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摘要
文化遺產旅遊業是現今增長快速的旅遊業，因為遊客增加的趨勢走向專業化。這是
明顯顯示許多遊客開始嚮往冒險、文化、歷史、考古和互動與當地人民的趨勢。前來馬六
甲州的遊客量也因對馬六甲州的文化遺產地而逐漸增加，預計遊客量還繼續增加下去。

本研究試圖探討文化遺產旅遊目的地的屬性及遊客滿意度之間的關係，以馬六甲洲
為例。並且探究遊客屬性及旅遊行為屬性如何影響文化遺產和旅遊目的地屬性的滿意度。
由期望-滿意理論來提供一個概念框架。

本研究採用問卷調查法，並運用因素分析、線性迴歸分析、變異數分析及多變量共
變異數分析來進行資料分析，共回收 115 份有效問卷。從 23 個地點屬性進行因素分析，
建立相關變量。在因素分析下，23 個地點屬性可分為三大因素： 一般旅遊景點、文化與
遺產景點、及差異性與便利設施的吸引。介由遊客特性及旅遊行為特徵及這三項組別來進
一步探討遊客總體滿意度。

根據這項研究結果顯示，來自不同地區及國家的遊客和家庭收入在整體滿意度及差
異性與便利設施有很大的引响。此外，統計分析還顯示遊客規劃時間對整體滿意度及文化
與遺產景點是有明顯的的引响。最後，提出幾項建議以改善和提高遊客對馬六甲文化遺產
旅遊業的滿意度。

關鍵詞：文化遺產旅遊業、文化遺產目的地屬性、遊客特性、遊客滿意度、

遊客滿意度與目的地屬性之間的關係。
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ABSTRACT

Keywords: Cultural heritage tourism, cultural heritage destination attributes, tourists’ characteristics,
tourists’ satisfaction and relationship between destination attributes and tourists’ satisfaction.

Cultural heritage tourism is the fasted growing segment of the tourism industry, because there is a
trend toward an increased specialization among tourists. This is evident in the rise in the volume of
tourists who seek adventure, culture, history, archaeology and interaction with local people. Specially,
tourists who come to visit Malacca State are interesting in cultural heritage sites have increased recently
and are expected to continue.
This study attempts to investigate the relationship between cultural heritage destination attributes
and tourist satisfaction, and to identify the relationship between cultural heritage destination attributes and
tourist satisfaction in terms of selected tourists’ demographic characteristics and travel behavior
characteristics.
In this study, expectancy-disconfirmation theory was used to provide a conceptual framework.
The theory holds that consumers first form expectations of products or service performance prior to
purchasing or use. Subsequently, purchasing and use convey to the consumer beliefs about the actual or
perceived performance of the product(s) or service(s). Then the consumer will compare the perceived
performance to prior expectation. Consumer satisfaction is seen as the outcome of this comparison.
The study area for this study was Malacca State, Malaysia. Malacca State is a historical city
centre which has been listed as UNESCO World Heritage Site since 7 July 2008. Malacca has adopted as
its slogan, “Visiting Malacca Means Visiting Malaysia”, because Malacca have developed over 500 years
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of trading and cultural exchanged between east and west in the straits of Malacca. Besides that, Malacca
also demonstrates the early stages of history originating in the 15th century Malay Sultanate, Portuguese,
and Dutch periods beginning in the represents the British era from the end of the 18th century.
Furthermore, in year 2009, total of 8.9 million tourists has visited Malacca. It increased about 1.7 million
tourists flowing in compared year 2008.
The data of this study were collected from the on-site survey method. The sample population for
this study was composed of tourists, who visited Malacca State in May, 2010. The survey was conducted
at two sites in the cultural heritage sites of Malacca State. Out of 150 questionnaires, 115 were usable.
Therefore, the data from 115 respondents were analyzed in this study.
A few of appropriate statistical analyses such as frequencies, descriptive, factor analysis, linear
regressions analysis, Analysis of Variance (ANOVA), and Analysis of Covariance (ANCOVA) were used
according to respective objectives and descriptors.
The factor analysis was conducted to create correlated variable composited from the original 23
attributes. Using factor analysis, 23 analysis attributes resulted to three dimensions: General Tour
Attraction, Culture and Heritage Attraction, and Differentiate and Amenity Attraction. These three factors
then were related with overall satisfaction. The linear regression analysis revealed that was relationship
between cultural heritage destination attributes and tourists’ overall satisfaction. ANOVA showed that
there was significant difference between derived factor in relation to gender, age, education, country of
origin, household income, past experience to cultural heritage sites, length of stay, and information
selected, such as internet, newspaper, holiday exhibition, brochure or travel magazine or guidebook, and
local or town trail among the demographic and behavior characteristics. The lastly, ANCOVA showed
that origin of country, household income per year, and decision time of the control variables controlled
the relationship between the overall satisfaction of tourists and derived factors.
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According to the results of this study, origin of country and household income controlled the
relationship between the overall satisfaction of tourists and derived Factor 3 (Differentiate and Amenity
Attraction) and time planning showed significant in relationship between the overall satisfaction of tourist
of tourists and derived Factor 2 (Cultural and Heritage Attraction). Based on the results several
recommendations can be made to improve and increase tourists’ satisfaction of the cultural heritage
tourism in Malacca State, such as comprehending what tourists seek at cultural heritage attractions will
help tourism marketers better understand their customers. Through this study, planners or marketers can
identify which attributes satisfy the tourist who visit cultural heritage destinations will help tourism
planners develop appropriate strategies to attract their customers and serve them effectively. Besides that,
it allow planners or marketers knowing who the satisfied tourists are may help reduce marketing costs and
maintain cultural heritage destinations’ sustainability.
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CHAPTER ONE
INTRODUCTION

1.1

Background and Motivation of the Study

Nowadays, because of people’s tendency towards novelty, cultural heritage tourism has
become a major “new” area of tourism demand, which almost all policy-makers are now aware
of and anxious to develop. Heritage tourism is a part of the boarder category of ‘cultural tourism’
and now is a major marketing tool to attract those travelers seeking a personally rewarding and
enriching tourist experience. Cultural heritage tourism strategies in various countries have in
common that they are major growth area, that they can be used to boost local culture, and they
can facilitate the seasonal and geographic spread of tourism (Richards, 1996)

In recent decades, tourism is a powerful economic development tool and one of the
world’s largest industries. Tourism creates jobs, provides new business opportunities and
strengthens local economics. According to the World Travel and Tourism Council (WTTC)
estimate that the tourism sector can generate some 12% of the world total GNP.

Tourism sector is an important issue at World Heritage sites which attract a lot of tourist
come toward. Cultural heritage is a potential asst to improve tourism development. Cultural
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heritage has to be preserved and protected because it has the potential to attract tourists and
promote the country’s tourist destinations.

Hence, the tourism asset needs policies to integrate cultural tourism and cultural heritage
management, by preservation and conservation. The policies are needed to conduct conservation,
preservation or renovation of the cultural heritage asset in order to maintain its historical and
aesthetic values.

To attract more tourists to a particular destination, authorities of the destination should
consider the following: goods access, interesting and attractive attraction, modern facilities and
wide ranging amenities. But, when the number of visitor exceeds the limitation and poor
management, it will cause the negative impact toward the destination. These negative impacts
will create a serious effect on the heritage tourism assets. Consequently, there is a requirement of
authority to formulate a policy to minimize the negative impact cause by tourists.

This study attempts to focus on what expectation and satisfaction tourists desire in
Malacca tourism sites. Malacca is the one of the historical city in Malaysia which has been listed
as UNESCO World Heritage Site since 7 July 2008. With high dependence on tourism from
economic development, Malacca is very aggressive in promoting itself as a Heritage Tourist City.
Malacca have developed over 500 years of trading and cultural exchanges between East and
West in the straits of Malacca. The influences of Asia and Europe have endowed the towns with
a specific multicultural heritage that is both tangible and intangible. With its government
buildings, churches, squares and fortifications, Malacca demonstrates the early stages of this
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history originating in the 15th century Malay Sultanate, Portuguese and Dutch periods beginning
in the represents the British era from the end of the 18th century. The town constitutes a unique
architectural and cultural townscape without parallel anywhere in East and Southeast Asia
(UNESCO World Heritage Centre).

The declaration of Malacca as the historical city in 15th April 1989 and previous
promotional tag line of Malacca, “Where it all began,” and the current one of “Visit Malacca
means visit Malaysia” shows the commitment of the State Government to further its tourism
development. Tourism is the second important sector in Malacca, which creates a lot of new jobs
in the travel industry, at cultural attractions, and in travel related establishments, service industry,
manufacturing, and agriculture. Tourist expenditures represent a major injection of money into
the economy, stimulating a variety of economic activities. Also, tourism could make an
important contribution to Government revenue especially through the value-added tax. Moreover,
the destination marketers and the tourism authorities are rigorously promoting Malacca as
promising international attractions. This paper studies on tourism development and management
in Malacca focused primarily on institutional changes in a transitional economy, local
community participation in planning and decision making, and conservation management. In
developing a marketing model for cultural heritage tourism, Malacca must understand what
expectation and satisfaction that tourists have about Malacca as a tourist destination. This study
is investigate the cultural heritage tourists’ demographic and travel behavior characteristics in
order to help tourism marketers understand their customers. Besides that, this study also
investigates which attributes satisfy tourists who visit cultural heritage destinations in order to
help tourism planners develop strategies to attract customers.
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1.2

Objectives of Study

Cultural heritage tourism is one of the rapidly growing sectors in niche market this
market is fueled by an increasing number of domestic and international tourists, and the
increasing availability of global communication. Therefore, this study has three specific
objectives in order to repetitive understand the cultural heritage tourism in Malacca State.

The first objective of the study is to identify the relationship between cultural heritage
destination attributes and the overall satisfaction of tourists who visit the cultural heritage
destinations. While the second objective of the study is to examine the differences in the cultural
heritage destinations attributes that tourists’ select, based on tourists’ demographic and travel
behavior characteristics. The final objective of the study is to assay the relationship between
cultural heritage destination attributes and tourists’ overall satisfaction, controlling for their
demographic and travel behavior characteristics.

The tourists’ demographic features in this study are focus on age, gender, total household
income, and educational level. Besides that, the travel behavior characteristics of tourists include
whether or not they traveled as part of a group, past experience, length of stay, time spent to visit
the cultural heritage destinations, and source of information about destinations.

The study is justified on the basis that the growth of the cultural heritage tourism market
may contribute several benefits to cultural heritage destination. If the cultural heritage tourism
market can be segmented, the planners can easily recognize the market niches and the
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contribution to the filed is three-fold. What the tourists seek at cultural heritage attractions can
help tourisms marketers to comprehend their customers. Besides that, identifying which attribute
that may satisfy tourist who visits the cultural heritage sites could help tourism planners develop
strategies to attract customers. This may help tourism planners understanding the satisfied of
tourists, reduce the marketing costs and maintain the cultural heritage site’s sustainability.

Therefore, this study contributes the knowledge in satisfaction research. The research
should strengthen the knowledge about the relationship between the factors which satisfy tourists
and tourists’ behaviors after purchasing cultural heritage tourism products.

1.3

Theoretical Basis
This study is to identify the cultural heritage destination attributes which can influence

tourist’s satisfaction. While, this study is based on a consumer behavior model, which postulates
that consumer satisfaction is a function of both expectation related to certain attributes, and
judgments of performance regarding those attributes (Clemons and Woodruff, 1992).
The most commonly approaches that used to examine the satisfaction of consumers is
expectancy-disconfirmation theory. The expectancy disconfirmation theory has received the
widest acceptance among the theories used to study the customer satisfaction in the tourism
sector. This theory provides a fundamental framework in this study
According to Oliver (1980), expectancy-disconfirmation theory consists of two subprocesses having independent effects on customer satisfaction: the formation of expectations and
the disconfirmation of those expectations through performance comparisons. This theory holds
5

that consumers first form expectations of products’ or services performance prior to purchase or
use. While, purchase and use contribute to consumer then compares the perceived performance
to prior expectations. Consumer satisfaction is seen as the outcome of this comparison (Clemons
& Woodruff, 1992).
Moreover, a consumer’s expectations are: (a) confirmed when the product or service
performance matches prior expectations, (b) negatively disconfirmed when product or service
performance fails to match expectations, and (c) positively disconfirmed when perceived the
product or service performance exceeds expectations. Dissatisfaction comes about when a
consumer’s expectations are negatively disconfirmed; that is the product performance is less than
expected (Churchill & Surprenant, 1982; Oliver & Beardon, 1985; Patterson, 1993).
This study also measures the overall satisfaction of tourists’ travel experiences in visiting
cultural heritage destinations, because overall satisfaction is the entire result of the evaluation of
various experiences. This is important to identify and measure consumer satisfaction with each
attribute of the destination because the satisfaction or dissatisfaction with one of the attributes
leads to satisfaction or dissatisfaction with the overall satisfaction (Pizam, Neumann, and Reichel,
1978).
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1.4

Definition of Terms

The following terms are defined in the manner in which they are used in this study.

Cultural heritage:
- The complex of monuments, groups of buildings, or sites of historical, aesthetic,
archeological sites of outstanding universal value from the point of view of history,
scientific, ethnological, or anthropological value.

Cultural tourism:
- Cultural tourism is defined as visits by persons from outside the host community
motivated wholly or in part by interest in historical, artistic, scientific or lifestyle/
heritage offerings of a community, region, group or institution (Silberberg, 1995)
- Cultural tourism is experiential tourism based on being involved in and stimulated by
the performing arts, visual arts, and festivals. Heritage tourism, whether in the form of
visiting preferred landscapes, historic sites, buildings or monuments, is also experiental
tourism in the sense of seeking an encounter with nature or feeling part of the history of
the place (Zeppel and Hall, 1992).

