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ABSTRACT 

Local cuisine plays a vital role in tourist destinations, serving as an attraction 

for tourists looking for distinctive gastronomic and tourism experiences. Sarawak 

tourism and also its reputable local cuisine, Sarawak Laksa, can use dining experiences 

to excite all five senses, specifically taste, smell, sight, touch, and texture, to enhance 

experiences. It is uncommon to investigate the relevance of sensory and dining 

experiences in terms of sensory preferences and their reflection on destination images 

via social media as part of the research design in the context of gastronomy tourism. 

The aim of the research to determine the elements of Sarawak Laksa in gastronomy 

tourism that are unique and specific to Sarawak., as well as to explore the usage of 

various sensory appeals and its emerging significance in building alternative 

destination images for gastronomic tourist destinations. A qualitative approach was 

used to collect data on actual consuming (in situ) experiences from 25 user-generated 

contents (UGC) in the supplementary video via the online YouTube platform. 

According to the findings, the sense of taste and uniqueness is the most dominant of 

Sarawak's own Laksa sensory dining experience, which also includes novelty and 

emotion elements. The data indicate 19 profoundly important sub-themes: an 

abundance of spices, authenticity, prawny flavor and spiciness, robust herbaceous, 

aromatic, coconut aroma, colorful, attractive, diversity of ingredients, doneness, 

freshness, consistency, crunchiness, and slurp. Furthermore, unique and gratification 

signify novelty, whereas nostalgic and signature feelings represent emotion in the 

context of a dining experience. These findings are based on sensory experiences, which 

have the greatest potential to affect good tourist evaluation and subsequent online 

exposure. In the context of gastronomic tourism, this study indicates that Sarawak 

Laksa has the potential to become a signature identity as an alternative that integrates 

the tourist's image to Sarawak's identity.  
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ABSTRAK 

Masakan tempatan memainkan peranan penting dalam destinasi pelancongan, 

berfungsi sebagai tarikan bagi pelancong yang mencari pengalaman gastronomi dan 

pelancongan yang tersendiri. Pelancongan Sarawak dan juga masakan tempatan yang 

terkenal, Laksa Sarawak, boleh menggunakan pengalaman ketika menjamu selera 

untuk merangsang semua lima deria, khususnya rasa, bau, penglihatan, sentuhan, dan 

tekstur, untuk meningkatkan pengalaman. Menerokai kaitan pengalaman deria dan 

makan dari segi pilihan deria dan refleksi mereka pada imej destinasi melalui media 

sosial sebagai sebahagian daripada reka bentuk penyelidikan dalam konteks 

pelancongan gastronomi adalah terhad. Tujuan penyelidikan ini adalah untuk 

mengenal pasti ciri keistimewaan makanan Laksa Sarawak yang unik dan khusus 

untuk pelancongan gastronomi di Sarawak, serta meneroka penggunaan pelbagai 

tarikan deria dan kepentingannya dalam membina imej alternatif sebagai sebuah 

destinasi berkonsepkan pelancongan gastronomi. Pendekatan kualitatif digunakan 

untuk mengumpul data mengenai pengalaman sebenar (ketika itu) dari 25 kandungan 

yang dihasilkan pengguna (UGC) dalam video melalui platform YouTube dalam 

talian. Menurut penemuan itu, rasa dan keunikan adalah deria yang paling dominan 

dalam pengalaman ketika menjamu Laksa Sarawak, yang juga termasuk unsur-unsur 

novelti dan emosi. Data menunjukkan 19 sub-tema yang sangat penting: banyak 

rempah, keaslian, rasa udang dan pedas, herba yang kuat, bau aroma 

kelapa, persembahan makanan yang berwarna-warni, menarik, kepelbagaian bahan, 

kesempurnaan, kesegaran, konsistensi, kerangupan, dan hirupan. Tambahan pula, unik 

dan kepuasan menandakan sesuatu yang pengalaman yang baharu, manakala nostalgia 

dan perasaan sebagai tanda mewakili emosi dalam konteks pengalaman menjamu 

makanan. Penemuan ini berdasarkan pengalaman deria, yang mempunyai potensi 

terbesar untuk mempengaruhi penilaian pelancong yang baik dan pendedahan dalam 

talian. Dalam konteks pelancongan gastronomi, kajian ini menunjukkan bahawa Laksa 

Sarawak berpotensi menjadi tanda identiti sebagai alternatif yang mengintegrasikan 

imej pelancong kepada identiti Sarawak. 

