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ABSTRACT

Continual efforts have been made by national organizations to discover new tourism
products and activities that have the opportunity of being marketed and promoted in Sarawak.
Gastronomy has been identified as one of the new tourism product which is directly relevant
to the Sarawak context. At present gastronomy is a valuable source of attracting tourists from
all over the world and this has led to the empirical investigation on domestic tourist
perception of Sarawak ethnic native’s food. This research is to determine the most popular
preference of Sarawak ethnic native’s food among the domestic tourist in Malaysia and to
perceive the image of Sarawak ethnic native’s food from the domestic tourist point of view.
This research was conducted to identify the potential of Sarawak ethnic native’s food to be
developed as a main tourism product in Sarawak. The sample population was randomly
selected among the domestic tourist in Malaysia those who come from Peninsular Malaysia
and Sabah that had consumed and experienced Sarawak ethnic native’s food during their
vacation in Sarawak. In this research, predominantly the data were based on self-completed
questionnaires using SurveyMonkey software. A series of statistical analyses were employed
by looking at the frequencies, mean scores and standard deviation through descriptive and
parametric statistics. The results revealed that the majority of domestic tourists perceived that
Sarawak ethnic native food has a original and exotic taste. Most of the domestic tourist said
that the Sarawak ethnic native’s food look attractive and has a very unique cooking style.
Majority of the domestic tourists perceived that the identity and culture of each ethnic
native’s group in Sarawak can be seen through their food. The findings demonstrated that the
Sarawak ethnic native’s food can be a catalyst for boosting the local economy in Sarawak.



ABSTRAK

Usaha yang berterusan telah dibuat oleh organisasi di peringkat nasional untuk
mencari produk pelancongan yang baru dan dan aktiviti-aktiviti pelancongan yang
berpontensi untuk dipasarkan dan didipromosikan di Sarawak. Pelancongan makanan telah
dikenalpasti sebagai salah satu produk pelancongan yang baru dimana ia relevan dalam
kontek pelancongan di Sarawak. Pada masa kini, pelancongan makanan adalah sumber yang
berguna di seluruh dunia dimana ia membawa kepada penyiasatan empirikal terhadap
persepsi pelancong domestik di Malaysia tentang makanan tradisi suku kaum etnik di
Sarawak. Kajian ini bertujuan untuk menentukan makanan tradisi Sarawak yang paling
dikenali atau tidak dikenali oleh pelancong domestik di Malaysia dan untuk menilai persepsi
pelancong domestik ini terhadap makanan tradisi suku kaum etnik di Sarawak. Kajian ini
juga dijalankan untuk menentukan potensi makanan tradisi suku kaum etnik di Sarawak ini
sebagai produk pelancongan utama di Sarawak. Sampel populasi dipilih secara rawak di
kalangan pelancong domestik iaitu pelancong dari Semenanjung Malaysia dan dari sabah
khas bagi yang pernah merasa makanan tradisi kaum etnik Sarawak dan pengalaman mereka
semasa merasai makanan ini ketika berkunjung ke Sarawak. Dalam kajian ini, data
diperolehi melalui kajian soal selidik menggunakan perisian yang dipanggil SurveyMonkey.
Satu siri analisis statistik telah digunakan bagi menentukan kekerapan, skor min dan sisihan
piawai dengan menggunakan statistik deskriptif dan berparameter. Hasil kajian
menunjukkan bahawa majoriti pelancong domestik menilai makanan tradisi suku kaum etnik
di Sarawak mempunyai rasa yang asli dan eksotik.Kebanyakkan pelancong domestik
mengatakan bahawa makanan tradisi suku kaum etnik di Sarawak kelihatan menarik dan
mempunyai cara masakan yang unik. Kebanyakkan daripada pelancong domestik tersebut
juga juga berpendapat bahawa bahawa identiti setiap suku kaum etnik di Sarawak dapat
dilihat melalui makanan tradisi etnik masing-masing. Hasil kajian menunjukkan bahawa
makanan tradisi suku kaum etnik di Sarawak boleh menjadi pemangkin untuk menjana
ekonomi industri tempatan di Sarawak.
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CHAPTER 1