Heritage tourism:
- The word “heritage” in its broader meaning is generally associated with the word
“inheritance”, something transferred from one generation to another. Owing to its role
as a carrier of historical values from the past, heritage is viewed as part of the cultural
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tradition of a society. The concept of “tourism”, on the other hand, is really a form of
modern consciousness (Nuryanti, 1996).
- Heritage tourism is a broad field of specialty travel, based on nostalgia for the past and
the desire to experience diverse cultural landscapes and forms. It includes travel to
festivals and other cultural events, visit to sites and monuments, travel to study nature,
folklore or art or pilgrimages (Zeppel and Hall, 1992).
- The International Council of Monument and Sites (ICOMOS), defines heritage as a
broad concept that includes tangible and intangible assets. Tangible assets such as a
natural and cultural environments, landscapes, historic places, sites and built
environments. For the intangible assets such as collections, past and continuing cultural
practices, knowledge and living experiences (McKercher and du Cros, 2002).

In this study, both heritage and cultural tourism are used in combination and
interchangeably.
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1.5

Structure of Study

This study contains six chapters and the summary for each is as follows:

Chapter one presents an overview of the study, which includes the research background,
research objectives, research contributions, research structure and research process.

In Chapter two, a detailed literature review is conducted, which divided in five parts:
cultural heritage tourism, cultural heritage destination attributes, tourists’ characteristics, tourists’
satisfaction, and relationship between destination attributes and tourists’ satisfaction.

Chapter three introduces the background of case study, Malacca State, which included the
history of Malacca, the study area of this study, tourism of cultural heritage in Malacca, the
development of tourism in Malacca, the basic and the strategies for tourism in Malacca.

Chapter four conveys the research conceptual framework, construct measurements,
research hypotheses to be tested, research design, and research methodology.

Chapter five shows data analysis and result discussions. This chapter also presents
research socio-demographic characteristics of respondents, descriptive analysis of questionnaire
items, factor analysis and reliability test.

Chapter six is a summary of the significant findings and conclusion of this study.
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1.6

Process of Study

The research flowchart of the study is shown in the following figure:

Figure 1.1 Flow Chart of the Research.
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CHAPTER TWO
LITERATURE REVIEW

2.1

Introduction
This chapter will review the literature supporting for the necessity of conducting the

study. The theories in related fields will be presented in order to link the theoretical statement of
the study with the components of the conceptual framework. The theoretical framework of the
study focuses on the attributes that affecting tourists’ satisfaction with cultural heritage sites and
analyzing the relationship among these attributes and tourists’ satisfaction based on their
demographic and travel behavior characteristics.
First, this chapter introduces background of Malacca State and cultural heritage
destination in Malacca State where attract a lot of tourists to visit when they travel to Malacca
State. Second, this chapter defined the definition of cultural heritage tourism and explains the
benefits of cultural heritage tourism. Then, this chapter discusses previous research on cultural
heritage, which include such issues as the attributes of cultural heritage sites and the
characteristics of tourists. Lastly, identifies the attributes of cultural heritage sites, tourists’
characteristics, satisfaction, and the relationship among the attributes of cultural heritage sites
and tourists’ satisfaction.
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2.2

Cultural Heritage Tourism
According to the National Heritage Tourism Research Forum, heritage tourism is travelling to

experience the places and activities that authentically represent the stories and people of the past. It is
based upon the reality of a particular region-culture, history and natural environment-making it unique.
The architecture, landscape, historical legacies, traditional practices, memorabilia, cuisine and arts and
crafts all combine to make a heritage area distinctive and extraordinary. Prentice (1993) defined the

term “heritage” as not only landscapes, natural history, buildings, artifacts, cultural traditions and
the like that are literally or metaphorically passed on form one generation to the other, but those
among these which can be promoted as tourism products. He also suggested that heritage sites
should be differentiated in terms of heritage: built, natural, and cultural heritage. In addition to
that, Hall and Zeppel (1990) supply definitions for cultural tourism and heritage. The former is
tied with visual attractions, performing arts, and festivals, whereas the latter involves visits to
historical sites, buildings, and monuments. Heritage tourism is referred to as experiential tourism
because visitors often wish to immerse themselves in the historical environment and experience.

Heritage refers as cultural traditions, places, and value that influential groups in any
society are proud to preserve. For the broadly defined, heritage is about a special sense of
belonging and continuity, which is unique to each person. It can be gained through respecting
and understanding past roots in relation to present circumstances (Medlik, 1991). Ashworth and
Turnbridge (1990) which stated, “Heritage necessarily contain both the ides of some modern
value inherited from the past as well as a legatee for whom this inheritance is intended.”
Furthermore, Peterson (1994) reveals three major reasons for visiting historical sites: to
experience a different time or place, to learn to enjoy a cerebral experience, and to share with
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others or teach children the history of the site. Heritage tourism is also described as a segment of
travelers who are highly motivated by performing and visual arts, cultural exhibitions, and other
related attractions.
UNESCO defines cultural heritage as:
•

Monuments: architectural works, works of monumental sculpture and painting, elements
or structures of an archaeological nature, inscriptions, cave dwellings and combinations
of features, which are of outstanding universal value from the point of view of history, art
or science;

•

Groups of buildings: groups of separate or connected buildings which, because of their
architecture, their homogeneity or their place in the landscape, are of outstanding
universal value from the point of view of history, art or science;

•

Sites: works of man or the combined works of nature and man, and areas including
archaeological sites which are of outstanding universal value from the historical, aesthetic,
ethnological or anthropological point of view.

When tourists are becoming more sophisticated, their need to recapture the past has been
increasing. Cultural heritage tourism has become a trend since the 80s. Its popularity has steadily
increased and it is still growing sector. As far as cultural heritage is concerned, Thorsby (2000)
suggests that heritage items can be interpreted as capital assets with the characteristics of
ordinary physical capital in economics. He continues that cultural capital can be tangible and
intangible. Tangible cultural capital is a an asset that embodies a store of cultural value,

13

separable from whatever economic value it might posses, and gives tire to a flow of goods and
services over time that may also have cultural value. Intangible cultural, on the other hand, exists
in ideas, traditions, beliefs and customs, together with intellectual capital existing in language,
literature or music.
According to McKercher and du Cros (2002), heritage assets have intrinsic value to
community and extrinsic significance as tourism attractions. Based on different perspectives the
significance of heritage may vary. Form the social point of view heritage could be important
because it enforce the self-identity and the sense of inheritance, from political perspective it
could create a notions’ identity (Acropolis for example is the symbol of Athens and, in expansion,
of the Greek element in the world). From an economics perspective heritage assets could be
transformed into tourist products and could be planned and marketed as a signifier for a place
(the Great Wall of China for instance). Timothy and Boyd (2003) argue that the significance of
heritage can be seen in various angles that could be interrelated:
•

Economic significance; in terms of tourism and recreation, visitor spending,
regeneration,

•

Tourism significance; in terms of supply and demand, heritage management,
economics,

•

Political significance; in terms of national symbols, heritage owenership,
indigenous significance,

•

Social significance; in terms of community values, cultural significance, sense of
place and identity.
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Cultural heritage offers several benefits to tourists and residents, as well as government.
Firstly, cultural heritage tourism protects historic, cultural, and natural resources in communities,
town, and cities. People get involved in their community when they can relate to their personal,
family, community, regional, or national heritage. This can motivate residents to safeguard their
shared resources and practice good stewardship. The second benefit is cultural heritage can
educate residents and tourists about local history and traditions. From the development and
research of the cultural heritage destinations, residents will become more informed about local
history and traditions which can be shared with tourists. Besides that, cultural heritage tourism
builds stronger and closer communities. Knowledge of heritage provides continuity and context
for communities, which instills respect in their residents, strengthens citizenship values, improve
quality of their life, and builds community pride among them. Furthermore, cultural heritage
tourism also promotes the economic and civic vitality of community. The economic benefits that
cultural heritage can provide such as the creation on new jobs in the travel industry, at cultural
attractions, and in travel related establishments, service industry (restaurants, hotel, tour guide
services), manufacturing (arts and crafts, souvenirs, publications), and agriculture (special
gardens or farmers’ markets). These may encourage local ownership run their own small
business, get the higher property values, increased retail sales, and substantial tax revenues
(Virginia Department of Historic Resources, 1998).
In the postmodern societies a significant characteristics is the merging of different time
periods (Shaw and Williams, 2004), heritage tourism gains acceptance and fame constantly,
since tourists seem to move away from the sun and sea type of vacation and seek more
sophisticated type, characterized by differentiation, uniqueness and exclusivity (Apostolakis,
2003). Heritage tourism has become a tourism marketing and development tool in Europe only
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in recent years (Richards, 1996). According to Nurick (2000), heritage is a very important
motivator within the United Kingdom. He concludes that practically all tourism in the United
Kingdom is at least partly motivated by natural and cultural heritage and the importance of it, is
underlined in the table below (Table 2.1)

Table 2.1 Importance of Activities in Decision to Come to Britain on Leisure Visits
(according to Overseas Visitors Survey, 1996)
Visiting ‘heritage’ sites / castles/ monuments/ churches/ etc.

37%

Exploring historic/ interesting towns/ cities

29%

Visiting artistic/ heritage exhibit (museums/ art galleries/ heritage centres/ etc.)

29%

Attending performing arts, etc. (cinema/ theatre/ opera/ ballet)

18%

Visiting gardens

16%

Hiking/ walking/ rambling/ orienteering

8%

Pleasure monitoring

4%

Source: Nurick, J. (2000:35)

The World Tourism Organisation has noted that almost 40% of all international tourist
trips involve a component of culture and heritage as part of the overall experience (Boyd, 2000).
Therefore, heritage is an important feature for tourism development and promotion. For this
reason, the demand of heritage tourist products must be analyzed according to heritage tourist
motivations, preferences and behavior (Prentice, 1993). Shaw and Williams (2004) state that the
increase in the demand for heritage in United Kingdom is associated with the rapid deindustrialization, and more specifically with two components: firstly, people tend to gaze at their
past since their lives have changed to a significant degree in comparison with the past; and
secondly, redundant industrial sites provided ‘natural’ homes for the new heritage industry.
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2.3

Cultural Heritage Destination Attributes
Many cultural heritage assets are ideally suited to become attractions, for they encompass

the unique features of a place that reflect its history, lifestyle, or environment. Moreover, by their
experiential nature, they promote the rich tapestry of a destination’s traditions, ethnic
backgrounds, and landscapes (Copley and Robson, 1996).
Heritage environments function to draw tourists’ not only spending from their wish to
experience the past, but also to provide setting for entertainment, relaxation, or shopping (Waitt,
2000). Transformation of heritage places into tourist attractions must be careful and planned
appropriately and have to cover a series of need (tourists needs in this case). Therefore, an
archaeological site has a main attraction- the site itself- but it also needs a series of attributes
such as a museum, a refreshment area, a car park, a shop, etc. these attributes together with main
attraction, the site, compose then a holistic cultural destination that in otherwise would not be as
easily accessible and, therefore, would not satisfy many of the needs of the tourist.
McKercher (2001) argues that successful cultural attractions must be appealing beyond
the local heritage community, valued by the tourist, interesting, unique, and with a compelling
reason to visit. McKercher and du Cros (2002) feel that successful cultural attractions share
common features. They must effectively tell a story, make the asset come dive, make the
experience participatory, make it relevant to the tourist, focus on quality, and provide a sense of
authenticity.
This study endeavors to distinguish cultural heritage destination attributes which satisfy
tourists when they visit these destinations. Hence, after studying previous research related to this

17

topic, the researcher decided to select several attributes which maybe satisfy the tourists for the
cultural heritage destination.
Richards (1996) examined the marketing and development of European cultural tourism.
He chose several attributes that related to cultural heritage destinations in order to analyze
European cultural tourism. Thus through analyzing these attributes, this article disclosed a rapid
increase in the production and consumption of heritage attractions. American visitor surveys
indicate that the “atmosphere” and ambience associated with historic buildings provides an
important motive for attendance, even more so than a particular interest in history (Mawson,1984;
Colonial Williamsburg, 1985). Atmosphere plays a prominent role in the formulation of
destination image and has been defined by Kotler et al. (1993) as ‘the sum of beliefs, ideas and
impressions that a people have of a place’.
Canadian folk festivals, particularly ethnic festivals, serve to attract tourists from specific
cultural and interest groups. For example, the Ukrainian community at Dauphin in Manitoba, a
town of about 9,000 inhabitants, hosts an annual Ukrainian festival which attracts 60,000 visitors,
70 per cent of which come from outside the area (Pelletier, 1988).
Pan and Laws (2004) identified the Chinese preference for package tours to Australia,
which including sightseeing, local guides, accommodation and meals. The Chinese appear to
prefer travelling in groups on well-established itineraries to famous sites and using budget hotels.
Traditional studies have focused on package tour service performance, which was separated into
many attributes and dimensions (Fick& Ritchie, 1991; Whipple & Tach, 1988). In fact, in the
experience economy, package tourists expect their travel experiences to be memorable, and to
take place in a comfortable atmosphere escorted by professional tour guides (Duke & Persia,
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1993; Quiroga, 1990). Travelers could select a particular tour package over another by paying a
lump-sum in advance and tended to expect a quality experience in their tour consumption and
interaction with service providers (Heung & Chu, 2000). Tour package given functional and
emotional assurances, package travelers are likely to desire distinct experiences, particularly
when traveling overseas in countries with disparate cultures (Hsieh, O’Leary, & Morrison, 1993–
1994). Duke and Persia (1993) contended that package tours to Europe are filled with
entertainment, education and social interaction, whereas Ross and Iso-Ahola (1991) pointed out
that sightseeing bus tours are a quest for knowledge, escapism, tourist space, social involvement
and security. Bowie and Chang (2005) found that guided package tourists’ service experience of
hedonism and enjoyment significantly influenced their overall satisfaction.
Anderson, Prentice and Guerin (1997) focused on a research in the cultural tourism of
Denmark. They chose several attributes, such like historical buildings, museums, galleries,
theaters, festivals and events, shopping, food, palaces, famous people/ historical people
(writer…), castles, sports, and old towns. They identified the important attributes as being castles,
gardens, museums, and historical buildings, when tourist made a decision to visit Denmark.
Siriporn (2010) studied the intentional tourist satisfaction and destination loyalty in
Bangkok, Thailand. The results revealed that tourists were most satisfied with beautiful
architecture buildings and historical sites, shopping opportunities and cultural sightseeing.
Peleggi (1996) researched the relevance of Thailand’s heritage attractions to both
international and domestic tourism, including an analysis of the state tourism agency’s
promotion of heritage and the ideological implications of heritage sightseeing in relation to the
official historical narrative. The research provided several attributes, such as traditional villages,
monuments, museums, and temples. Glasson (1994) explained the impacts of cultural heritage
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tourism and management responses through an overview of the characteristics of tourists to
Oxford. The article highlighted the varying perspectives and dimensions of impacts on and
tourist capacity of the city.
According to Philipp (1993) studied of black- white racial differences in the perceived
attractiveness of cultural heritage tourism. The article studied a Southern metropolitan area and
chose various attributes. The research found that white tourists were more interested in cultural
heritage destination than black tourists. Sofield & Li (1998) studied the cultural tourism of China
by selecting history, culture, traditional festivals, historical events, beautiful scenic heritage,
historical sites, architecture, folk arts (music, dancing, craft work) and folk culture village as the
attributes of significance. Janiskee (1996) emphasized the importance of events through several
attributes such as festivals, historic houses, traditional ceremonies, music, dancing, craft work,
food, and the direct experience of traditional life.
Jonathan (1995) focused on the developing a strategy for the Angkor World Heritage
Sites. This research provided several attributes that the government of Angkor need to focus in
the develop strategy to attract tourists, such as tour package, guides, facilities, souvenirs,
architecture, art, culture, festivals, people, monuments, religious places and accommodation.
The Table 2.2 shows not only the attributes of previous studied about cultural heritage
tourism, but also the attributes identified for the goal of this research. The 23 selected attributes
are based on previous studies, which were similar to this study. These attributes include cultural
heritage attributes as well as infrastructure attributes, such as cuisine, shopping places,
accommodations, etc.
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Table 2.2 The Previous Study about Cultural Heritage Attributes
Glasson
1994