  



viii 

TABLE OF CONTENTS 

 TITLE PAGE 

 

DECLARATION iii 

DEDICATION iv 

ACKNOWLEDGEMENT v 

ABSTRACT vi 

ABSTRAK vii 

TABLE OF CONTENTS viii 

LIST OF TABLES xi 

LIST OF FIGURES xii 

LIST OF ABBREVIATIONS xiii 

LIST OF APPENDICES xiv 

CHAPTER 1 INTRODUCTION 1 

1.1 Introduction 1 

1.2 Research Background 1 

1.3 Problem statement 5 

1.4 Research Questions 7 

1.5 Research Aim and Objectives 8 

1.6 Significant of study 8 

1.7 Study approach 9 

1.7.1 Phase 1– Preliminary Literature Review 10 

1.7.2 Phase 2 – Building a research method 11 

1.7.3 Phase 3 - Data Collection and Analysis 12 

1.7.4 Phase 4 – Conclusion 13 

1.8 The study’s scope 13 

1.9 Limitation of study 14 

1.10 Structure of thesis 14 

1.11 Summary of chapter 15 



ix 

CHAPTER 2 LITERATURE REVIEW 17 

2.1 Introduction 17 

2.2 Gastronomy and Tourism Experiences 17 

2.2.1 Creative Cities of Gastronomy 20 

2.3 Role of Sensory in Tourism Experiences 22 

2.4 Sensory Experiences and Dining Experiences 24 

2.5 User- generated content in Tourism Experiences 25 

2.6 Local Cuisine as Gastronomic Identity for Destination 
Images 27 

2.7 Summary of chapter 30 

CHAPTER 3 RESEARCH METHODOLOGY 31 

3.1 Introduction 31 

3.2 Background of study 31 

3.2.1 Sarawak and its Authentic Cuisine 33 

3.2.2 Sarawak Laksa 34 

3.2.3 History of Sarawak Laksa 36 

3.3 Conceptual framework 37 

3.4 Research Design 40 

3.5 Data collection 43 

3.6.1 Qualitative approach 44 

3.6.2 Primary data 46 

3.6.3 Secondary data 47 

3.6.4 Sampling 48 

3.6.5 Validity data 49 

3.6.6 Reliability data 50 

3.7 Method of data analysis 50 

3.8 Chapter Summary 52 

CHAPTER 4 ANALYSIS AND FINDINGS 53 

4.1 Introduction 53 

4.2 Profile of sources 53 

4.3 Tasting Experience: Sensory Experience of Sarawak 
Laksa 55 



x 

4.3.1 Taste 55 

4.3.2 Smell 57 

4.3.3 Sight 58 

4.3.4 Texture 59 

4.3.5 Sound 60 

4.4 Uniqueness of Food Experience 60 

4.4.1 Novelty (Manifest) 60 

4.4.2 Emotion (Latent) 62 

4.5 Summary of findings 63 

CHAPTER 5 DISCUSSION AND CONCLUSION 65 

5.1 Introduction 65 

5.2 Discussion of findings 65 

5.3 Contribution of study 72 

5.3.1 Theoretical Contribution 72 

5.3.2 Managerial Implication 73 

5.4 Recommendation of future research 74 

5.5 Conclusion 75 

REFERENCES 77 

 

  



xi 

LIST OF TABLES 

TABLE NO. TITLE PAGE 

Table 4.1 Sample Profiles 54 

 

  



xii 

LIST OF FIGURES 

FIGURE NO. TITLE PAGE 

Figure 1.1 Front page report of UCCN Kuching City of Gastronomy 4 

Figure 1.2 The study flowchart 10 

Figure 2.1 Tourism Experience Phases. 19 

Figure 2.2 Gastronomy Identity Model 29 

Figure 3.1 Map of Sarawak, Malaysia 32 

Figure 3.2 Sarawak Laksa been honoured as the best Asian food. 35 

Figure 3.3 Sarawak Laksa as a “Breakfast of Gods”  36 

Figure 3.4 Sarawak Laksa  37 

Figure 3.5 Conceptual Framework for this study 39 

Figure 3.6 Summary of Research Framework 42 

Figure 3.7 Flow of Data Collection Process 45 

Figure 3.8 Social Media User Penetration in Malaysia 46 

Figure 3.9 A Flowchart of Screening Data Sampling 49 

Figure 3.10 Steps in Thematic Analysis 51 

Figure 5.1 Summary of Findings 71 

 