INTRODUCTION OF THE RESEARCH

1.1 Introduction

This first chapter is divided into ten sections. In the first section, the
background of study which is about scope of tourism, focusing on the products and
activities and how they relate to gastronomy is discussed. This is followed by the
second section which clarifies the Sarawak tourism industry scenario and its
contribution as an economic generator as well as the promotional strategies used by
the government. The issue or problem statement related to the Sarawak gastronomy
products is also emphasized in section three. The aim of objective stated in section
four while objectives is in section five, while the research questions of the study are
then highlighted in the sixth sections of this chapter. The seventh section is about the
limitation of research and the section eighth discussed about the early methodology.
The ninth section is explains the significance of the study from academic and
practical perspectives. Subsequently, the organization or structure of the thesis is
highlighted in the last section.

1.2 Background of research

In the last three decades, people have mostly associated tourism with
travelling for pleasure, and consider it as one industry (Kay, 2003). Some consider
the tourism industry just provides services related to leisure and recreation
(Michelitsch, 2001). Hunt and Layne (1991) acknowledged that those perceptions



were mostly accepted until the late 1970s, but gradually changed in the mid 1980s
when people start looking at the broader realm of this industry. They described
tourism as the activity of people taking trips away from home and the industry which
has developed in response to this activity. Tourism is also looked on as a temporary
movement of people to destinations away from their normal residences for leisure or
recreation (Theobald, 1998; Hankinson, 2005).

According to the World Tourism Organization (WTO, 1998), tourism
comprises the activities of persons travelling to and staying in places outside their
usual environment for not more than one consecutive year for leisure, business and
other purposes not related to the exercise of an activity remunerated from within the
place visited. From another view, Baker (1995) and Leiper (2003) summarized
tourism as activities which involved staying at a hotel or resort (accommodation),
shopping or mountain climbing (recreational and leisure), cruising (transportation),
attending meetings and conferences (business). Retrospectively, Hall (2003) and Kay
(2003) elaborated that tourism activity encompasses various sectors such as
accommodation, leisure, recreation, sports, culture, transportation and business
including food and beverages. Goeldner and Ritchie (2006) asserted that tourism was
the processes, activities and outcomes arising from the relationships and the
interactions among tourists, tourism suppliers, host governments, communities and
surrounding environments. In recent years, tourism activities have also included
travel to areas of natural or ecological interest for the purpose of observing wildlife
and learning about the environment as wild life ecotourism (Cho, 1998), appreciating
the timelessness of landscapes as geo-tourism (Hose, 2005), travelling through past
legacies as heritage tourism and contemporary recreation as transport tourism (Hall,
2005). In sum, all these types of tourism activities produced different kinds of

experiences (Long, 2004).

Besides the above notion, Goeldner and Ritchie (2006) have stated that food

and beverages cannot be ignored by tourists and some consider them as one of the



most important elements when they are travelling. Richards (2002) contended that,
besides experiencing various tourism activities, tourists without doubt will encounter
different types of food and beverages in the visited country. In other words, during
the vacation period, he argued, tourists will not only experience and consume
varieties of food and beverages, but also learn about the food culture and heritage of
that particular country and consider all these foods and beverages and food-related

activities as part of gastronomy products Hall and Mitchell (2005).

Having touched on the word gastronomy, it is important at this stage to
explain this term as it is strongly related to the present study. In most dictionaries,
gastronomy is referred to exclusively as the art of cooking and good eating. Brillat
Savarin (1826 cited in Santich, 2003) described gastronomy as relating to the way in
which foods are produced, the economy and treatment of food, their storage and
transport, processing, their preparation and cooking, meals and manners, the
chemistry of food, digestion and the sociological effects of food, food choices as well
as customs and tradition. Borchgrevink, Nelso and Ruf (1998) described gastronomy
as the art and science of food and beverages. It involves the study of the technology
of food, consumption and its applications. Santich (2003) argued that this term not
only relates to the production and preparation of food and drink, but it also relates to
how, where, when and why people eat. She further claimed that gastronomy is
associated with the social, cultural and historical aspects of food and eating,
encompassing cuisine, restaurants, dining, food culture and tourism. This broad
definition clearly implies that gastronomy not only offers a path towards an
understanding of the art and science of food and good eating, but it also has great
relevance to the society and culture and plays a part in the wider economy as tourism
products (Bessiere, 1998). Santich (1996b), Quan and Wang (2004), Hall and
Mitchell (2005), Shenoy (2005) and Karim (2006) in fact maintain that gastronomy
is one of the new tourism products which provides a unique experience and

enjoyment for, and is most memorable to the tourists.