History / Tradition

Philipp
1993

х

Museums

х

Traditional
scenery
Arts (music/
dance)
Architecture
Handicrafts

х

х

х

х
х

х

х
х

х

х

х

х

Old town (city)
Historical people
Religious places
Cuisine

Accessibility
Expensiveness

Peleggi
1996

х

Festivals/ Events

Information
centers
Atmosphere /
people
Indoor facilities

Janiskee
1996

Anderson
1997

х

Monuments/
Monumental ruins
Historical
buildings
Culture villages

Shopping places

Richards
1996

х

х
х
х

х

Sofield
1998

Jonathan
1995

Author
2010

х

х
х

х
х

х

х
х

х
х
х

х
х

х
х
х
х
х
х

х

х

х

х

х

х
х

х
х
х

х
х
х
х
х
х
х
х
х

х
х

х

х
х
х
х

х
х
х

х
х

х

х
х
х

х

Accommodations

х

Tour package
Souvenirs

х
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х
х
х
х
х
х

2.4

Tourists’ Characteristics
Characteristics of tourists are important factors when the researcher analyzes tourists’

satisfaction with cultural heritage destinations. Therefore, demographic, socioeconomic, and
behavioral indicators are commonly used in tourism research to profile tourists by gender, age,
income, marital status, occupations, education or ethic background. These indicators are easy to
identify and use for marketing decisions (Yavuz, 1994).
Silberberg (1995) provided a common pattern of culture heritage tourists, this study
identified the cultural heritage tourist as one who: earns more money and spends more while on
vacation; spends more time in an area while on vacation; is more highly educated than the
general public; is more likely to be female than male; and tends to be in older age categories.
According to Tighe (1985) arts audiences in the USA are composed largely individuals who are
professionals or managers with college or graduate school education and who earn higher than
average incomes. The frequent arts attendees is an adventuresome person willing to take risk, an
active pleasure-seeker, a young adult tapering toward late middle late, collage-educated, a
professional or manager and resident of an urban or suburban area.
Besides that, Richards (1996) underlines, that the profile of the heritage tourist is
characterized by increasing levels of income and education levels. That means that heritage /
cultural tourists are a special market, desirable in most cases for heritage management in terms of
their ability to bring revenue to a destination and raise its awareness. Under this scope, heritage
tourists are important and closer attention to their behavior is necessary appeal to mature
clientele with a mean age of 49 years, married with children. However, it has been found that
culture as part of the tourist product is not only a ‘product’ that is addressed to mature, in terms
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of age, people. As Scottish Executive et al (2001) indicate, young tourists in cultural destinations
are an important market and more research about their behavior and needs is essential. Therefore,
the fact that heritage and culture are chosen mostly by adult tourists has not been clearly
established.
A visitor survey conducted by the US National Trust for Historic Preservation showed
that almost 70% of the visitors are female; 40% are aged between 21 and 35 (a younger-thanexpected group); and 80% to 90% have college degrees (Tighe, 1985). Master and Prideaux
(2000) analyzed the variance by age, gender, occupation and previous overseas travel of
Taiwanese cultural/ heritage tourists to determine if demographic and travel characteristics
influenced responses on the importance of attributes and satisfaction levels. Light (1996)
compared the characteristics of tourists visiting a heritage site in South Wales. In the research,
tourists’ experiences are important attributes related to satisfaction with the destination and
motive tourists to revisit.
Lee (1999) investigated the demographic variables of tourists in his research. He
examined individuals’ trip characteristics and past experience with a destination. Past experience
was measured by asking tourists to indicate the number of trips they have taken to the chosen
destination. In his research, he analyzed the relationship between past experience and place
attachment.
Kerstetter, Confer, and Graefe (2001) examined whether types of heritage tourists exist
and, if so, whether they differ based on socio-demographic characteristics. This research found
that tourists with an interest in visiting heritage or cultural sites tend to stay longer, spend more
highly educated, and have higher average annual income than the general tourists. Tourists who
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travel to heritage areas tend to be older, wealthier, and interested in extended family and
education-oriented experiences. The purpose tourist travel is to increase their knowledge of
people, places and things to experience a sense of nostalgia for the past (Hawley, 1990).
According on the results of the travel analyses undertaken over many years by the
Studienkreis fű Tourismus (1988) German cultural tourists can be describe as follows:
•

Age: The age structure of cultural tourists is relatively equally divided over the groups
‘under 30’, ’30 to 50’ and ‘over 50’. Increased education levels have boosted the
proportion of younger people participating in study tours, while it appears that older
travelers feel more secure in organized groups than alone.

•

Education: Compared to other forms of travel, the ‘highly educated’ groups are most
highly represented among cultural tourists. This is also due to the general increase in the
number of graduates in the past twenty years.

•

Nett household income: About half the cultural tourists are ‘higher earners’ (nett
household income over DM 3500), although one has bear in mind that organized study
trips are relatively expensive.

From the survey, it seems that German cultural tourists are wealthier and better educated that the
average German tourist, although cultural tourism participation is not as dominated by older
travelers as is often assumed.
Based on Travel Industry Association of America and Smithsonian Magazine (2003)
showed that eighty-one percent of the 146.4 million U.S. adults who took a trip of 50 miles or
more away from home in the past year can be considered cultural and heritage tourists.
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Compared to other travelers, cultural and heritage tourists which spend more ($623 vs. $457),
use a hotel, motel or B&B (62 percent vs. 55 percent), are more likely to spent $1,000 +/- (19
percent vs. 12 percent), and travel longer (5.2 nights vs. 3.4 nights).
Fomi and Uysal (1998) examined the exiting markets of a unique annual event, the
Spoleto Festival in Italy that blends internationally well-known cultural exhibitions with
historical settings. The behavioral, motivational, and demographic characteristics of festival
visitors were examined by using a posteriori market segmentation. The results of the research
showed statistically significant differences between the groups in term of ages, income, and
marital status.
According to White and White (2004) the need for distance and space in which to
establish a new sense of self us the pull of social contact. For tourist industries, among tourists,
the relative emphasis placed on services may vary regionally not only because of the
psychological landscape but also because of the physical landscape. In other words, we expect
that regional differences exist, the pattern of regional variability in overall satisfaction or the
importance of service quality is not likely to map onto political boundaries or zones such as
states or countries.
The research provides tourists’ demographic and travel behavior characteristics in order
to explain the differences in tourists’ attributes and tourists’ satisfaction. Tourists’ demographic
characteristics in the study include age, gender, total household incomes, and educational level.
Furthermore, tourists’ behavior characteristics include membership in group, past experience,
length of stay, decision time taken to select a destination, and source of information about the
destination.
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2.5

Tourists’ Satisfaction
Satisfaction surveys are one of the most essential tools used to gather information

regarding tourists’ opinions of a destination. Tourist satisfaction refers to the emotional state of
tourists after exposure to the opportunity or experience (Baker & Crompton, 2000). While,
Klotler & Keller (2006) mentioned that satisfaction is a persons’ feeling of pleasure or
disappointed resulting from comparing a product’s perceived performance in relation to his or
her expectation. Chon (1989) defined that tourist satisfaction is based on the goodness of fit
between expectation about a destination (previous destination image) and the perceived
evaluative experience in the destination (what tourists see, feel, and achieve in the destination
experience).
Tourist satisfaction is the key to successful destination marketing because it influences
the choice of destination, the consumption of products and services, and the decision to return
(Kozak & Rimming, 2000). Thus, tourist satisfaction usually contributes to increase rates of the
retention of tourist’s patronage, loyalty and acquisition, which can help to reach economic goals
like increased number of tourist and revenues. Consequently, there is usually a positive
association between tourist satisfaction and the destination’s long term economic success
(Akama & Kieti, 2003; Yu & Goulden, 2006).
Tourism researchers have been concerned in measuring the overall levels of tourists’
satisfaction with their experiences in particular destinations as well as satisfaction with specific
attributes at service encounter level such as in a hotel or at tourist destination (Haber & Lerner,
1999; Klaus, 2000; Oh, 1999). Understanding tourists’ level of satisfaction and reaction to their
experiences in the destination is very important to destination managers for improving product or
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service, and effectively promoting to target markets for new and repeat tourists (Yoon & Uysal,
2005; Yu & Goulden, 2006).
In the tourism literature, tourist satisfaction has been assessed though various theories
and models. For example, Parasiraman, Zeithaml, and Berry’s (1985) expectation-perception gap
model, Oliver’s expectancy-disconfirmation theory (Pizam and Milman, 1993), Sirgy’s congruity
model (Sirgy, 1984; Chon and Olsen, 1991), and the performance-only model (Pizam, Neumann,
and Reichel, 1978) have been used to measure tourist satisfaction with specific tourism
destination. In particular, expectancy-disconfirmation has received the widest acceptance among
these theories because it is broadly applicable.
Pizam and Milman (1993) utilized Oliver’s (1980) expectancy-disconfirmation model to
improve the predictive power of travelers’ satisfaction. They introduced the basic dynamic
nature of the disconfirmation model into hospitality research, while testing part of the original
model in a modified form. In order to assess the casual relationship between two different
disconfirmation models, they employed a regression model with a single “expectation-met”
measure as the dependent variables, and 21 difference-score measures as the independent
variables. Some studies on customer satisfaction are also notable in tourism behavior research.
For example, Pizam, Nuemann and Reichel (1978) investigated the factor structure of tourists’
satisfaction with their destination areas. The authors showed eight distinguishable dimensions of
tourist satisfaction.
Barsky and Labagh (1992) introduced the expectancy-disconfirmation paradigm into
lodging research. Basically, the proposed model in these studies was that customer satisfaction
was the function of disconfirmation, measured by nine ‘expectations met” factors that were
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weighted by attribute- specific importance. The model was tested with data collected from 100
random subjects via guest comment cards. As a result, customer satisfaction was found to be
correlated with a customer’s willingness to return.
Chon and Olsen (1991) found that a goodness of fit correlation between tourists’
expectations about their destination, and tourists’ satisfaction. Then, after tourists have bought
the travel service and products if the evaluation of their experience of the travel product is better
than their expectations, they will be satisfied with their travel experience. Moreover, Chon and
Olsen (1991) provided an intensive literature review of tourist satisfaction. One thing to be noted,
however, is that although the posited social cognition theory offers an alternative way of
explaining satisfaction processes, its methological mechanism is analogous to that of expectancydisconfirmation theory. In other words, the concept of congruity and incongruity can be
interpreted similarly to the concepts of confirmation and disconfirmation, which can result in
either positive or negative directions.
Pizam, Neumann, and Reichel (1978) stated that it is important to measure consumer
satisfaction with each attribute of the destination, because consumer dis/satisfaction with one of
the attribute leads to dis/satisfaction with the overall destination. Furthermore, Rust, Zahorik, and
Keininghan (1993) explained that the relative importance of each attribute to the overall
impression should be investigated because dis/satisfaction can be the result of evaluating various
positive and negative experiences. Glasson (1994) revealed that around 80% of tourists who
visited Oxford were satisfied with this destination and over 80% said that they would make a
return visit. The tourists are likely to revisit and recommend the destinations with which they are
satisfied with the attributes that destination offered (Kozak & Rimmington, 2000).
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2.6`

Relationship between Destination Attributes and Tourists’ Satisfaction
Satisfaction surveys are one of the most essential tools used together information

regarding tourists’ opinions of destination. In this study, there is a need to investigate the
relationship between destination attributes and tourists’ satisfaction from tourist’s perspective in
order to have an in-dept understanding of tourists’ attitudes and behavior after they visit cultural
heritage destination. Understanding tourist satisfaction is a fundamental parameter used to
measure the performance of destination products and service (Noe & Uysal, 1997; Schofield,
2000). Tourists express satisfaction or dissatisfaction after they buy tourism products and service
(Fornell, 1992). If tourists are satisfied with the products, then they will have the motivation to
buy them again or they will recommend them to their friends.
Glasson (1994) provides an overview of the characteristics of visitors to Oxford, their
impacts, and the management responses to date. In general, a round 80% of tourists who visited
this cultural heritage were satisfied. Over 80% of the tourists who visited Oxford said that they
would like to make a return visit. The tourists particularly enjoyed the architecture, which
together with the traditions of the university and colleges creates an attractive physical
environment and atmosphere. The shopping facilities were also well liked, and local people were
regarded as friendly. But, in several areas, Oxford scored badly. These were traffic, crowds, and
availability of restrooms, the expensiveness of the city, poor sign-posting, and poor weather.
Light (1996) examined a case study of the characteristics of visitors to a special event at
heritage site (Carephilly Castle) in South Wales. The comparison characteristics of visitor on
event and non-event days, it was apparent that the events had particular appeal to tourists were
successful in encouraging repeat visits. In the research, most visitors were satisfied with the
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cultural heritage destination. This satisfaction leads tourists to expand the length of stay and visit
it again.
Table 2.3 The Relationship between Destination Attributes and Tourists’ Satisfaction.
Researcher
Glasson
(1994)

Topic of research
Oxford: a Heritage
City under Pressure.