  



xiii 

LIST OF ABBREVIATIONS 

UNWTO - United Nations World Tourism Organization 

UNESCO - United Nations Educational, Scientific and Cultural 

Organization 

UCCN - UNESCO Creative City Network 

UGC - User - Generated Content 

eWOM - Electronic Word of Mouth 

WOM - Word of Mouth 

VLOG - Video Blog or Video Log 

   

   

   

   

   

   

   

   

   

   

   

   

   

   

  



xiv 

 

LIST OF APPENDICES 

APPENDIX TITLE PAGE 

Appendix A Online Observation Checklist 93 

Appendix B User-Generated Contents’ Review Form 94 

 

 

 

 



 

1 

CHAPTER 1  
 

 

INTRODUCTION 

1.1 Introduction 

Overview of the research is provided in this chapter on evaluating gastronomy 

sensory experiences of Sarawak Laksa as alternative destination images. This chapter 

starts with an overview of the research and a problem statement in order to focus on 

the tourist sensory experience through consumption of Sarawak Laksa as local food 

cuisine in the context of gastronomy destination images. In addition, this chapter 

expands on the study's significance, approach, scope, and thesis organization. 

1.2 Research Background 

According to the United Nations World Tourism Organization (UNWTO), 

gastronomy tourism is defined as follows: an activity involving tourists' food-related 

experiences while travelling. The search for unique experiences is becoming more 

intense as global competition between tourist destinations increases (UNWTO, 2017). 

Most probably countries using local food cuisine to sell historic and as marketable 

identities to attract tourists and pleasure them with curiosity (Long, 2004). Essentially, 

gastronomic tourism is a link between a destination and tourists that allows them to 

learn more about a place's culture and culinary offerings as well as a growing 

component of a destination's image identity (Marine-Roig et al.,2019). This indicates 

that a diverse range of destinations around the world have established food as their 

signature attraction (Björk et al., 2016; Folgado-Fernández et al., 2017).  According to 

Naruetharadhol et al. (2020), gastronomic tourism is considered to be a component of 

cultural tourism attractions since it has the potential to attract tourists and provide them 

with a unique tourism experience (Robinson & Getz, 2014). As gastronomy plays a 

big role as a strong tourism attraction in a tourism destination, food does indeed have 
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a strong influence on a country's economic growth (Hjalager & Corigliano, 2000). In 

addition to providing delight through food tasting, gastronomy tourism also plays a 

crucial educational function within the destination's culture and has the capability to 

raise sustainability (Long,2013).  

Previous research indicates the importance of food in tourism, as food 

consumption on the trip covers the cost 40% or one-third of the total travel budget, 

which contributes to the economic development of the countries (Boyne et al., 2003). 

To portray the destination's culture, gastronomy tourism is an important feature that 

should not be disregarded. (Timothy, 2011). Tasting as well as consumption of local 

cuisine is a vital aspect of the tourism experience, as stated by Hjalager and Richards 

(2002). Local foods and drinks also help tourists discover traditional cuisine with 

unique flavours based on previous study done by Fields, (2002); Ryu and Jang, (2006); 

Sparks, (2007). The expected market size, growth, and economic development 

contribution of gastronomic or food tourism research keeps researchers and 

practitioners interested.  

Sensory appeals of food, such as sight, smell, sound, taste, and texture, are 

always the most essential drivers for consumers to evaluate the quality of a product, 

particularly when it comes to food consumption and tasting. Understanding the 

behavior of the senses is becoming increasingly important during the consumer's 

decision-making process. Humans constantly use them to produce and generate 

perceptions of the stimuli around them, and these impressions are gathered and 

analyzed, culminating in the creation of knowledge about the stimuli (Yoon & Park, 

2012). People who eat local food may have both positive and negative emotions, like 

frustration, dissatisfaction, satisfaction, happiness, enjoyment, and optimism (Mak et 

al., 2012b). Westbrook & Oliver, (1991) claimed that all those are caused by food 

consumption.  