To date, apart from gastronomy, various dimensions and perspectives of
tourism products have been studied by many researchers ( Mcintosh, Goeldner and
Ritchie, 1995; Theobald, 1998; Goeldner and Ritchie, 2006). For instance, Theobald
(1998) and Goeldner and Ritchie (2006) addressed transport as a vital component of
the tourism industry to transmit tourists from one place to another. Lamb and
Davidson (1996) on the other hand noted that transport can also form the focal point
for tourists' activities, such as cruising, bicycle tours, motor coach and rail heritage
trips that contain a significant experience of travelling. On recreation and leisure,
Hall (2003) stressed that these have strong relationships with tourism, Mcintosh, et
al. (1995) identified the significant impacts on travelling motivation among tourists

in relation to cultural characteristics.

Sport-related tourism has also a central focus among the researchers. Some
have recognised that more and more people travel to participate in or watch sport
events (Delpy, 1998; Gibson, 1998). On the other hand, Timothy (2005) discovered
there is a relationship between health and tourism which has been deep-rooted in
many cultures since the early days when tourists travelled far from their homes for
medical treatment. Apparently, this practice is more prevalent in recent years owing
to the heavy emphasis on health promotion co-ordinated by many governments.

However, despite the proliferation of such studies there has been very limited
analysis of the relationship between tourism and gastronomy (Hjalager, and
Richards, Hall and Mitchell, 2005). In other words, the extent of tourists'
involvement with the food and beverage consumption of the visited country, and the
extent of their experience of food and beverages related activities such as food
culture and heritage have not yet been widely researched. In fact, no published or
unpublished research related to Sarawak has been identified.



1.2.1 Research setting

Sarawak is one of two Malaysian states on the island of Borneo. Known
as Bumi Kenyalang ("Land of the Hornbills"), Sarawak is situated on the northwest
of the island, bordering the state of Sabah to the northeast, Indonesia to the south,

and it contains Brunei, the only country that is enslaved on the island of Borneo.
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Figure 1.1 Map of Sarawak

In recent days, tourism in Sarawak has been the driving force for the socio-
economic development and it is increasingly regarded as an important source of
income to generate the region’s economic prosperity. In an effort to promote
Sarawak as a destination choice to visit among the tourists, the uniqueness of
Sarawak ethnic native’s food can be used as a tool to attract the tourists, by giving

them a memorable eating experience in this state.
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Furthermore, Sarawak is a diverse state comprised of various races such as
Malay, Chinese, Iban, Bidayuh, Melanau, Orang Ulu, Kayan Kenya and the others
ethnic group which each ethnic group has something different to offer in terms of
culinary delights. The distinctiveness of Sarawak ethnic native’s food could be an
opportunity for Sarawak to become a culinary tourism destination in Malaysia and
even Asia. However, a fundamental question remains puzzling: every tourist who
comes to Sarawak will have to eat and possibly try the ethnic foods, consequently,
how they view and evaluate Sarawak ethnic native’s food and their behavioral
intentions? Previous studies elicited that image could influence tourists’ repeat
visitation (Rittichainuwant, Qu, and Brown, 2001) and willingness to recommend
(Bigné, Sanchez, and Sanchez, 2001; Chen and Tsai, 2007). Most empirical studies
on tourism and gastronomy have been studied comprehensively in other countries
(Kivela and Crotts(2006), however, in Sarawak, this particular issue is taken for
granted and not much attention has been given. In other words, food tourism in
Sarawak is rather unclear and among the domestic tourist in Malaysia. The linkage
of food and tourism is common among other states such as Kelantan where people
travel there especially for gastronomy reasons, possibly to try budu or any
Kelantanese specialities; similarly, when mention about Masak lemak cili api,

people certainly link this food with Negeri Sembilan.