The result of the research
•

Overall percentage of satisfaction: 80%.

•

The intention to revisit: 80%.

•

The

attributes

university,

of

history,

satisfaction:
shopping

architecture,

facilities,

and

friendliness.
•

The attributes of dissatisfaction: traffic, weather,
rest-rooms, and expensiveness.

Light
(1996)

Characteristics of the
audience for ‘event’

•

Overall percentage of satisfaction: 80%.

•

The intention to revisit: Event days are better than

at heritage site.

non-event days.
•

The length of stay: Events lead tourists to stay
longer.
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2.7

Summary
This chapter discussed the increase in interest in cultural heritage destination. The earlier

research in cultural heritage tourism was acknowledged in order to explore which areas required
further study. The previous research on cultural heritage tourism included such issues as the
attributes of cultural heritage destinations, the characteristics of tourists, and relationship
between cultural heritage destination attributes and tourist satisfaction. Through these previous
researches, the attributes of the study were decided.
In addition to that, this chapter also discussed the relevant literature on the customer
satisfaction (expectation-disconfirmation theory). Expectation-disconfirmation theory was
analyzed in order to develop a model to guide this research. The variable in the model will be
discussed in Chapter Three along with other pertinent methodological issues.
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CHAPTER THREE
BACKGROUND OF CASE STUDY

3.1

Introduction
The tourism development in Malacca is a part of cultural heritage tourism. The

conservationist makes cultural heritage, as a source of tourism. The presence of visitors to the
area is evidence to their interest toward, its historical development. Malacca is a historical city
center in Malaysia has been increasing the number of visitors in every year. This chapter presents
the background of Malacca State, which includes the history of Malacca, the culture of Malacca
and the tourism of cultural heritage in Malacca.

3.2

Background of Malacca State
The state of Malacca covers an area of 1,650 km² or 0.5 percent of the whole area of

Malaysia. The state is divided into 3 district, that is Central Malacca (Melaka Tengah, 314km²),
Alor Gajah (660km²), and Jasin (676km²). Malacca sits upon the southwestern coast of Malay
Peninsula opposite Sumatra, with the state of Negeri Sembilan to the north and Johor to the east.
Malacca is also situated roughly two-thirds of way down the West coast, 148 km south of Kuala
Lumpur, the capital of Malaysia and 245km north of Singapore which connected with excellent
roads and highways and commands a central position on the Straits of Malacca (refer Figure 3.1).
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Malacca has a population of 753,500 estimated in 2008. The ethic groups are made of
Malays 61.5%, Chinese 25.9% , India 5.9% , other bumiputera 1.4% and others about 0.7%,
which include the Peranakan community, Chitty people, Kristang (people with partial Portuguese
ancestry), and Dutch Eurasians (Eurasians with Dutch ancestry). For non-citizens is about 4.6%
in Malacca State (Department of Statistics Malaysia, 2008).
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Figure 3.1 Map of Peninsula Malaysia
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Malacca is one of the thirteen states in the Federation of Malaysia. Malacca is famed as
the place where the history of Malaysia began. In Malaysia, the historical city of Malacca has
always been in the forefront of tourism. The tourism sector is the one of the most important
sector in state economy besides industry sector. Malacca has adopted as its slogan, “Visiting
Malacca Means Visiting Malaysia”. Malacca is a place which under World Heritage Site Listing
in July 2008. It is rich in cultural heritage and bears several of historical colonial town in
Malaysia. It demonstrate a succession of historical and cultural influence arising from their
former function as trading ports linking East and West. These are the most complete surviving
historic city centre on the Straits of Malacca with a multi-cultural living heritage originating
from the trade routes from Great Britain and Europe through the Middle East, the Indian
Subcontinent and the Malay Archipelago to China. This town bears testimony to a living multicultural heritage and tradition of Asia, where the many religions and cultures met and coexisted.
They reflected the coming together of cultural elements from Malay Archipelago, India and
China with those of Europe, to create a unique architecture, culture and townscape.
According UNESCO, World Heritage Centre, Malacca is the place which represents
exceptional examples of multi-cultural trading towns in East and Southeast Asia, forged from the
mercantile and exchange Malay, Chinese, and Indian cultures and three successive European
colonial powers for almost 500 years, each with its imprints on the architecture and urban form,
technology and monument art. This town show different stages of development and the
successive changes over a long span of time and thus complementary.
Besides that, Malacca is also a living testimony to the multi-cultural heritage and
tradition of Asia, and European colonial influences. This multi-cultural tangible and intangible
heritage is expressed in the great variety of religious buildings of different faiths, ethic quarters,
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the many languages, worship and religious festivals, dances costumes, art and music, food, and
daily life. Malacca reflects a mixture of influences which have created a unique architecture,
culture and townscape without parallel anywhere in East and South Asia. In particular, they
demonstrate an exceptional range of shop houses and townhouses. These buildings show many
different types and stages of development of the building type, some originating in the Dutch or
Portuguese periods.
Based on the World Tourism Organization, in 2009, Malaysia made it into the top 10
most visited countries’ list. Malaysia secured the ninth position, just below Turkey and Germany
(refer Table 3.1).
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Table 3.1 Most Visited Countries by International Tourist Arrivals.
Rank

Country

UNWTO
Regional
Market

International
tourist
arrivals
(2009)

International
tourist
arrivals
(2008)

International
tourist
arrivals
(2007)

International
tourist
arrivals
(2006)

1

France

Europe

74.2 million

79.2 million

80.9 million

77.9 million

2

United State

North
America

54.9 million

57.9 million

56.0 million

51.0 million

3

Spain

Europe

52.2 million

57.2 million

58.7 million

58.0 million

4

China

Asia

50.9 million

53.0 million

54.7 million

49.9 million

5

Italy

Europe

43.2 million

42.7 million

43.7 million

41.1 million

6

United
Kingdom

Europe

28.0 million

30.1 million

30.9 million

30.7 million

7

Turkey

Europe

25.5 million

25.0 million

22.2 million

18.9 million

8

Germany

Europe

24.2 million

24.9 million

24.4 million

23.6 million

9

Malaysia

Asia

23.6 million

22.1 million

21.0 million

17.5 million

10

Mexico

North
America

21.5 million

22.6 million

21.4 million

21.4 million

Source: United Nation World Tourism Organization (UNWTO) – World Tourism Rankings.

Followed by increasing in Malaysia tourist arrival 2009, Malacca State also received
great number of tourist arrival in 2009. Local tourist was the biggest contributor last year with7.2
mil local tourist visiting Malacca State in year 2009, 6 times the number of Malacca State
population itself. The percentage of foreign tourists visit Malacca State in year 2009 was 1.6
million. In terms of foreign market, Singaporean continued to be the market leader with a share
of 17.2%, followed by China (12.5%), Indonesia (8.5%), Vietnam (2.6%), and Hong Kong
(2.3%). In the same time, the emerging market significant is India, the United State, United
Kingdom, Japan and Thailand, now reached a total of 1.7 mil people. In year 2010, the
government of Malacca State is targeting a total of 8.2 million tourists will visit Malacca State
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and stay for three nights. This performance can be achieved because Malacca is popular among
tourists and rich variety of travel products and interesting places to visit, leisure and meeting
(refer Table 3.2).
Table 3.2 Number of Tourist Arrivals to Malacca State by Country, 2006-2009.
Region
ASEAN
Eastern Asia
Southern Asia
West Asia
Caribbean
Central America
Northern America
Southern America
OCEANIA
Eastern Europe
Northern Europe
Southern Europe
Western Europe
Africa
Others
Domestic
Foreign
Total

2006
4,354,862
328,599
22,374
53,343
18
26
10,047
98
9,689
878
18,748
2,594
18,392
873
277,291
3,964,477
1,133,355
5,097,832

2007
5,108,400
399,283
24,172
61,364
1
21
16,853
52
16,085
2,203
30,471
2,998
33,526
1,273
326,697
4,857,298
1,366,063
6,023,311

2008
6,400,873
303,377
22,078
26,160
10
23
11,187
68
10,575
873
20,152
3,071
23,933
2,660
380,452
6,004,105
1,201,387
7,205,492

2009
7,779,732
318,781
38,502
28,425
12
94
21,911
429
13,438
458
29,511
2,436
17,551
2,736
651,257
7,293,762
1,611,511
8,905,273

Source: Tourism Department of Malacca State, Malaysia.

3.3

The History of Malacca
Malacca is a small state encompassing 1657km² on the Western Peninsular of Malaysia.

Geographically positioned along East-west trading route, at the busiest and narrowest point of
Straits of Malacca, the state experienced a unique culmination of cultural and historical
influences from Malay Sultanate (1400-1511), Portuguese colonial (1511-1641), Dutch colonial
(1641-1795, !945-1957) and Japanese occupancy (1942-1945). Nowadays, Malacca (since 1957)
is a modern state that offers intriguing historical reminders of its past.
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3.3.1 Founding of Malacca - The Malacca Sultanate of Malacca (1396-1511)

Malacca was founded by Parameswara (or Raja Iskandar) the last Malay ruler of Temasik
in 1396 when he and his followers retreated up the straits to Muar, then to Ujung River at Bertam
near the estuary of Malacca River. Finding the place is of strategic location, he decided to make
a permanent settlement there, naming it “Malacca” after the name of the tree he leaned against.
The land in actual, is a strategic and well protected river mouth surrounded by hills and
from the prevailing monsoon. Being on the narrowest part of Straits with the deep water near its
side, the river mouth formed a small harbor overlooked by the hill on which the ruler and his
chiefs could build a fortified stockade protected on the land side by marshes. Soon traders began
to call and little settlement prospered. Parameswara became the first ruler of the famed Malacca
Sultanate and later embraced Islam with the name of Sultan Mansur Syah. The second Sultan of
Malacca, Muzaffar Shah, led the territorial expansion of the sultanate and with it the growth of
trading centre was the monsoon winds that enabled Arab and Indian traders from west to travel
to China in the east and vice versa. Soon Malacca became a major player in spice trade and
served as a gateway between Spice Islands and high-paying Eurasian markets. Malacca also
became the center of Islam in the eastern sphere and the spread could be traced throughout the
Malay Peninsula and the Sumatran. At the height of it power, the Sultanate encompassed most of
modern day Paninsula Malaysia, Singapore and a great portion of eastern Sumatra shores. The
sultanate dominated both sides of the Straits of Malacca for more than a hundred years and this
period marked the classical age of Malay culture and architecture. The kingdom gave birth to the
grand timber-frame palace of the third sultan of Malacca, Sultan Mansur Shah (1459-1477).
Besides palace, mosques became the centers of Islamic learning under the patronage of its rulers.
The Malacca River distinguished the southern hills for the sultan, the chiefs and administrators to
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the go downs and residences of the traders at the northern bank. Malacca Rivergrew rapidly into
a vast, cosmopolitan trading centre.
Under the patronage of Sultan Iskandar Syah (1394-1414), Malacca enjoyed international
diplomatic ties. The expedition of Chinese admiral Cheng Ho to Malacca in 1405 established
tributary relations between the Malay States and the Ming Dynasty. Chinese culture, customs
and building techniques were brought in at Kampung Cina settlement (today Hang Kasturi
Street). The Baba-nyonya is Malacca’s straits-born Chinese or Peranakans (meaning “born here”)
whose lineage traces back hundreds of years when their descendents arrived and inter-married
with the local women. The architectural influences of the Chinese led to hybrid Malaccan
townhouses termed as ‘Straits Eclectic’ that combined architectural wisdoms from Chinese,
Malay and later European. Inter-marriage also took place between the Tamil Muslim and the
locals gave birth to the Chittys. Besides Chinese and Tamil, the cosmopolitan Malacca attracted
numerous races from the archipelago as well as the Far East such as from Pasai, Palembang,
Jawa, Maluku, Banda, Borneo, Filippines, Gujerat, Coromandel, Bengal, Burma, Egypt, Mecca,
Aden, Persia and Turkey. Languages, religious beliefs, culture of various ethnics existed
harmoniously, interrelated and assimilated to become the very identity of Malaccan culture
before the western colonial powers dominated the scene of Malacca history.

3.3.2 The Colonial Legacy in Malacca
The colonial powers that ruled Malacca from 1511 to 1957 had great influence on the
economy, culture and architecture in Malacca.
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A. The Portuguese Era (1511-1640)
In 1498, a directed sea route was established between India and Portugal. Over time, the
Portuguese discovered the affable relationship between the Sultan of Calicut and Sultan Mahmud
Shah of Melaka. At the time, Melaka's port was frequented by a multitude of ships and
merchants from all over Asia, mostly, Arabia, Persia, China, India, Japan, Ceylon, Bengal and
the Indonesian archipelago.
In 1506, the Portuguese King ordered his men to establish a trade relationship with
Melaka. On 11th September 1509, the first Portuguese fleet led by Diego Lopez de Sequiera
arrived in Melaka, and becoming the first Europeans to visit this place. This expedition was a
failure and some members of the fleet were taken prisoners.
In June 1511, Alfonso de Albuquerque led a Portuguese armada in an attack to conquer
Melaka. He also demanded the rescue of prisoners who were imprisoned by the Sultan in the
1509 expedition. On 24th August 1511, Alfonso de Albuquerque's army captured Melaka and
overthrew the Melaka Sultanate.
Almost immediately, Alfonso de Albuquerque ordered the construction of a massive
fortress south of the river. Today, the remains of the structure popularly known as A Famosa is
synonymous with Melaka's history. The Portuguese ruled Melaka for the next 130 years till the
arrival of the Dutch in 1641.