Therefore, local cuisine is used by many tourist attractions across the world to 

convince travelers to visit their eateries because it is authentic, distinctive and has been 

passed down through the generations (UNWTO, 2017). Previous research on food-

related emotions has focused on backpackers (Falconer, 2013), specific places 

(Edwards et al., 2013), festivals (Organ et al., 2015), eateries (Jang & Ha, 2015), rural 

contexts (Sthapit, 2017), particular attraction (Sthapit, 2017) and unpleasant feelings 
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(Jin et al., 2020). Another food consumption by tourists is focused on the foodscape 

by (Björk & Kauppinen-Räisänen, 2019) and its impact on other constructions by 

(Piramanayagam et al., 2020). In addition, based on (Sthapit, 2019), studies on the 

emotional elements of local cuisine experiences are lacking.  

 In the concept of experience economy, Larsen et al. (2008) describe 

experience as a noun and a verb. By noun, experience as the observation and direct 

involvement in an event. In this perspective, researchers believe that experience equals 

pleasure. In other hand, the authors describe experience as a verb as undergoing an 

emotional sensation. Before the event, there are personal expectations, emotional 

reactions, and memories and remembrance (after the event). In this situation, the 

experience is designed by the tourists but defined in location and time. However, 

consumers in the fastest growing experience economy, according to Pine and Gilmore 

(1998), are looking for one-of-a-kind, unforgettable, and sensation-filled long-lasting 

experiences. Experiences with local culture and cuisine, according to Chandralal and 

Valenzuelas (2013), strengthen vacation memories.   

According to Diţoiu et al. (2014), the tourist experiences sensations and 

emotions throughout the entire experience (pre-consumption, real consumption, and 

post-consumption), which might contribute to the establishment of some strong and 

unique attachments with the destination. When these connections are made, the image 

of a place is formed. Sensory experience is thought to be an important part of this 

study, because it might connect the image a tourist perceives with the sensory 

signatures for destination. Moreover, Diţoiu et al. (2014) clarified sensory experience 

is a destination placement strategy that serves as a medium between the destination's 

identity and image, between "having the product on stage" and its consumption. As 

cited by (Govers and Go, 2009), customers are drawn into social activities and 

interactions through experiences that engage their senses, emotions, and thoughts.  

As stated by Raji et al., (2017), Malaysia is known as one of the best tourism 

destinations which serves as a melting pot of various foods from diverse cultures and 

ethnicities. Food is a crucial feature of the culinary attraction of a particular destination 

in Malaysia, as it is in other nations. Each ethnic group is believed to have its own 

distinct and different food that would appeal to tourists. Due to its many ethnic groups, 

races, cultural habits, and beliefs, Malaysia is a gastronomic heaven (Abdul Karim, 
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2011). Considering Sarawak is Malaysia's largest multi-cultural state in Malaysia, with 

more than 30 ethnic groups and a diverse range of distinctive cultures in terms of 

traditional costume, music, lifestyles, dialects, religion, and especially their own 

distinctive cuisines (Attila, 2007), a similar study would be ideal. In addition, Leong 

et al. (2012) claimed that the uniqueness and originality of exotic food has increased 

interest among international tourists because Malaysia offers both mixed local and 

international foods from around the world.  

 

 

Figure 1.1 Front page report of UCCN Kuching City of Gastronomy 

(Sources website: www.kuchingcreativecity.com) 
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1.3 Problem statement 

Gastronomy is a valuable resource in the value and distinction of locations, and 

gastronomy tourism has grown into a separate market niche. (UNWTO, 2017). 

Tourists who travel specifically for the purpose of finding authentic cuisine and 

gastronomy spend more than the ordinary tourist because they value gastronomy as a 

means of socializing and exchanging experiences (Daries et al., 2018). It is revealed 

in the Tourism Satellite Account in 2019, Food and Beverage is the second highest 

contribution (with 18%) from RM 240.2 billion in the context of main components of 

the tourism expenditure to Malaysia economy. Gastronomic tourism, once considered 

a niche industry, is now allegedly acknowledged as a crucial component in attracting 

more international travelers (Jalis et. al, 2009). Furthermore, local food cuisine has 

been discovered to be an important aspect of the tourism system and a crucial 

component of the tourism experience. (Chang, 2011). As a result, an increasing 

number of cultural recognition and commercial discovery, rural tourism locations are 

encouraging the rehabilitation and promotion of local gastronomy. (Zhang et al., 

2019).  