Sarawak ethnic native’s food is expected to pose the identity and perhaps to
reflect the culture of the state, as a way to attract tourists and influence their
subsequent evaluation and future intention (Baloglu and McCleary, 1999). Indeed,
the investigation on perceived food image and satisfaction is crucial to explore the
behavioral of the tourists and perhaps would aid in food marketing aspect. To fill
the gap in the tourism literature, this study was designed to: (a) To examine the
overall perceptions of Sarawak ethnic native’s food ; (b)To determine the domestic
tourists' acceptance levels of Sarawak ethnic native’s food based on local ethnic
food (Malay, Chinese, Iban, Bidayuh, Melanau, Orang Ulu, Kayan, Kenyah,Kelabit,
etc); (c) To identify the potential of Sarawak ethnic native’s food as a primary

tourism product in Sarawak.



Table 1.1 Visitor arrivals to Sarawak

Citizenship FEL Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec G. Total
Singapore 3.611 4,157 5,228 4,362 4,52 6,346 3,566 3,830 4,261 3,955 4846 | 6.110 54,792 |
Australia 1,794 1,562 1,707 1,759 1,59 1,987 1,856 1,582 1,903 1,638 1,628 | 2274 21,281 |
N. Zealand 579 505 611 434 545 478 495 465 423 532 332 547 ,946 |
Canada 725 915 865 655 74 615 671 736 581 724 668 696 ,592
U. Kingdom 2,194 2,379 2,919 2,925 3.249 2,839 3,021 3,422 2,776 2,939 2,491 3,009 34,163
Hong Kong 6 9 220 11 17 65 58 26 10 5 23 81 531
Sri Lanka 73 194 91 85 108 67 63 92 171 80 73 89 1,186
Bangladesh 585 355 311 283 240 277 233 217 227 203 198 180 3,309
India 2,804 2,904 2,950 3,221 3,088 2,874 2,571 2,799 2,603 2,867 2,712 | 2,844 34,237
Brunei 144,913 | 132225 | 157.924 | 127,311 | 111,249 | 140,487 | 119,401 | 152,895 | 129,345 | 130,531 | 134,586 | 229,237 | 1,710,104
USA 992 1,123 1.425 916 1,119 1,260 1,050 1,125 1.120 999 973 1.030 13,132
China 3.111 3.361 3.442 4,072 3.540 3,168 3,642 3.711 3.412 3,502 3,576 | 3.646 42,183
Russia 169 86 121 83 112 75 84 106 102 112 117 82 1,249
Latin America 86 83 418 98 174 405 123 115 86 124 108 98 1918
Arabs 248 329 283 275 319 402 320 336 361 349 332 443 3,997
Germany 521 618 963 597 557 517 759 926 742 528 518 494 7.740
France 272 204 493 464 512 425 910 979 399 424 319 400 5.891
Nor/Swe/Den/Fin 434 578 706 422 482 475 731 593 474 741 550 513 6,609
Belg/Lux/Net 491 614 650 526 676 706 1,639 1,098 862 740 589 571 9,162
| Europe 922 848 1,297 1.118 1.182 1,395 2,138 2,640 1,592 1,433 1,359 1,389 17,313
Philippines 10.335 10,031 9.221 | 10424 9,506 9,000 8.930 9,999 | 11,130 | 10,108 9.811 | 11.075| 119,570
Thailand 2,806 3.100 3,201 2,950 2,462 2,362 2,265 2,224 2,862 2516 | 2366 | 2342 31,456
Taiwan 703 989 885 636 601 598 615 753 623 506 647 614 8,170
Indonesia 40,701 39,660 39,724 | 36,080 32,494 | 34,163 | 35119 | 44,244 | 38,922 | 37,580 | 40,863 | 45101 | 464,661
Pakistan 1.163 348 367 331 334 379 235 349 377 417 364 397 5,061
Japan 1,105 1,101 1,181 1,124 1,246 1,158 1,096 1,254 947 1,008 1,078 982 13,280
South Korea 643 525 577 452 571 647 547 661 496 430 499 612 6,720
Others 2,822 2,478 2,982 2,737 2,772 2,779 2,525 2,922 2,354 2,783 2475| 2710 32,339
T. Foreigner 224,808 | 211,371 | 240.762 | 204,351 184,007 | 215,949 | 194,683 | 240,099 | 209,161 | 207,844 | 214,101 | 317,566 | 2,664,682
Pen. M'sia 74,239 | 81,853 86,977 | 78,221 97,715 | 111,731 | 88,391 | 102,858 | 86,505 | 83,146 | 104,854 | 125394 | 1,121,884
Sabah 43,632 | 42,207 43,517 | 38,630 49,216 | 59,647 | 38,779 | 56,309 | 44,337 | 40,986 | 50,860 | 77.062 | 585,182
T. Domestic 117,871 | 124,060 | 130,494 | 116,851 | 146,931 | 171,378 | 127,170 | 159,167 | 130,842 | 124,132 | 155,714 | 202,456 | 1,707,066
Grand Total 342,679 335431 371,256 321,202 330,938 387,327 321,833 399,266 340,003 331,976 369,815 520,022 4,371,748