B. The Dutch Era (1641-1796 and 1818-1824)
When the Spanish-Portuguese alliance prohibited Dutch vessels from entering Lisbon,
the Dutch sought direct commercial contacts for spice trade. In 1602, they reached Java,
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successfully establishing direct commercial links. Realizing Melaka's monumental importance as
a commercial centre, they made plans to take over and minimize Portuguese dominion.
After several futile attacks, the Netherlands took possession of the fortress of Melaka
and conquered the Portuguese on 14th January 1641. The Dutch were exemplary builders.
Between 1641 and 1660, they built the Stadthuys as the official residence of the Dutch governors
and officers. They also built St. John's Fort, St. Peter's Church and Christ Church in the 18th
century.
During the Napoleonic Wars, the Dutch governor surrendered Melaka to the British East
India Company to prevent it from falling into French hands. At the end of the war in 1818, under
the Treaty of Vienna, Britain returned Melaka to the Netherlands. Six years later in 1824, Britain
and Netherlands signed the Treaty of London. After ruling for nearly 200 years, the Dutch
surrendered Melaka to the British in exchange for Bencoolen in Sumatra.

C. The British Sovereignty (1824-1942 and 1945-1957)
When France captured the Netherlands in the Napoleonic Wars, the Dutch government
agreed to let Britain temporarily oversee Melaka rather than hand her over to the French. The
British continued to use the Stadthuys as the centre of administration and in accordance with
British policies; new rulings and systems were introduced in Melaka.
In 1818, Melaka was returned to the Netherlands but by 1824, under the Treaty of
London, Melaka was handed over back to Britain. Melaka, Penang and Singapore were given a
unified administration in 1826 which was called the Straits Settlements while the British began
to make their presence felt in the other Malay states across the Peninsular. By the early 20th
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century, the British had control over all the other Malay states while the Brooke family ruled
Sarawak as the White Rajahs of Borneo. The Japanese invasion in December 1941 brought
World War II to the Malay states. By February 1942, British forces surrendered to the Japanese
army. At the end of World War II, Britain resumed control again. In 1957, Melaka along with the
other states that made up the Federation of Malaya achieved independence from British rule.

D. Japanese Occupation (1941-1945)
World War II in Asia and the Pacific region began with the bombing of Pearl Harbor on
7th December 1941 by Japan. In the days that followed, Japanese forces bombed Philippines and
Singapore and landed in Borneo, Indonesia, Thailand and Malaya. Landing near Kota Bharu in
Kelantan, the Japanese forced their way to Singapore where they defeated Britain. Malaya and
Singapore came under the Japanese occupation. Under the leadership of Major Osene Yoshihiko,
the Japanese ruled Melaka according to strict military administration. In order to develop an
industrial sector to supplement the Japanese economy, the Japanese introduced a 5-year
industrial and economic plan. Following the obliteration of Hiroshima and Nagasaki in 1945,
Japanese armies around the world surrendered to the Allied Forces and World War II came to an
end. Japan surrendered to the British in Singapore. All British colonies, including Malaya were
restored and the British returned to Malaya.

3.3.3 After Independence- today Malacca
The formation of the Malayan Union with Melaka, Penang and the other states of Malaya
aroused a new political consciousness among the Malays that was never seen previously. This
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led to the inception of the United Malays National Organization (UMNO) by Dato' Onn Bin
Jaafar of Johor in 1946. Later, the Malayan Chinese Association (MCA) led by Tun Tan Cheng
Lock and the Malayan Indian Congress (MIC) headed by Tun Sambanthan joined the new
political movement. Adopting the slogan 'Merdeka' (Malay word for 'Independence'), these 3
parties forged an alliance under the leadership of Tunku Abdul Rahman Putra Al-Haj, a British
educated prince from Kedah.
Diplomatic discussions with Britain soon followed and on 20th February 1956, Tunku
Abdul Rahman announced the news of the approaching independence at Padang Pahlawan
(Warrior's Field) in Banda Hilir, Melaka. The last British Resident Commissioner, H.G. Hammet
handed the instrument of independence to the first local governor. On 31st August 1957,
independence was declared at the Merdeka Stadium in Kuala Lumpur.
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3.4

Culture of Malacca
Malacca culture is a tapestry over six centuries of diverse ethic customs, folklore and

traditions. The harmonious co-existence of people of different cultures and religions inherited
from centuries of multi-racial living has produced the fluid intermingling of the Malays, Chinese,
Indians, Babas and Nyonya, Portuguese or Eurasians and Chitty. Each ethnic group adds to the
pluralistic and ever changing society of the people of Malacca that is itself a group of diverse.

3.4.1

The Baba and Nyonya or Peranakan

The Peranakans or Baba Nyonya are terms used for the descendants of late 15th and 16th
century Chinese immigrants to the Nusantara region during the Colonial era. The Peranakans or
Baba Nyonya are Straits Born Chinese. Baba is the term refers to the men and Nyonya refers to
the ladies.
A. History
In the 15th century, some small city-states of the Malay Peninsular often paid tribute to
various kingdoms such as those of China and Siam. Close relations with China were established
in the early 15th century during the reign of Parameswara when Admiral Zheng He (Cheng Ho),
visited Malacca and Jaya. According to a legend in 1459 century, the Emperor of China sent a
princess, Hang Li Poh, to Sultan of Malacca as a token of appreciation for his tribute. The nobles
and servants who accompanied the princess initially settled in Bukit Cina and eventually grew
into a class of Straits- born Chinese known as the Peranakans.
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Due to economic hardships at mainland China, waves of immigrants from China settled
in Malacca. Some of them embraced the local customs, while still retaining some degree of their
ancestral culture, they are known as the Peranakans. Peranakans normally have certain degree
of indigenous blood, which can be attributed to the fact that during imperial China, most
immigrants were men who married local women. Peranakans themselves later on migrated
between Malaysia, Indonesia and Singapore, which resulted in a high degree of cultural
similarity between Peranakans in those countries.
B. Ancestry
Most Peranakans are Hoklo (Hokkien) ancestry, although a sizable number are of
Teochow or Cantonese descent. Originally, the Peranakans were mixed-race descendents,
among Chinese and Malay. Baba Nyonya are a subgroup within Chinese communities, are the
descendants of Sino-indigenous unions in Malacca. It was not uncommon for early Chinese
traders to take Malay women of Peninsular Malay as wives or concubines. Consequently the
Baba Nyonya possessed a mix of cultural traits.

C. Language
The language of the Peranakans, Baba Malay, is a creoles dialect of the Malay language,
which contains many Hokkien words. It is a dying language, and its contemporary use is mainly
limited to members of the older generation. English has now replaced this as the main language
spoken amongst the younger generation.
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D. Clothing
The Peranakan retained most of their ethic and
religious, but assimilated the language and culture of Malays.
The Nyonya’s clothing was identical to that of the native
Malay’s: baju panjang (long dress), batik sarong (batik wraparound skirt) and kerongsang (brooch). Beaded slippers called
Kasut Manek were handmade, which made with much skill and
patience: strung, beaded and sewn onto canvas with tiny
Photo 3.1 Traditional Baba
Nyonya Wedding clothing.

faceted glass beads from Bohemia. In modern times, glass

beads from Japan are preferred. Traditional kasut manek design often has European floral
subjects, with colours influenced by Peranakan porcelain and batik sarongs. They were made
onto flats or bedroom slippers. But from the 1930s, modern shapes became popular and heels
were added.

Photo 3.3
Beautiful floral
hands stitched of
Nyonya
clothing .

Photo 3.4
Kerongsang .

Photo 3.2 Modern Baba Nyonya
clothing with baju panjang, batik
sarong and kerongsang .
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Photo 3.5 Kasut Manek of
Baba Nyonya.

E. Religion

Baba Nyonya subscribed to Chinese beliefs, such as Taoism, Confucianism and Chinese
Buddhism, celebrated the lunar New Year and the Lantern Festival, while adopting the customs
of the land they settled in, as well as those of their colonial rulers. There are traces of Portuguese,
Dutch, British, Malay, and Indonesian influences in Baba Nyonya culture. A certain number of
Baba Nyonya families were and still are Catholic.
F.

Cuisine

Peranakan or Nyonya cuisine combines Chinese, Malay and other influences into a
unique blend. Nyonya cooking is the result of blending Chinese ingredients and wok cooking
techniques with spices used by the Malay community. The food is tangy, aromatic, spicy and
herbal. Key ingredients include coconut milk, galangal, and candlenuts as both a flavoring and
thickening agent, laksa leaf, pandan leaves, belancan, tamarind juice, lemongrass, torch ginger
bud, jicama, fragrant kaffir lime leaf, and cincaluk. Some of the most popular dishes include
'Belacan', 'Assam Laksa', 'Cendol' and 'Kuih Talam'.

Photo 3.6 Asam Laksa.

Photo 3.7 Cendol.
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Photo 3.8 Nyonya kuih.

G. Architecture
The Baba-Nyonya are not only associated with their special Nyonya dishes, beaded
slippers, embroidered tunic (kebayas) and antique collections but also their Straits Eclectic style
of architecture. The Straits Eclectic style of architecture began to develop in the 19th and early
20th century. The style combines Eastern and Western elements which in the early 20th Century
introduced ceramic artwork and elaborate plaster renderings. Such architecture includes shop
houses, temples, clan or association buildings and villas or colonial bungalows.
Embedded with the long history of the blend of Chinese and Malay cultures, the
architecture reflects designs that inherit past styles. The architecture constructed portrays eclectic
formal Chinese shop houses, Malay traditional houses and British Colonial grandeur styles. The
art and design found embellished in this architecture present an avenue for co modifying one
element of the cultural heritage of the China Peranakan.

Photo 3.11 Interior of
Baba Nyonya house.

Photo 3.9 Façade of a Shophouse in
Malacca.
Photo 3.10 Air Well
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3.4.2 The Chitty

The Malacca Chitty community, also known as the Malacca Straits-born Hindus or
Indian Peranakans. The Chitty are distinctive group of Tamil people found mainly in Malacca
and Singapore, who are also known as the Indian Peranakans. As today, their population stands
at 2,000.

A. History
Historical records stated that the Tamil traders from Panai in Tamil Nadu settled down in
Malacca during the sovereignty of the Sultanate of Malacca. Like the Peranakans, they later
settled down freely intermingled with the local Malays and Chinese settlers. However, with the
fall of the Malacca Sultanate after 1511, the Chitty eventually lost touch with their native land.
Under the administration of the Portuguese, Dutch, and British colonizers, the Chitty
eventually began simplifying their culture and customs by adopting local customs. This can be
evidence in the architecture of the Sri Poyatha Moorthi Temple, which was built by
Thavinayagar Chitty, the leader of the Chitty people, in 1781 after the Dutch colonial
government gave him a plot of land.
The traditional Chitty settlement is located at Kampung Tujuh along Jalan Gajah Berang,
which is also inhabited by small number of Chinese and Malays as well. Many of the Chitty have
since found jobs in Singapore and other parts of Malaysia. The ethic identity of the Chitty is
nearly lost. As many of them are assimilating into the mainstream Indian, Chinese, and Malay
ethnic communities culturally, this small but distinct group of people that has survived for
centuries is now on the brink of extinction.
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B. Language
The Chitty speak a Malay patois, which is mixed with many Tamil loan words. Many of
the Chitty are unable to communicate in Tamil fluently.

C. Religion
The Chitty community is Hindu, worshipping in their three temples. Gods such as
Ganesh and Shiva are worshipped in full gaiety. Hints of Taoist and Islamic influences are also
evident in their religious rituals.

D. Clothing
Most of the Chitty have adopted the Malay costume. In the case of men, a comfortable
sarong and Malay shirt may be worn, although a songkak may also be worn, especially for a
Muslim. Chitty women usually wear the kebaya panjang or kebaya pendek, depending on their
marital status, with a sarong. The handkerchief or binpoh is worn in the shoulder like a shawl.

Photo 3.12 Traditional
wedding of Chitty community.

Photo 3.13 Traditional clothing
of Chitty community.
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Photo 3.14 Kampung Chitty
in Malacca.

3.4.3 The Portuguese or Kristang

When the Portuguese conquered Malacca in 1511 and ruled for 130 years, a few stayed
behind and formed a fishing community that has lasted till today. The Kristang are a Creole
Eurasian ethnic group of people of mixed Portuguese and Malaccan descent based in Malaysia.
Many people of this ethnicity also have Chinese, Indian and other Asian heritage due to
intermarriage, which was common among the Kristang. The creole group arose in Malacca
between the 16th and 17th centuries, when the city was a port and base of the Portuguese. Some
descendants speak a distinctive Kristang language, a Creole based on Portuguese. Today the
government classifies them as Portuguese Eurasians. Portuguese-Eurasian or 'Kristang' still
maintain their traditional surnames such as 'Sequiera' and 'Lopez'.

A. History
Malacca was a major destination in the great wave of sea expeditions launched by
Portugal around the turn of the 16th century, and it eventually was controlled as part of the
Portuguese Empire. The first Portuguese expedition to reach Malacca landed in 1507. Following
the Portuguese colonization of Malacca in 1511, the Portuguese government encouraged their
explorers to marry local indigenous women, under a policy set by Afonso de Albuquerque, then
Viceroy of India. To promote settlement, the King of Portugal granted freeman status and
exemption from Crown taxes to Portuguese men who ventured overseas and married local
women. With Albuquerque's encouragement, mixed marriages flourished and some 200 were
recorded by 1604. By creating families, the Portuguese men would make more settled
communities, with families whose children would be Catholic and loyal to the Crown.
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In 1641, Dutch nation took over Malacca from Portuguese. This coincided with a civil
war in Portugal that ended the 60-year period known as the "Union of the Crowns" (1580–1640),
when Portugal was joined to Castilian Spain by political marriage. Almost all political contact
between Portugal and Malacca ended. Even after Portugal lost Malacca in 1641, the Kristang
community largely preserved its traditions, practicing Catholicism and using Portuguese and
Kristang language within the community.
Nowadays, The Kristang community still has surprising cultural and linguistic
continuities with today's Portugal, especially with the Minho region, from where many early
settlers emigrated. The Kristang continue to hold some church services in Portuguese, and
Malaysians often refer to the community as "Portuguese". As the Kristang language is not taught
in schools, it is nearing extinction, with the exception of within the Portuguese Settlement in
Ujong Pasir Malacca.
The Portuguese Settlement is a thriving Kristang community in Malacca, established in
1933 with the goal of gathering the dispersed Kristang community and preserving their culture.
A simple village of poor fishermen for many decades, it has recently become a major tourist
attraction. This has helped to improve the income of the Kristang population.