In gastronomy tourism, technology can be used to promote authenticity and a 

storytelling about the people and things in local areas (UNWTO, 2018a; 2018b). 

Malaysia has become a popular destination for international tourists looking to 

appreciate 'the art of eating' as a result of the uniqueness of Malaysian culinary 

delicacies (Zainal et al., 2010).   Relevant to communication, gastronomy in tourism 

allows destinations to construct a narrative in a more suggestive and emotional 

manner, allowing them to reach a much more demanding and hyper-connected 

customer. According to UNWTO, the use of technology has also made it easier for the 

local community and travelers to participate in the creation of this phenomenon. Travel 

accessibility is revolutionizing all aspects of travel arranging, notably online markets 

and digital platforms (Euromonitor International, 2014; Sotiriadis & Nduna, 2019).  

Researchers and professionals remain to be interested in gastronomic or food 

tourism research due to the anticipated global demand and evolution, as well as the 

regional economic significance. International tourists are interested in learning about 

unique local delicacies and are more likely to try traditional meals, according to Jalis 
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et al., (2009), which can enhance their experience and create a more enjoyable holiday 

atmosphere when visiting Malaysia. Nonetheless, the developing field of gastronomy 

tourism study is in its infancy (Balderas-Cejudo et al., 2019; Berbel- Pneda et al., 

2019). Based on previous studies, gastronomic tourism experiences can be classified 

according to a number of factors, including geographic tourist attraction (Kivela & 

Crotts, 2006), preparation of food, culture and consumption, culinary style and 

gastronomic consumers (Roozbeh et al., 2013), quality of the food (Silkes, 2012), 

diverse culture, interpersonal, enjoyment, food taste, and health issues (Kim & Eves, 

2012).   As a consequence, Ling et al. (2010), tourists can observe and taste a variety 

of local cuisines while dining in Malaysia, particularly at hawker stalls and night 

markets. 

Because tourism is the hub of information sector Werthner and Klein, (1999), 

it is critical for tourism destinations or businesses to give high-quality material for 

online marketing, particularly in social media, where its popularity is steadily growing.  

There is a gap in the utilisation of secondary data derived from big data and social 

media (Naruetharadhol et al., 2020). This knowledge gap must be filled in order for a 

greater knowledge of the value of digital marketing and communications in boosting 

gastronomy tourism in order to entice, interact, and develop relationships with 

gastronomic tourists' to be accomplished (Dixit, 2019). Additionally, (Changlu, 2016) 

claimed that social media as a tourism information and services plan could be used to 

dominate the behavioral intentions of tourists.  

Besides, according to (Omar et al., 2015), the qualities of local Malaysian food 

can influence a tourist's intention to purchase. Tourists typically learn about a shared 

cultural cuisine through ads, social media, and word of mouth, most commonly from 

other tourists. As a result of the use of social media and user-generated content, 

gastronomic tourism demands additional support in digital transformation. It means 

that gastronomy tourism has the potential to revitalize regional gastronomies, food 

heritage, and unique foodways, thereby increasing community pride among residents 

and providing tourists with an authentic experience. (Kim et al., 2019). However, there 

is a rising difficulty in terms of promotion and implementing performance methods. 

(UNWTO, 2017).   
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Although a few reviews of literature on previous research such as (Attila, 

2007), (Langgat et al., 2011), (Nading, 2015), and (Sageng et al., 2020) have studied 

the ethnic food on Sarawak Cuisine on tourists' perceptions of local gastronomy, they 

did not focus on gastronomic tourist sensory experience that profited in the 

development of sensory signatures for the destination as well as destination images. 

None of the studies listed above in the context of Sarawak local food cuisine place a 

strong emphasis on gastronomic tourist experiences that are evaluated on a sensory 

level. Sarawak Laksa was chosen to be investigated in the context of sensory 

experience for the aim of this research since it is one of the most popular local cuisines 

in Sarawak and is currently recognised as Best Asian Food on the Taste Atlas website. 