(Source by: Immigration Department of Sarawak)

1.2 Problem statement

Sarawak, which is situated in the eastern part of Malaysia and make-up
almost one third of Borneo Island, is the home of many natives such as Iban,
Bidayuh, Orang Ulu etc. In the world of gastronomy, Sarawak is relatively unknown
globally.And yet, lots of signature native cuisine such as Pansuh and Umai,
appearing more and more. Sarawak ethnic food is simple in technique, use mostly
fresh ingredient from the lush jungle or from farming, and some can only be found in

Sarawak.

As the more familiar Sarawak cuisine start appearing at the fine dining table
including 5-star hotels, some of the less known food start to emerge in the market

and being commercialized too. However, due to the new development and modern



changing environment, some of the old traditional food along with an age-old
technique is also almost forgotten. In addition, today there is a great concerned that
Sarawak ethnic native’s food will be forgetten by our future generation term of
special cooking techniques and presentation skills. Moreover, the vast Sarawak
ethnic natives’ gastronomic treasures however are believed to have some alteration,
transformation or changes due to the waves of modernization. Theories like
Rationalization (Gane, 2002) and Theory of Modernization (Rostow, 1978) clearly
relates modernization to alteration, modification and changes and according to Sloan
(2001), the changes are caused by many factors. So it is very important to dig the
potential of Sarawak ethnic native food to promote the ethnic food and boosting the
local economy. In order to seek the potential, firstly we need to identify the
perception of tourist of Sarawak ethnic native food.

1.4 Aim

Identifying the perception of domestic tourist to seek the potential of Sarawak

ethnic native’s food to be developed as a main tourism attraction in Sarawak.

1.5 Research Objective

The objectives of the dissertation are outlined as follow;

(i) To determine the most popular preference of Sarawak ethnic native’s food
based on local ethnic food (Malay, Chinese, Iban, Bidayuh, Melanau, Orang

Ulu, Kayan, Kenyah,Kelabit, etc) among the domestic tourist

(if) To examine the overall perceptions of Sarawak ethnic native’s food from the

domestic tourist point of view



(iii) To identify the potential of Sarawak ethnic native’s food as a primary tourism
product in Sarawak.

1.5 Research question
The research questions that arise out of the objectives of the dissertation are
stated next:
(i) What is the most popular preference for Sarawak ethnic native’s foods of the

domestic tourist tourists?

(if) To what extent do domestic tourists perceive Sarawak ethnic native’s food?

(iii) Is the Sarawak ethnic native’s food is potentially to be developed further as a

primary product in Sarawak.

1.6 Limitation of the Research
The dissertation is subject to following delimitations:

(i) the respondent is limited to domestic tourists visiting Sarawak which is from

Sabah and Peninsular Malaysia

(ii) the respondent had tasted Sarawak ethnic native’s food during his/her stay in
Sarawak
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Firstly, the majority of respondents who participated in this study were the
domestic tourists who had been to Sarawak for years ago. However, maybe little of
participation was obtained from the domestic tourist because they showed no interest
to participate in the survey. This is due to the fact that they are has been a long time
been to Sarawak and maybe forgot the taste of the food. It would be more beneficial

for the study if the domestic tourist could participate in the survey.

The second limitation is related to the location of data collection. Again,
due to the time and budget constraints, survey monkey was only chosen for
collecting the information from the western tourists. Indeed, there is a need to expand
this present study by looking at a broader scope especially on the other minority
ethnic groups’ gastronomic products from other state such as Kelantan and
Terengganu. Such work will give a thorough picture and understanding on domestic
tourist’s perception of the Sarawak ethnic native’s food. In addition, to examine
whether this perception holds true, a study on the domestic tourists’ perception of the

Sarawak ethnic native’s food and food culture needs to be conducted.