Photo 3.15 Malacca Portuguese Square.

Photo 3.16 Traditional clothing of
Portuguese.
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B. Language
The Kristang language is formally called Malacca-Melayu Portuguese Creole, made up
of elements of each. Usually, they speak a distinct language which is a Creole (fusion of two
languages) based on Portuguese and Malay.

C. Religion
The Kristang are practicing Roman Catholics. Christmas (Natal) is the most festive
occasion of the year, when many Kristang families get together to celebrate by eating seasonal
dishes, singing carols and branyok, and reveling in saudade . Like many other Portuguesespeaking Catholic communities around the world, the Kristang also celebrate a string of major
Saints' days at the end of June, beginning with St. John (San Juang) on June 24 and closing with
St. Peter (San Pedro), the fishermen's patron saint, on June 29. The June festival of St. John's
village is a major tourist attraction of Malacca. Tourists come to observe the festivities, which
are religiously based.

D. Cuisine
Influenced greatly by other local ethnic cuisines, Kristang food is similar to Malay
cuisine, with the additions of stews and the inclusion of pork in the diet. Some roots of
Portuguese-style cuisine are evident in Kristang food; however, it has more of an eastern than
western style, related to years of local influence and ingredients. Early Kristang and other
colonials adopted the same ingredients used by the locals. Many Kristang also eat by hand like
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the Malay. Typical Kristang dishes include curry dabel, porku tambrinu (babi asam stew) and
pang su si cake.

Photo 3.17 Curry Keluak
with soft, dark kernel of
keluak nuts

Photo 3.18 Curry Devil.

Photo 3.20 Performance by
Portuguese community in Malacca.
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Photo 3.19 Curry Dabel .

3.5

Tourism of Cultural Heritage in Malacca State
This study was focused on cultural heritage and historical value in Malacca State. The

sample has been chosen is cultural heritage destination that has attraction and historical values
(refer Figure 3.2).

Figure 3.2 Cultural Heritage Destination Travel Map in Malacca State.
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3.5.1

The asset in the Civic Area

Civic area is a tourism area that provides attraction with historical value. Civic area is
gateway of cultural heritage tourism in Malacca, which attract many visitors come for visit every
year. The attractive places in civic area of Malacca State are:

a) A Famosa
A Famosa is originates from word of
Porta de Santiago. Porta in Portuguese refers to
portal, which means gateway and Porta de
Santiago was indeed one of four main gateways
in to Portuguese army that conquered Malacca in

Photo 3.21 A Famosa

1511, Alfonso de Albuquerque started the
construction of A Fomosa in 1512 from which

fended of attacks by the armies of Sultan of Malacca and Acheh for well over a century. The
Portuguese used slave labor to construct this squares fort with 3 meters thick wall using parts
from demolished palace royal Moslem and mosque. A 40-metre high watchtower once stood in
the Northwest corner of this fortress. The Dutch company has used this fort as their
headquarters in 1670. (Source: PERZIM).
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b) St. Paul’s Church
St. Paul’s Church was originally a small
chapel built by a Portuguese Captain called
Duarto Coelho in 1521 and called it “Nosa
Senhosa- Our Lady of Hill”. A tower was added
in 1590, when the Dutch took over Malacca from
Photo 3.22 St. Paul’s Church

the Portuguese, and changed its name as St. Paul’s

Church. It lost its tower when British took over and a lighthouse was added to it at the front.
(Source: Unit Promosi Pelancongan Negeri Melaka)

c) Stadhuys and Ethnography
This red 3-storey building located at
the center of Dutch Square was once a
centre of Dutch administration in Malacca
and housed the quarters of its governors and
officers. The massive red building was built
between 1641 and 1600 on the ruins of
Portuguese Fort, and is believed to be the
Photo 3.23 Stadhuys and Ethnography

oldest Dutch building in the East. It displays
all the typical features of Dutch colonial architecture, including substantial solid doors and
louvered windows. For over 300 years, from its completion until 1980, it was the administrative
centre of successive governments. The colour red extends to the other buildings around the Town
Square. Preserved in its original structure and form, it now houses the History Museum and
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Ethongraphy Museum. On display daily are traditional bridal costumes and relies from
Malacca’s glorious past. (Source: PERZIM)

d) Victoria Fountain
Right in the middle of the Dutch Square, one will be
surprised to see the presence of a British architectural monument –
the Queen Victoria’s Fountain.
Surrounded

by

the

red-painted

heritage

buildings

constructed during Dutch occupation, the green-colour Queen
Victoria’s Fountain of Melaka was built in 1904 by the British to
commemorate Her Majesty’s Diamond Jubilee.
Made

of

English

marble,

the

Queen

Victoria’s

Fountain is still functioning well today, and is considered as one of
the most frequently photographed landmarks in Melaka. (Source:
Unit Promosi Pelancongan Negeri Melaka)

Photo 3.24 Victoria Foundation
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e) Christ Church
Christ Church is the oldest functioning Protestant
church in Malaysia. Construction began in 1741 on the
centennial of the Dutch occupation, and was completed
in 1753. Before this date the Dutch used the old
Portuguese church at the top of St. Paul’s hill for their
religious services.
Christ Church bears all the hallmarks of 18th
century Dutch architecture: a rectangular plan, massive
Photo 3.25 Chirst Church

walls, red granite plinths, and Dutch roof tiles. The roof

beams are with no joints and each cut from a single tree, the hand-made pews are original (dated
some 200years), and so are the windows. The church is notable for some unusual objects in the
interior. The church bell is inscribed with the date 1698, suggesting that it was from another
place and used for another purpose before the completion of the church. Most bizarre are
tombstones incorporated into the floor of the church.
The tombstones are written in Portuguese and were originally in St. Paul's Church inside
the Portuguese fortress. However, they were removed by the Dutch when they occupied Melaka
in 1641. Since it is unlikely that the highly religious Dutch would have used Catholic tombstones
inside a Protestant church, historians surmise that they were installed there by the British.
(Source: Unit Promosi Pelancongan Negeri Melaka)
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f) The Clock Tower
The Clock Tower was given to the people of Malacca
in 1886 by Mr Tan Jiak Kin to fulfill the wishes of his father.
The original clock was imported from England. When the
clock was replaced by one from Seiko in 1982, it caused an up
roar among the senior citizens of Malacca who still recall the
harsh treatment they suffered during Japan occupation. In
1982, Japan donated as a gesture of goodwill, a new clock to
Photo 3.26 The Clock Tower

people of Malacca replaces the original which is now

exhibited at the Malacca Museum. (Source: Unit Promosi Pelancongan Negeri Melaka)

g) Malaysia Youth Museum
The Malaysian Youth Museum is housed
in a historical Dutch building that used to be part
of the Dutch Administrative Complex. The
museum is dedicated to the contribution made by
youths in the country’s economic and social well
being of country. The noble efforts evident at
Photo 3.27 Malaysia Youth Museum

regional, national and international levels are
displayed at museum. It was built in 1931.
(Source: PERZIM)
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h) The People’s Museum
Before being taken over by the Museum
Corporation (PERSIM) the building was occupied
by the Malacca Historical City Municipal Council.
The People’s Museum located on the 1st floor of
the building and officially declared open by the
Photo 3.28 The People’s Museum

Prime Minister of Malaysia on April 15, 1992. The

museum portrays various facets of Melaka - the administrative structure, the social infrastructure,
tourism, the manufacturing and industrial sector, the agricultural sector etc - and how they
evolved and developed through time. An exhibition to mark the rapid growth of Melaka from
1982 to 1992 known as "Melaka - A Decade of Growth 1982 -1992" has been incorporated into
the People's Museum. Exhibits include Malacca economic and social progress after the
independence of Malaya till towards the end of the 20th century. The exhibits are segmented into
tourism, agriculture, industry and other sectors. (Source: PERZIM)
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i) Malacca Sultan Palace
This replica of the original 15th
century palace of Malacca’s extinct Sultan
was based entirely on sketches found in
the

ancient

Sejarah

Melayu

(Malay

Annals), the wooden replica houses the
Cultural Museum of Malacca. Despite its
complex structure of seven enclosed
Photo 3.29 Malacca Sultan Palace

porches and sharply sloping roofs, not

single nail was used in its construction. The replica of the palace was built in 1984 and it became
the Cultural Museum. The Cultural Museum was officially opened by the Prime Minister of
Malaysia on 17th July 1986. The building is made of hardwood while the roof is made of 'belian'
wood. An interesting feature of the building is that no nails were used in the construction of the
building, only wooden pegs. (Source: PERZIM)

j) Proclamation of Independence Memorial
This building built in 1912, this quaint old
building now houses an exhibition that traces the
history

of

the

nation’s

conducted

journey

to

independence. The former clubhouse of Malacca club
now houses invaluable exhibits of the country’s
Photo 3.30 Proclamation of Independence
Memorial

struggle leading to the independence. (Source: PERZIM)
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k) St. Francis Xavier’s Church
A domineering presence in the skyline of
Malacca, this twin-spared neo-gothic structure was built
on the site of an old Portuguese church by a French
priest, Father Farvé, in 1856, in honour of St. Francis
Xavier, a prominent 16th-century Catholic missionary
also known as ‘Apostle of the East’. Located on Jalan
Laksamana, the church’s finishing touches were
completed in 1859 by Father Allard, with the presentday presbytery built in 1874.
Photo 3.31 St. Francis Xavier’s Church

For quite some time, it became the largest

church built by the MEP (Paris Foreign Missionary) in the Malay Peninsula. It was believed that
the church was modeled after the Cathedral of St. Peter in Montpellier in Southern France, which
closely followed the older church’s original construction, except for a portico which was added
on in 1963.
To this day, St Francis Xavier’s Church still serves its function as a Catholic church, with
regular mass services being held from time to time. (Source: Unit Promosi Pelancongan Negeri
Melaka)
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l) The Dutch Graveyard
This graveyard was first used at the last quarter of the
17th century. Presently 5 Dutch and 33 British graves are sited
within its compound. This cemetery was used in two stages
that are between of 1670-1682 and later between of 1818-1838.
The first British person to be buried here was Captain John
Kidd, captain of a ship while of British army officer 1838.
(Source: Unit Promosi Pelancongan Negeri Melaka)

Photo 3.32 The Dutch
Graveyard

m) St. Peter’s Church
St. Peter's Church was built by descendants of
Portuguese soldiers in Malacca after the Dutch
administrators relaxed the rules to allow the
construction of a Catholic church. Its construction
was made possible through the generosity of a Dutch
convert who donated the land to the Portuguese as a
Photo 3.33 St. Peter’s Church

gift. The bell within its bell tower dates back to 1608

and was manufactured in Goa, India. Earlier, under Governor Bott, a zealous church man, all
Portuguese Catholics in Malacca were ordered to give up their faith. A Jesuit traveler, Father
premade reported that the Dutch allowed all religions in Malacca except Roman Catholic,
forcing many to perform their devotion in great secrecy. When religious freedom was finally
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proclaimed in 1702, Malacca became a more tolerant place for other religions than it had been
under the Portuguese. Today St. Peter's Church is the oldest Catholic Church in Malaysia.
(Source: Unit Promosi Pelancongan Negeri Melaka)

n) Maritime Museum
The original this museum is named
Samudera Museum that was built as a suitable
example of Portuguese ship to stop in Malacca
harbor in the 14th century i.e. ‘Flor De La Mar’
ship. With invaluable treasures seized from
Malacca, the galleon was doomed from
Photo 3.34 Maritime Museum

existence had it not for the efforts to revive its
symbolic significance of Malacca’s heritage.
(Source: PERZIM)
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3.5.2

The Asset in the Old Quarter

Malacca not only has historical monuments and artifacts that is more than 500 years old,
but also has a cultural tourism value and civilization of unique based history of Malacca. Those
assets are as follows:
A. Baba and Nyonya Heritage Museum
Straits Chinese or Baba and
Nyonya, are Chinese who have adopted
much of the Malay culture. Babas and
Nyonyas are descendants of the early
Chinese immigrants to Melaka who
intermarried with local women and
created a unique community that has
Photo 3.35 Baba and Nyonya Heritage Musuem.

fused the cultural traditions of both

races. The public can now view the unique heritage at the private museum run by the Babas and
Nyonyas of Malacca. (Source: Unit Promosi Pelancongan Negeri Melaka)

67

B. Sri Poyyatha Vinayagar Temple
The temple was built in 1781 on a
piece of land granted by the Dutch. This is
one of the first Hindu Temples built in the
country at the turn of the century. It has a
traditional Indian architecture. It still has the
old ‘radhas’ (chariots) of 200 years old
within its enclose. (Source: Unit Promosi
Photo 3.36 Sri Poyyatha Vinayagar Temple

Pelancongan Negeri Melaka)

C. Cheng Hoon Teng Temple
The oldest Chinese Temple in the country, which
built in 1646 with materials shipped out of China. Fine
workmanship is evident in the ornately decorated
mythological figures, carvings and lacquer work inside the
temple. (Source: Unit Promosi Pelancongan Negeri Melaka)