 

 

 

1.4 Research Questions 

The problem statement generated a set of questions to obtain understanding into 

gastronomy sensory experience, particularly thus in perspective of Sarawak Laksa 

cuisine. As a result, following are the research questions in this study were 

addressed:  

  

1. What are the distinctive features in local food of Sarawak Laksa that 

influence the sensory experience?  

2. In what aspects does local food of Sarawak Laksa appeal to tourists' sensory 

experiences?  

3. What is the ultimate tourist sensory experience of consuming Sarawak Laksa 

in regards to gastronomic destination images?  
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1.5 Research Aim and Objectives 

This study's aim is to determine the elements of Sarawak Laksa in gastronomy 

tourism that are unique and specific to Sarawak. Based on the research questions, 

three research objectives were created. The study's objectives were:  

  

1. To identify the distinctive features of gastronomy that influence significantly 

to tourists' sensory experiences. 

2. To explore the sensory appeals based on the tourists’ sensory experience.  

3. To describe the sensory experience of tourists in connection to images of 

gastronomy destinations.  

 

 

1.6 Significant of study 

This research will contribute to the development of a comprehensive tourist 

sensory experiences conceptual framework, a systematic approach, as well as 

theoretical values for the comprehensive sensory experience of a tourist in relation to 

gastronomy tourism. As a consequence, this research will add to the body of academic 

research while also allowing for the exploration of sensory experience. This research 

has validated the requirement for present academic research to investigate the critical 

role senses of the human in enhancing tourism encounter understanding into its 

intensity. This would lead to a more comprehensive understanding of tourists' 

perceptions through their senses, resulting in values and preferences, as well as 

strategic promotional and marketing efforts. 

 

Many countries around the world are renowned for their gastronomic diversity. 

The UNESCO Creative Cities Network (UCCN) was founded in 2004 in response to 

growing interest in gastronomy as a cultural feature of the destination, embracing 

gastronomy as among the intangible heritage aspects encouraging destination 

development via creativity and culture (Xiaomin, 2017). In view of Malaysia's tourism 

industry, the values would enhance Sarawak's portrayal, as embodied by Kuching 

City's image as a member of the UCCN and a Culinary Centre in Sarawak. Sarawak's 
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capital, Kuching, which is an example of an increasingly popular gastronomic 

destination in the state of Sarawak, as stated in (The Star, 2021), has become 

Malaysia's first city to be approved into the UNESCO Creative Cities Network 

(UCCN) in the field of gastronomy. Following the publication of this article, Datuk 

Seri Abdul Karim Rahman Hamzah, Minister of State for Tourism, Arts, and Culture, 

expressed his delight at this incredible accomplishment, indicating that it will have a 

tremendous impact on local socioeconomic development (The Star, 2021).  

A systematic approach to evaluating the unique components of gastronomy in 

relation to the sensory experience of the tourist would emerge in values that contribute 

to the exploration of the tourist experience. As a consequence, tourists' perceptions of 

an outstanding experience and its connection to gastronomy tourism offerings might 

be improved as a result of engaging and participating in tourism-related activities by 

sensory experience. In summary, this research helps provide values for exploring 

tourist experiences and evaluations of local gastronomy tourism offerings that result 

in tourism experience sustainability. 

 

1.7 Study approach 

The research is carried out in four phases: literature review, development of 

research method, a data collection and analysis stage, and a discussion with 

conclusion.  The four phases in this study are included in the figure below (as indicated 

in Figure 1.2).  
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Figure 1.2 The study flowchart 

 

 

1.7.1 Phase 1– Preliminary Literature Review 

To begin, a comprehensive assessment is essential to literature on experience 

and gastronomy in numerous fields of research, for example as gastronomy, 

psychology, culinary and food development, marketing, and tourism, the researcher 

set out to find insights. To evaluate previous literature, a collection of primary and 

secondary resources was used, including associated agency reports, journals, and 

articles from travel publications, websites, and other promotional materials. This 

phase's objective was to establish contact utilising the existing trends in scholarly 

literature as well as the tourism industry, with a particular emphasis on Malaysia and 

Sarawak. During this phase, the establishment of a conceptual framework was 

completed in accordance with the research purpose, questions, and objectives. 
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Additionally, this phase has facilitated a significant volume of information in terms of 

advancement associated features to tourists' sensory experiences, which may be 

influenced by elements of local food cuisine, particularly in the case of gastronomy 

destination images.  

