on top of financial fallout from the TMDB saga. The Malaysian Housing
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Price Index (MHPI) increased from 97.2 points in 1981 to 184.1 points by 2017, thus increasing by about.
89.40 per cent over 38 years or a 2.3 per cent increase per year. This effectively suggests that prices of
residential properties have almost doubled. However, the doubling of prices may partly be dueto inflation
over the same period. Over the 38 years, cumulative inflation reached or 2.7 per centper year. Arguably,
property market prices have risen to keep in line with inflation. However, one could say building sector
efficiency of about 0.4 per cent can be suggested as the reason for the prices just moving up by less than
inflation.

Some quarters, however, argue that the rapid rise in house prices is not the result of inflation on house
construction inputs. As presented later in this paper, there may be some basis for thisargument. House prices
until 2017 showed a slow but steadily decreasing rate of growth, keeping house prices as a hedge against
inflation, which is consistent with the international behaviour of real estate markets. If so, then other factors
are more likely to contribute to rising house prices. In many countries, this would include a shortage of | of
labour. In Malaysia, however, there is no foreseeable shortage of | labour (in the construction sector),
although most imported items tend to cost more because the currency has depreciated over the period from
one USD at RM=2.56 (1981) to RM4.14 (2021), so important items are increasingly costly. Given these
conditions, the continued rise in house prices must beattributed to something other than inflation forces.

The forces that are likely to affect prices have been identified in several other studies. These factors were
carefully assessed, and time-series data were collected to verify if some of these factors influence the price
formation in this market. The market is defined as the property market across the country as may be assessed
using national data series on prices and other determinants of prices. On-site interviews were conducted with
top management executives of major property developers at their places of work. Further, fieldwork provided
comments fromthese suppliers of built units. The survey was conducted in 2020 before the Covid-19
movement controls came into force in March 2020. Further fieldwork could not be conducteddue to ongoing
pandemic restrictions. The information collected from five different regions is analysed the supply-side
factors affecting prices.

The independent variables known to affect prices were identified from theories and empirical studies on real
estate literature. These factors are identified to collect data over a longperiod: capital gain/loss, rental per
square feet, disposable income, inflation rate, number of marriages, deposit rate, risk premium, and the loan-
to-value ratio. These factors are known independent variables with significant long-run effects on the pricing
of property units. Hence, theresearch question here is, "what are the marginal effects of these factors on the
prices over thetest period in Malaysia?” The results helped to reveal hitherto unknown influences while the
long-run effects of these factors are investigated using advanced econometrics such as the ordinary and the
dynamic ARDL procedures.

The rest of the paper is organized into five more sections. In the ensuing section, an attempt ismade to
describe the economics of the hotel sector. In section 1.3 is the descriptive informationon the items used in
our research to understand their long-run average behaviour. The supply-side comments are examined in
Section 1.4 from the views of the property sector executives to explain that factors affect the supply of built
units. Section 1.5 discusses the economicfactors correlated with the pricing of residential properties. Section
1.6 concludes.

Understanding the Tourism Sector in Malaysia

Tourism is one of the largest industries in Malaysia, contributing 5.9 per cent (RM370 billion) to its gross
domestic product (GDP) and employing close to a quarter of the total workforce in Malaysia in 2020.
Internationally, the tourism sector is expected to grow by 15 per cent per year in employment and value-
added to the global economy. Currently, the Malaysian hotel's sector caters to both international visitors (26
million a year) and local tourists (240 million trips a year). To put things into perspective, the number of
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residents. Units in Malaysia is about 13 million households. The hotel sector, therefore, makes a significant
contribution to employment and to the nation’s income.

Million Employment in Tourism Industries, 2005 - 2017 Share (%)
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Figure 1: Tourism Sector Employment Growth, Malaysia

Fifteen years ago, the tourism industry employed just 1.5 million people compared to more than double that
number in 2020. It is likely to create more value to the economy exp in the next ten years to be a major sector
of the economy as the tourism sector is said to be poised forgrowth once the Covid-19 effect on international
travels is over.

There are about 4,750 tourist hotels in the country, providing a total of 310,000 rooms within Malaysia,
comprised of Peninsular Malaysia and East Malaysia divided by the SouthChina sea. Some of the hotels are
based in the Borneo territory. In fact, one of the four competitors at the top end islocated in the Borneo-end
of the country: The Bunga Raya IslandResort & Spa.