Photo 3.37 Cheng Hoon Teng Temple
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D. Kampung Hulu Mosque
The mosque is one of the oldest
mosques in Malacca. It was originally built in
1720. The buildings structure was strengthened
with bricks in 1892. This mosque was built in
the combinations of art and design of Chinese,
Malays and Sumatrans. It was designed in
square shape with three levels of roots and
Photo 3.38 Kampung Hulu Mosque

completed with dome that was made from

carved sea stones and also with a tower projecting. This mosque presents a typical Malacca
architecture having a square bas with three-tiered roof along within Pagoda. (Source: Unit
Promosi Pelancongan Negeri Melaka)

E. Kampung Kling’s Mosque
It is one of the oldest mosques in the country
with Sumatran architectural features. This is the
second oldest mosque, where the original structure
built in 1748 was a wooden building. In 1872, it was
rebuilt in brick. Instead of a conventional dome, a
Photo 3.39 Kampung Kling’s Mosque

three-tier roof rising like a pyramid is in place. A

minaret peculiar in shape from a typical Moorish style is structured like a Pagoda, portraying a
mixture of East-west architectural influence. The architectural design of the mosque is a cross
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between Sumatran, Chinese and the Malacca may style. (Source: Unit Promosi Pelancongan
Negeri Melaka)

F. Hang Jebat Mausoleum
Hang Jebat Mausoleum was gazette as an old
monument and historical site. The champion of justice died
a tragic death. Hang Jebat was unceremoniously killed by
Hang Tuah in a duel of honor that lasted 3 days 3 nights. He
ran amuck after suffering a fatal wound from Hang Tuah’s
dagger. ‘Keris Taman Sari’, in the name of justice to avenge
the Sultan’s hasty punishment against Hang Tuah for a
Photo 3.40 Hang Jebat Mausoleum

crime he did not commit, Hang Tuah was accused by Hang

Tuah of ‘durhaka’ (contumacy). (Source: Unit Promosi Pelancongan Negeri Melaka)

G. Hang Kasturi Mausoleum
Hang Kasturi studied 'silat' (Malay martial art)
along with Hang Tuah, Hang Jebat, Hang Lekir and
Hang Lekiu. He became one of the 'hulubalangs'
(knights) of Melaka. Except for Hang Jebat, Hang
Kasturi and the others remained loyal to the sultan to
their dying days. (Source: Unit Promosi Pelancongan
Photo 3.41 Hang Kasturi Mausoleum

Negeri Melaka)
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H. Cheng Ho Cultural Museum
Cheng Ho Cultural MuseumThis museum
is a private funded project on the site which is
believed to be ancient location of Guang Chang
for Cheng Ho marine fleet. There are thirteen
galleries for different themes, but the main
attraction is of course Cheng Ho’s galleries.
Beside static exhibits, there are audiovisual and
puppet introduction shows on Cheng Ho.
This gallery is inspired by the story of a
Great Chinese Sailor Admiral Zheng He. Cheng
Ho was a famous Chinese explorer, who went to
Photo 3.42 Cheng Ho Cultural Museum

the Middle East, Africa and South East Asia
between 1405 and 1433. In one of these voyages

he came to Melaka, and he is credited with the honor of discovering the Melaka Port for the
Chinese. The gallery displays much information about Zeng He voyage across the South Sea
and his achievement on Diplomatic success between Imperials China and Africa, South East
Asia and open a trade between the Chinese and local merchant.
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I. Kampung Chitty
The Chittys are descendants of intermarriages between
Indian traders from South India and local women several
hundred years ago. Like the Babas and Nyonyas, they have
melded and embraced both Indian and local traditions as can
be
Photo 3.43 Kampung Chitty

observed

in

this

village.

(Source: Unit

Promosi

Pelancongan Negeri Melaka)

J. Jonker Walk/ Jonker Street
Jonker Street, once the richman's street is now a
living proof of Malacca's rich baba-nyonya heritage. The
buildings are immaculately constructed with elaborate
carvings on its pillars and walls. The street is also famous
for its antique shops. It is the place to be for antique
collectors and bargain hunters. Authentic artifacts and relics
can be found among a host of modern ornaments,
collectibles and souvenirs. Look closely and you may find
old tradesmen who still practice their vanishing skills such
as silver smith.

Photo 3.44 Jonker Street
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K.

Portuguese Square
Portuguese Square is a symbolic cultural emblem located
within the Portuguese Settlement. Eurasian descendants from all
over Malaysia gather around the square during holidays and
festivals. Inside the square are restaurants, souvenir shops and a
small museum. (Source: Unit Promosi Pelancongan Negeri
Melaka)

Photo 3.45 Portuguese Square

L.

Bound Feet Shoe Shop
The owner of bound feet shoe in Malacca, Raymond
Yeo Kheng Chuan, is rigidly holding to the traditions of his
family and ancestors. He is the third generation in his family
practicing this ancient bound feet shoes shoemaking process.
Raymond Yeo set his creativity to work. He brilliantly
modified the usual three-inch black coloured bound feet shoes
into colourful silk shoes in red, pink, green & blue. The outer
parts of the shoes are covered with silk, the inner layer are
laced with velvet while the soles are made of leather. Thus, giving
three inch bound feet shoes a future by selling them to souvenirhungry tourist. (Source: Unit Promosi Pelancongan Negeri Melaka)

Photo 3.46 Bound Feet
Shoe Shop and the
shoemaker, Raymond
Yeo
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M. Beaded Slippers

Beaded slippers, also known as 'kasut manek-manek' were used
by

Nyonya ladies in the olden days for formal occasions like

weddings and festivals. Multi-coloured glass beads are hand
embroidered with gold or silver thread on silk cloth before being
sewn on to flat or slightly heeled leather soles. They were worn with
Photo 3.47 Beaded
Slippers

the Nyonya kebaya and now make a unique fashion statement.
(Source: Unit Promosi Pelancongan Negeri Melaka)

N. Hang Li Poh Well
Hang Li Poh Well was named after a Ming
emperor’s daughter sent to marry Sultan Mansor Shah
to seal relations between the two countries. Bukit Cina,
a gift from the Sultan was established as their
residence. The well was constructed by her followers
Photo 3.48 Bukit Cina

for her personal use and was also the main source of

water for the town. Bukit Cina has two adjoining hills which form a Chinese graveyard with over
12,000 graves, some dating back to the Ming dynasty. (Source: Unit Promosi Pelancongan
Negeri Melaka)
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CHAPTER FOUR
RESEARCH METHODOLOGY

4.1

Introduction
This chapter is to describe the methodology used to achieve the research objectives of

this study. This section discusses about the study area, the selection of sample, the collection of
data, and data analysis procedures. This research attempted to investigate which attributes satisfy
tourists who visited cultural heritage destination in Malacca State, and to identify the relationship
between destination attributes and tourists’ overall satisfaction, controlling for tourists’
demographic and travel behavior characteristics.

4.2

Study Area
Tourism destinations consist of several types of attractions that are planned and managed

to provide various tourist, activities, and enjoyment. Gunn (1998) and Lee (1999) explained that
tourism destinations, such as national parks, theme parks, beaches, resorts, and cultural heritage
destinations, can be grouped according to their basic resource foundation: natural or cultural. The
destinations based on a natural resource include beach resorts, campgrounds, parks, golf courses,
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natural reserves, and scenic roads, destinations based on cultural heritage resources are
comprised of historic sites, and ethic areas.
The research area for this study is Malacca State. Malacca is a historical city centre which
has been listed as UNESCO World Heritage Sites since 7 July 2008. In Malaysia, the historical
city of Malacca has always been in the forefront of tourism. With high dependence on tourism
for economic development, Malacca is very aggressive in promoting itself as a Heritage Tourist
City. The declaration of Malacca as the historical city in 15th April 1989, and the previous
promotional tag line of Malacca, “Where it all began,” and the current one of “Visit Malacca
means visit Malaysia” shows the commitment of the State Government to further its tourism
development.
A historical city of Malacca State has developed over 500 years of trading and cultural
exchange between East and West in the straits of Malacca. The influences of Asia and Europe
have endowed the towns with a specific multicultural heritage that is both tangible and intangible.
With its government buildings, churches, squares and fortifications, Malacca demonstrates the
early stages of this history originating in the 15th century Malay Sultanate and the Portuguese and
Dutch periods beginning in the represents the British era from the end of the 18th century. The
town constitute without parallel anywhere in East and Southeast Asia (UNESCO World Heritage
Centre).
The amount of tourists visited to Malacca increase every year. The total tourists come to
visit Malacca increase from 7.2 million in year 2008 to 8.9 million in 2009. Due to its unique,
varied and year-round attractions, it is one of the most popular visit destinations in Malaysia.
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Therefore, the study selected the Malacca State as the study area in order to accomplish the
objectives of the study.

4.3

Study Framework

The study sought to identify the relationships between the destination attributes and
tourists’ satisfaction, in order to analyze the differences in the attributes, and to examine
destination attributes and tourists’ overall satisfaction, controlling for tourists’ demographic and
travel behavior characteristics. On purpose to accomplish the objectives of the study, a model
was designed, shown in Figure 3.1. The attributes of the study were selected through the related
tourism literature review. From the review of the tourism literature, the selected attributes were
crucial ones affecting tourists’ satisfaction.
In this study, expectancy disconfirmation theory was used to study the tourist’s
satisfaction or dissatisfaction on the 23 destination attributes which had selected from the
previous studies. Respondents for this study were requested to give a score for each of the 23
attributes on the levels of expectations and satisfactions separately using a 5-point Likert-type
scale ranging from very low expectation (1) to very high expectation (5) and from very
dissatisfied (1) to very satisfied (5). The concept of the theory also used in the overall level of
satisfaction with Malacca State using 7-point Likert-type scale ranging from extremely
dissatisfied (1) to extremely satisfied (7).
Expectancy disconfirmation theory defines an individual’s perception of performance
quality or level of satisfaction with an experience in terms of the magnitude of his or her
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disconfirmation. Both performance quality and satisfaction are assessed by relating perceptions
of the former and experience to initial expectations, against which it is confirmed (met
expectations), or negatively disconfirmed (worse than expected) (Baker & Crompton, 2000).
Chon and Olsen (1991) discovered that tourists’ expectation on their destinations and satisfaction
are correlated. After tourists have bought the travel products, they will be satisfied if the
evaluation of their experiences on the travel products is better than their expectation.

Weber (1996) has proposed consumer satisfaction as a fundamental pillar of marketing
theory and as a key influence over future purchase intentions, market share and word of- mouth
(WOM) communication. She argues that product competitiveness is strengthened when
consumers are satisfied. Based on these perspectives, tourist expectations and experiences may
be expected to influence holiday satisfaction or dissatisfaction. Given that satisfaction is a
multifaceted concept, it is important to undertake an evaluation that takes account of the multiple
dimensions of the holiday encounter, including products, services and facilities. In the study of
travel behaviors, tourist needs should be considered as well as the outcomes of such needs,
namely the extent to which needs are met and whether tourists are satisfied with their services
and/or product experiences.

To examine the satisfaction of consumers, expectancy-disconfirmation theory was use for
study the consumer satisfaction and provides a fundamental framework for this study. In addition,
through an analysis of previous studies, this study chose tourists’ demographic and travel
behavior characteristics and destination attributes, in order to determine the differences in the
contribution of attributes to tourists’ satisfaction

78

H2a

Demographic characteristics

H3a

H4
Cultural heritage destination
attributes

H1
Tourists’ satisfaction

H4
H3b

H2b
Travel behavior characteristics

Figure 4.1 The Research Model of this Study.

4.4

Construct Measurement
The purpose of this study are: (1) to identify what the tourists seek at cultural heritage

destination attributes while travelling in Malacca tourism sites (2) to identify which cultural
heritage attributes that may satisfy tourists in Malacca tourism sites (3) to examine the
differences in cultural heritage destinations attributes that tourists’ select, based on tourists’
demographic and travel behavior characteristics (4) to identify the relationship between cultural
heritage destination attributes and tourists’ overall satisfaction, controlling for their demographic
and travel behavior characteristics. The construct measurement of the research constructs are
described in the following sections.
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4.4.1

Cultural Heritage Destination Attributes

To measure the cultural heritage destination attributes of the tourists on Malacca cultural
heritage destination, the 23 attributes of tourists expectation and satisfaction toward the
destinations attributes while traveling in Malacca State were adapted from previous studies
which mention in Chapter Two. A score to each of the 23 attributes on the levels of expectations
and satisfaction separately using a 5-point Likert-type scale ranging from very low expectation
(1) to very high expectation (5) and from very dissatisfied (1) to very satisfied (5). A final
question in this section was asked about respondents’ overall level of satisfaction with the
Malacca State (1=extremely dissatisfied, 7=extremely satisfied). The cultural heritage destination
attributes are as following:
1. History / tradition- the whole series of past events connected with particular person or
thing and the transmission of customs or beliefs from generation to generation.
2. Monuments/ monumental ruins
3. Historical buildings- ancient buildings, traditional settlements, streets and other historical
and cultural remains that contain historical and culture values for the buildings.
4. Culture villages- a place for small communities.
5. Museums
6. Traditional scenery- the aggregate of features that represent the customs or beliefs from
generation to generation of a place.
7. Arts (music/ dance)
8. Architecture- the design and construction of a building which has a strong degree of
personification or with allusions to cultural areas, historical references, and other premodernist theme, or in which there were visuals, puns, and mnemonic motifs.
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9. Handicrafts
10. Festival/ events
11. Old town (city) - the typical designation of a historic or original core of a city.
12. Historical people- people associated with past happenings who achieve some notability.
13. Religious places
14. Cuisine
15. Shopping places
16. Information centers
17. Atmosphere / people
18. Indoor facilities
19. Accessibility
20. Expensiveness
21. Accommodations
22. Tour package
23. Souvenirs

4.4.2

Travel Behavior Characteristics

To measure the travel behavior characteristics of tourists to Malacca tourism sites, the 6
items for this part were used in the questionnaire. The 6 items were selected based on the
previous studies which mention in Chapter Two. The following are list of travel behavior
characteristics:
1. Membership in a group
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2. Past experience
3. Length of stay
4. Decision time to travel
5. Sources of information
6. Miles traveled one way

4.4.3

Tourists’ Demographic Characteristics

The questionnaire items related with the tourists profile were included at the last section
of entire questionnaire. Each item is important to study the overall satisfaction of tourists in
cultural heritage site in Malacca. These items were selected based on the previous studies which
mention in Chapter Two. The items for tourist’s demographic characteristics are as following:
1. Gender
2. Age
3. Education level
4. Country of origin
5. Household income
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4.5

Study Hypotheses
This study provides four hypotheses in order to analyze the relationship between cultural

heritage destination attributes and tourists’ satisfaction, to understand the difference in derived
factors in the overall satisfaction of tourists’ in term of their demographic and travel behavior
characteristics. As shown in the literature review, researcher has discussed cultural heritage
destination attributes, cultural heritage tourism, tourists’ satisfaction, and tourists’ demographic
and travel behavior, which help to propose the hypotheses in this study.
Four main study hypotheses were utilized to fulfill the objectives of the study. These
hypotheses are expressed in null-forms as follow:

H1

: There is no relationship between the selected cultural heritage destination attributes
(history/ tradition, monuments/ monumental ruins, historical buildings, culture
villages, museums, traditional scenery, arts (music/ dance), architecture, handicrafts,
festival/ events, old town (city), historical people, religious places, cuisine, shopping
places, information centers, atmosphere/ people, indoor facilities, accessibility,
expensiveness, accommodations, tour package, and souvenirs) and overall satisfaction
of tourists.