Review of prior study publications for example (Attila, 2007, Langgat et al., 

2011, Nading, 2015, and Sageng et al., 2020) has studied the ethnic food on Sarawak 

Cuisine on the perception of tourists. In spite of the fact that Sageng et al., (2020) 

conducted a study on how the way of Sarawak ethnic food cuisine was prepared and 

served in appreciating the traditional way to maintain the unique flavor of Sarawak, 

the study did not focus on how the characteristics of the characteristics of Sarawak's 

local cuisine may have an impact on the values regarded from the point of the tourist 

sensory experience. Thus, the current study provided an opportunity for further 

research into the potential of gastronomy on local food features from the perspective 

of the unfulfilled tourist sensory experience. 

 

 

1.7.2 Phase 2 – Building a research method 

A significant part of this study is identifying the research goal, research 

questions and research objectives, with the scope of the study. It is necessary to have 

a thorough understanding of past research as well as the chosen subject area in order 

to completely understand the data that will be collected. Understanding the research 

background and study area, in addition to the research question, might assist the 

researcher in planning how to create this study. The research's scope of this study is 

determined and outlined in relation towards its defined goal and objectives in order to 

identify what data is to be collected. The scope of the study is further developed in this 

chapter, as previously stated in the previous section. As a result of the selection of a 

research purpose, research questions, and research objectives, as well as a study's 

scope, the research method that will be used during the data collection and analysis is 

determined. 
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1.7.3 Phase 3 - Data Collection and Analysis 

Data collection approach for this research is directed by the researcher's 

conceptualization of the research design. The research design is based on a previous 

academic study on the influence of tourist sensory experience on destination image, 

with some modifications made to ensure applicability for this study. The critical nature 

of precise data collection is critical for the integrity of this research.  Briefly, this 

research uses both primary and secondary data collection methods. The primary data 

is obtained based observation through online platform in the context of gastronomy 

tourism sensory experience of Sarawak local food cuisine. Before researcher conduct 

further study data collection, a deep understanding regarding the phenomenon of 

gastronomic tourism sensory experience that related with Sarawak local food cuisine 

is first been activated. Chapter 3 of this dissertation discusses the data collection 

method in detail. 

A qualitative data approach was primarily employed to research and document 

the five senses elements influenced by Sarawak Laksa local food cuisine.  To answer 

the research questions outlined before, understanding and methodological approaches 

are required. Secondary data is obtained by reviewing previous academic academics' 

publications, journal articles, and reviews, reports on tourism and newspapers as well 

as magazines related.  The data analysis undertaken to assist the researcher organise 

the findings from various data received during data collection. Moreover, this phase 

enables the researcher to accomplish the study.  As stated by Braun and Clarke (2012), 

using thematic analysis to gain a better understanding of the experiences, thoughts, 

and behaviors represented in a dataset when conducting research is appropriate.   

 

Within five months, the online observation was completed, and a total of 25 

accounts of user-generated content (UGC) from the YouTube media platform were 

employed for data collection and analysis. The data was subjected to thematic analysis 

in order to allow for the interpretation of the findings to be produced. Using inductive 

thematic analysis, the qualitative data of tourist sensory experiences were analyzed 

and coded as well as sorting into theme and sub-theme to produce a final result. In 

order to validate each variable and item of tourist's sensory experience in the research 

area, a content validity approach was used in conjunction with construct validation to 
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complete the validation process. This study focuses on determining alternative 

Sarawak destination images using tourist sensory experience. 

 

 

1.7.4 Phase 4 – Conclusion  

Here, the dissertation summarizes the data analysis findings and discusses the 

most important ones. Eventually, some literature reviews that return up the statement 

are associated to the discussions. Following the data analysis and validation phase of 

content validity, it was expected that the explanations of the findings would indeed be 

relevant to the research questions topics, hence fulfilling the research aim and the 

research objectives. The study will be able to reveal the sensory experience of tourists 

in the context of gastronomic tourism, specifically in response to Sarawak's local 

cuisine, as an outcome of these interpretations. 