Besides that, the present study had some limitation due to time constraint.
Although the researcher managed to implement an adequate sampling approach,
however, the sample size was quite small which the finding could only represented
the in the similar distinctive situation. Apart from that, the researcher is a neophyte,
experience lacking which could also become one of the study limitations. The
selected respondents cannot generalize the overall domestic tourists™ perceptions as a

whole.
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1.8 Early methodology

1.8.1 Research design

Quantitative approach was employed in this research to gain deep
understanding of natural and real tourist’s experiences in term of their perception.
This quantitative methodology also provides richness and diversity of data via survey
as promising data collection method in capturing personal interpretations and
experiences in a particular context effectively, and produce more genuine data and

findings.



1.8.2 Research framework
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1.8. 3 Sampling design

1.6.3.1 Sample size
N = the size of the entire population you wish to present
E = the percentage margin of error you are willing to accept (in demical

form)

n

(1+n= &%)

(Ruth freeman, 2006)
Target population = Sarawak visitor arrival 2013 (Peninsular Malaysia = 112, 1182,
Sabah = 585, 182)

(Source: Immigration department of Sarawak)

Total target: n = 1707066

Margin error, e=+5%

1707066 / (1+ 247, 0000 (5 % 2)
Sample size = 384

However, due the time constraint and consider of the dissertation limitation,
only 203 of respondent will be taken. Respondent consist of the domestic tourist who

is from Sabah and Peninsular Malaysia who have visited Sarawak.

The technique to distribute the questionnaire is simple random sampling. The
questionnaire will be distributed using a software called SurveyMonkey and by hand.
SurveyMonkey is an online survey development cloud based (“software as a
service") company, founded in 1999 by Ryan Finley. Survey Monkey provides free,
customizable surveys, as well as a suite of paid back-end programs that include data
analysis, sample selection, bias elimination, and data representation tools. The use of

survey monkey in distributing questionnaires is more effective.

SurveyMonkey


http://en.wikipedia.org/wiki/Survey_data_collection#Online_surveys
http://en.wikipedia.org/wiki/Software_as_a_service
http://en.wikipedia.org/wiki/Software_as_a_service
http://en.wikipedia.org/wiki/Ryan_Finley_(businessman)
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1.8.4 Procedures

The questionnaire will be distributed online on November 2014 within 15
days to 20 days. The link will be distributed to those who had been to Sarawak and
tasted Sarawak ethnic native’s food. Before giving the link, I will ask them a
question “ have you been to Sarawak and taste Sarawak ethnic native’s food?’’ If the

respondent say yes, then | will distribute the link to them.

1.9 Significant of the research

The study focused on perception of the domestic tourist toward Sarawak
ethnic native food. Since very few studies have been reported in this particular area,
this research will make contributions to the tourism literature in Sarawak. This study
sought to characterize the profile of travellers interested in Sarawak ethnic native
food and add to the existing knowledge by identifying the potential of Sarawak
ethnic native’s food as a main tourism product in Sarawak. Demographic profiles
associated with perception tourist variables. In addition, this study provides
invaluable information that assists Sarawak tourism Board in promoting and utilizing

ethnic food as a tourism product.

1.10 Organization of the dissertation

Chapter One presented an introduction to this dissertation, discussed the role
of food in tourism, and the potential of local food to boost the local economy. In
addition, the problem statement, the objectives, the research questions that arise out
of the objectives of the dissertation, the key terms, delimitations and limitations were
defined.
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In Chapter Two, the food tourism in Sarawak are reviewed. Next, the
literature where the Sarawak ethnic native’s food is reviewed with an aim to answer
the research questions that were presented in Chapter One. At appropriate points in
the text, the major propositions arrived at after the literature review are presented and
finally summarized as the conceptual framework that explains participation in food

tourism.

Chapter Three the methodology employed for the current dissertation, and
presents the operationalization of the variables. Chapter Four reports the result and

analysis of the research.

Chapter Five concludes the dissertation by summarizing the findings,

discussing their implications, and offering suggestions for further research.
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