An interesting aspect of this country’s hotel industry is this. There are some 51 boutique resortsin the country,
three of which are in Langkawi. These chalets are in high demand, with the room. Rates only high-net-worth
clients with a zest for privacy, raw nature, hideaway anonymity whiledemanding very high-standard hospitality
services from the staff can afford.

The value-added to the economy is reported to be US$50 billion a year or 15 per cent of the total GDP. The
tourism sector employs 3.5 million workers, with employment growing at double-digits per year. The
structure of the value-added aspect may be understood by lookingat four types of services provided in this
resort. The biggest contributor across the industry to value creation is the cultural-sporting-entertainment
side of tourism. That accounts for some 40 per cent of the value-added in most years. Food services account
for 33 per cent while the accommodation services provide 20 per cent while the rest is from transport and
miscellaneousservices.
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Table 1: List of Exclusive Luxury Hotel (5 Stars and above)

Price From
No Name of Hotel Location (RM)
1 Four Seasons Resort Langkawi Langkawi 3598
2  [The Ritz-Carlton, Langkawi Langkawi 2050
3 |Sweet home bungalow at Penang Penang 1505
4 [The St. Regis Langkawi Langkawi 2050
5 [The Danna Langkawi Langkawi 1300
6  |[Four Seasons Hotel Kuala Lumpur Kuala Lumpur 1010
7  [The Second Homestay 1708 Kuala Lumpur 1750
8  [The St. Regis Kuala Lumpur Kuala Lumpur 751
9  |Marin Oriental, Kuala Lumpur Kuala Lumpur 622
10 |Eastern & Oriental Hotel George Town 728
11 |Gr Hyatt Kuala Lumpur Kuala Lumpur 575
12 UW Marriott Hotel, Kuala Lumpur Kuala Lumpur 416
13 |Pangkor Laut Resort Perak 963
14 |Shangri-La’'s Rasa Ria Resort & Spa Kota Kinabalu 783
15  |W Kuala Lumpur Kuala Lumpur 705
16 [Shangri-La's Tanjung Aru Resort & Spa Kota Kinabalu 1297
17 |Gaya Island Resort Sabah 798
18 [The Ritz-Carlton, Kuala Lumpur Kuala Lumpur 620
19 [The Banjaran Hotsprings Retreat Perak 1594
20 |Shangri-La's Rasa Sayang Resort & Spa, Penang Penang 800
21 [The Majestic Hotel Kuala Lumpur, Autograph Collection Kuala Lumpur 314
22 |Sama Sama Hotel KLIA Selangor 576
23 [The Westin Langkawi Resort & Spa Langkawi 910
24 [Mulu Marriott Resort Sarawak 473
25 [Bunga Raya Island Resort & Spa Gaya Island,Sabah 1400
26 [The Villas at Sunway Resort Hotel & Spa Selangor 411
27  |Shangri-La Hotel Kuala Lumpur Kuala Lumpur 364
28 [The Magellan Sutera Kota Kinabalu 791
29 [Tanjong Jara Resort Terengganu 620
30 Hilton Kota Kinabalu Kota Kinabalu 422
31 [Kota Kinabalu Marriott Hotel Kota Kinabalu 638
32 [The Aman, a Luxury Collection Resort, Langkawi Langkawi 1180
33 |Le Meridien Kuala Lumpur Kuala Lumpur 333
34 [Traders Hotel Kuala Lumpur Kuala Lumpur 432
35 [Forest City Phoenix Hotel Johor 542
36 |New World Petaling Jaya Selangor 342
37 |Lexis Hibiscus Port Dickson Port Dickson 1451
38 |Meritus Pelangi Beach Resort Spa, Langkawi Langkawi 630
39 [The Taaras Beach & Spa Resort Redang, Terengganu 800
40  |Hilton Kuala Lumpur Kuala Lumpur 344
41  |Macalister Mansion George Town 850
42 |G Hotel Kelawai George Town 501
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Figure 2: Inbound tourist expenditure by source country

Another aspect of the industry is the inbound tourist expenditures from selected countries. Thetop five
countries are shown as the key origins of the tourist arrival in Malaysia. The first column indicates that the
top tourist origin is Singapore (both residents of Singapore and thosewho stay in that city make side trips to
Malaysia, providing a total revenue of some RM 6.2 billion in a typical year. In terms of per person expense,
Saudi tourists spend the most at an average of RM 11,100 per visit (per diem expenditure is RM 1,100). The
Saudi tourists also stay the longest period of 10 nights per visit. The total value of the top five tourist-
originatingcountries is RM 15 billion, while the tourism industry is worth about RM 50 billion a year.

The real estate sector serving the hotel industry has been rapid o