 

 

1.8 The study’s scope 

In the context of gastronomic tourism, the study of tourists' sensory 

experiences mainly in the UNESCO Creative Cities Network (UCCN), is still in its 

early stages, particularly in Malaysia. The concept of tourist sensory experience 

perspectives in evaluating acceptance values towards Sarawak Laksa local food 

cuisine was utilised to highlight the relevance of investigating something as important 

as tourist experience. In reality, it would have a significant impact on the development 

of values and pride in the uniqueness of gastronomic tourism offerings, which are 

constantly affected by the sensory experiences of tourists.  As a result, the study's scope 

remained solely focused on tourists' perceptions with gastronomy elements to better 

understand their evaluation of having Sarawak Laksa through their five senses of sight, 

smell, sound, taste, and texture. 

 

 



 

14 

1.9 Limitation of study 

Despite the attempt to alleviate problems with the study, there are still some 

limitations. First, all respondents are gathered from online social media platforms 

hence making the results specifically to only from user-generated contents preferences 

of sensory experience. Furthermore, the research's main major constraint in terms of 

selection and data collecting is that it is restricted to an online social media platform 

for gastronomic tourism in Sarawak. As a result, due to differences in gastronomy 

tourism products, tastes and cultural preferences, and difficulties at each place, the 

approaches can be generalized to other platforms or destinations. The data obtained 

for this study solely includes textual information about the gastronomy experience of 

eating Sarawak Laksa; no other information, such as trip types, was included. 

Quantitative data from respondents' profiles, as well as their eating habits and 

preferences, may be included in a future study to uncover demographic-specific 

segmentation. Future research could include sampling and data collection from other 

online platforms for gastronomy tourism in other countries or other tourism research 

areas, as well as the features and behaviour of reviewers for further investigation. 

 

 

1.10 Structure of thesis 

This thesis study is divided into five chapters. In the first chapter, the general 

focus is explained, as well as an overview of the entire structure of the thesis. There 

are brief descriptions of the research background and related issues, after which the 

research questions and research objectives are developed.  

 

In Chapter 2, further discuss on the thorough detail reviews by referring to the 

research of earlier literature, scholarly papers, publications, journals and articles, 

tourism reports, and a few additional online references. The reviews assist the 

researcher and prospective viewers in getting a better understanding of the study's 

topics. Begin with multidisciplinary approaches to investigate the tourist sensory 

experience, which is highly integrated in tourism literature. Furthermore, it emphasizes 

the significance of each sensory perception in appreciating gastronomic product 
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offerings as well as the framework of tourist sensory experience pertaining to local 

food cuisine. The chapter proceeds with a review of Sarawak's background, which 

brings knowledge of its authentic and unique gastronomy offering, and especially how 

this state has been nominated as UNESCO Creative Cities Network (UCCN) that 

represents Kuching City as the center of culinary, along with challenges and issues 

relating to Sarawak's gastronomy food exploration and its uniqueness in terms of 

gastronomy tourism. 

The methodology used to perform this research is explained in depth in Chapter 

3. This chapter provides a critical overview of the study method's planning and 

organization in order to meet the research's objectives. This chapter expands on the 

approach of collecting primary and secondary data. The data analysis method used in 

generating the procedure has also been elaborated.  

Chapter 4 presents the study's analysis and findings based on the obtained data. 

This chapter summarizes the results of a detailed study of the data. This chapter also 

includes several discussions on the study's findings, which are then validated by the 

findings of prior similar fields of experts. Furthermore, the findings of this chapter will 

be used to enhance knowledge and values of gastronomy tourism from the perspectives 

of tourists' sensory experiences.   

The final section, as in Chapter 5, presents the study's conclusion. Addresses 

the research questions in order to achieve the research objectives, then concludes and 

summarizes the findings. It also examines the study's significance and limitations, as 

well as future research on what could be best to advance tourists' sensory experiences. 

 

 

1.11 Summary of chapter 

This chapter describes a study on tourist sensory experiences at gastronomic 

destinations. As a consequence, research questions and research objectives were 

created in order to better comprehend tourist sensory experience when consuming 

gastronomic local food offers. This chapter is critical since it highlights the major 

components of the research and will act as the main direction for the researcher 

throughout the completion of this thesis. 
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