H2a :

There is no difference between derived factors (General Tour Attraction, Culture and
Heritage Attraction, and Differentiate and Amenity Attraction) in relation to tourists’
demographic characteristics, such as age, gender, country, education level and total
household income.
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H 2 b : There is no difference between the derived factors (General Tour Attraction, Culture
and Heritage Attraction, and Differentiate and Amenity Attraction) in relation to travel
behavior characteristics of tourists, such as past experience, decision time to travel,
length of stay, membership in group, and distance of travel (one-way).
H3a :

There is no difference in the overall satisfaction of tourists in terms of tourists’
demographic characteristics, such as age, gender, country, education level, and total
household income.

H 3 b : There is no difference in the overall satisfaction of tourists in terms of tourists’
behavior characteristics, such as past experience, decision time to travel, length if stay,
membership in group, and distance of travel (one-way).
H4

: There is a relationship between the selected cultural heritage destination attributes and
the overall satisfaction of tourists for controlling selected demographic and travel
behavior characteristics.

4.6

Design of Study
In order to test the hypotheses formulated in previous sections, a quantitative analysis

method was chosen to measure the satisfaction of tourists toward the cultural heritage destination
attributes on destination selection. Primary data was collected from a convenient sample of
tourists at Malacca by using a structured questionnaire.
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4.6.1

Sample of Study

The sample population for this study was composed of tourists, who visited the Malacca
cultural heritage sites in May, 2010. The survey was conducted over one-week period at five
different places that are frequently visited Malacca (A Farmosa, Jonker Street, Stadhuys and
Ethnography, Baba and Nyonya Heritage Museum, and Malacca Sultan Palace). Distribution of
questionnaires was carried out only during the daytime from 10 a.m. to 4 p.m., which more
tourists will travel around the cultural heritage sites in Malacca at the period. Respondents were
approached and informed about the purpose of the survey in advance before they were given the
questionnaire. As this study will test its hypotheses, the number of valid sample should be at
least more than 100.

4.6.2

Variables of Study

The study examined which cultural heritage destination attributes were important in
satisfying tourists who visited cultural heritage destinations, and identified the relationship of
satisfaction to tourists’ characteristics. To develop an instrument for this research, previous
literature was examined to identify instruments based on previous instrumentation. For example,
Kozak and Rimmington’s study reported findings about destination attributes critical to the
overall satisfaction levels of tourists visiting Mallorca, Spain during the winter season.
The questionnaire used in the study consisted of three sections. The first section
examined the destination attributes affecting tourists’ expectations and satisfaction levels in
relation to a cultural heritage destination. Respondents were requested to give a score to each of
the 23 attributes on the levels of expectations and satisfactions separately using a 5-point Likert85

type scale ranging from very low expectation (1) to very high expectation (5) and from very
dissatisfied (1) to very satisfied (5). A final question in this section was asked about respondents’
overall level of satisfaction with Malacca State (1= extremely dissatisfied, 7= extremely
satisfied).
A section of the questionnaire gathered the respondents’ demographic and travel behavior
characteristics which show in Table 3.1. Total household incomes were operated as a categorical
variable. The categories ranged from “less than RM19, 000” to “RM80, 000 or more”. Education
level also operationalized as a categorical variable. The categories ranged from “high school” to
“graduate school”. Membership in a group was investigated by asking respondents to select one
response among the choices of alone, family, friends, and organized groups. Past experience was
measure by asking respondents to indicate their number of visits to cultural heritage destination
in the past 3 years, from 2008-2010 (refer Table 4.1).
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Table 4.1 Variables of Study
Variables
Dependent
variable
Independent
variable

Tourists’ satisfaction.
Cultural heritage destination attributes: history/tradition, Monument, historical
buildings, culture villages, museums, traditional scenery, arts (music/ dance),
architecture, handicrafts, festivals/ events, old town (city), historic people,
religious places, cuisine, shopping places, information centers, atmosphere/
people, indoor facilities, accessibility, expensiveness, accommodations, tour
package, souvenirs.

Control
variable

Tourists’ demographic characteristics: Age, gender, country origin, total
household incomes, education level.
Tourists’ behavior characteristics: Membership in a group, past experience,
length of stay, decision time to travel, sources of information, miles traveled
one-way.

4.7

Validity and Reliability of Study
Quester & Smart (1998:227) argued that whilst the self-reporting method is

straightforward in terms of data collection and analysis, the result tend to be unreliable. Indeed,
no matter which method a researcher uses the validity and reliability need to be great of concern.
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According to Rosenthal & Rosnow (1984:73), reliability is a means to examine the
observations’ degree of consistency and stability, and the validity look at the relationship
between a construct and its measures.
To establish the reliability of the tourists’ satisfaction measurement used in the survey
instrument, the reliability coefficient (Cronbach alpha) was verified. Therefore, the reliability of
tests on the selected cultural heritage attributes was accomplished.
Validity indicates the degree to which an instrument measures the construct under
investigation. Content validity refers to the subjective agreement among professionals that a
scale logically appears to reflect accurately what it purports to measure (Zikmund, 2000).
Therefore, in this study, content validity was strengthened through an extensive review of the
literature.

4.8

Data Analysis
In order to achieve the purpose of this research and test the hypotheses, data were coded,

computed and SPSS was used to help us analyze the collected data. Statistical analyses such as
frequencies, descriptive, factor analysis, linear regression, Analysis of Variance (ANOVA), and
Analysis of Covariance (ANCOVA) were used to respective objectives of the study.
Factor analysis was conducted to create correlated variable composites from the original
23 attributes and to identify a smaller set of dimensions, or factors, that explain most of the
variances between the attributes. The derived factor scores were then applied in subsequent
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regression analysis. In the study, factors were retained only if they had values greater than or
equal to 1.0 of eigenvalue and a factor loading greater than 0.4.
Linear regression analysis was used to examine tourists’ overall levels of satisfaction
with cultural heritage destination. The dependent variable (tourists’ overall satisfaction levels
with the cultural heritage destination) was regressed against each of the factor scores of the
independent variables (cultural heritage dimensions) derived from the factor analysis.
Analysis of Variance (ANOVA) was used to analyze the difference of derived factors in
relation to tourist demographic characteristics and travel behavior characteristics.
Besides that, Analysis of Variance (ANOVA) was also used to identify the differences in
the overall satisfaction of tourists’ in terms of tourists’ demographic characteristics and travel
behavior characteristics.
Analysis of Variance (ANCOVA) was performed to reveal the control variables which
influenced the relationship between tourists’ overall satisfaction of tourists’ and cultural heritage
destination attributes.
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CHAPTER FIVE
RESULTS AND ANALYSIS

5.1

Introduction
The previous chapter has introduced the research method of this study in detail, with

special focus on the hypothesis formulation and research design. A questionnaire survey is
conducted to collect primary data in Malacca, as the tourists visit the cultural heritage sites in
Malacca.
This chapter is divided into three major sections. The first section provides the
demographic characteristics and travel behavior characteristics of respondents. The second
section presents results on the respondents’ expectations and satisfaction with 23 attributes in
Malacca. Finally, the last section addresses the results of testing the proposed research
hypotheses in terms of factor analysis, linear regression analysis, Analysis of Variance
(ANOVA), and Analysis of Covariance (ANCOVA).
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5.2

Descriptive Analysis
Out of 150 questionnaires, 115 were useable. Unusable questionnaires included missing

sections either expectation or satisfaction in the survey instrument. Therefore, the data from 115
respondents were analyzed in this study. As stated in Chapter Three, the respondents were
tourists who visited Malacca. The survey was conducted at five different places of Malacca,
which were frequently visited by tourists.

5.2.1

Demographic Characteristics of the Respondents

The demographic characteristics of the respondents are shown in Table 5.1. The gender
distribution of the respondents was quit even, with 50.4% male respondents and 49.6% female
respondents. The dominant age group of the respondents was 25 to 44 years (62.6%), followed
by less than 24 years (26.1%), and over 45 years made up the smallest group, which only 11.3%.
Most of the respondents (49.6%) reported they live in other state of Malaysia, and 36.5%
of respondents were international travelers, such as Singapore, Holland, Italy, Indonesia, United
State. While only 13.9% of the respondents live in Malacca State.
For the terms of education level, almost 68.7% of the respondents had a college or
university level, 20.9% of the respondents had graduate education level, and 10.4% of the
respondents had high school education level. No respondents in the research study were at the
primary level or below. The result shows the relatively high educational attainment of the
respondent.
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With reference to respondents’ annual household income, the largest group with an
annual household income of RM80, 000 or more (33%), followed by less than RM19, 000
(26.1%), RM20, 000 to RM39,999 (22.6), and RM40,000 to 59,999 (11.3%). Only 7% of the
respondents had an annual household income of RM60, 000 to RM79, 000 (refer Table 5.1).

Table 5.1 Demographic Characteristics of the Respondents (N=115)
Variable
Gender
Male
Female
Age (years)
Less than 24 years old
25-44 years old
Over 45 years old
Country of origin
Malaysia- Within Malacca
Malaysia- Outside Malacca
International
Education levels
High School
College/ University
Graduate
Total Household Incomes (RM)
Less than RM19,000
RM20,000-39,999
RM40,000-59,999
RM60,000-79,000
RM80,000 or more

Frequency

Percentage (%)

58
57

50.4
49.6

30
72
13

26.1
62.6
11.3

16
57
42

13.9
49.6
36.5

12
79
24

10.4
68.7
20.9

30
26
13
8
38

26.1
22.6
11.3
7.0
33.0

92

5.2.2

Travel Behavior Characteristics of the Respondents

In this part, the travel behavior characteristics of the respondents are shown in Table 5.2.
In the category of number of previous visits to Malacca State, 25.2% of the respondents did not
have previous experience with area and 74.8% of the respondents have previous experience to
visit cultural heritage sites. About 58.3% of the respondents visited Malacca once a year or less,
24.3% of respondents visited Malacca more than 4 times a year, and 17.4% of respondents
visited Malacca 2 to 4 times a year.
With reference to the plan of travel, there were 74.8% of the respondents planned for
travel which less than three months in advance. Furthermore, 15.7% of respondents planned for
travel in three to six months and the smallest group of the respondents (9.6%) planned in
advance over six months.
In the category for length of stay, 63.5% of the respondents stayed for 2 to 4 days,
followed by one day (25.2%), and 5 to 7 days (7%). Only 4.3% of respondents stayed 8 or more
days.
With regard to travel party in a group, most of the respondents (40%) traveled with
family members or relatives, 27.8% of respondents travel with friends, and 24.3% traveled with a
couple. While only 4.3% of respondents traveled with organized group and 3.5% traveled alone.
For the category of travel miles in one way, the largest group of respondents (45.2%)
traveled between 51 and 200 miles to Malacca, 40.9% of respondents traveled over 201 miles to
Malacca, and there were only 13.9% of respondents traveled less than 50 miles to Malacca.
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In the category of information sources, respondents prefer internet for searching
information about Malacca, which about 23.3%, followed by friends or word of mouth (19.3%),
brochure or travel magazine or guidebook (13%), newspaper and TV programme (8.2%), and
tourist information centre (7.6%). The percentage of respondents choose local or town trail to get
the information about Malacca was only 6.5%, from travel agencies was 6.2%, and from visiting
to holiday exhibition was 4.2%. There were only 3.4% of respondents had their information of
travel through hotel information desk (refer Table 5.3).

Table 5.2 Travel Behavior Characteristics of the Respondents (N=115)
Variable
Past experience at cultural heritage sites
Yes
No
How often travel to Malacca
Once a year, or less
2-4 times a year
More than 4 times a year
How far in advance planned to visit the Malacca
Less than three months
Three to six months
Over six months
Length of stays
1 day
2-4 days
5-7 days
8 or more
Travel party
Alone
A couple
Friends
Family members/ relatives
Organized groups
Distance (miles)
Less than 50 miles
Between 51 and 200 miles
Over 201 miles
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Frequency

Percentage (%)

86
29

74.8
25.2

67
20
28

58.3
17.4
24.3

86
18
11

74.8
15.7
9.6

29
73
8
5

25.2
63.5
7.0
4.3

4
28
32
46
5

3.5
24.3
27.8
40.0
4.3

16
52
47

13.9
45.2
40.9

Table 5.3 Travel Behavior Characteristics of the Respondents in Sources of Information
(N=115).
Variable
Source of information *
Internet
Newspaper
Travel Agencies
Advice from Friends/ Word of Mouth
Tourist Information Centre
TV Programme
Visit to Holiday Exhibition
Hotel Information Desk
Brochure/ Travel Magazine/ Guidebook
Local/ Town Trail

Frequency

Percentage (%)

82
29
22
68
27
29
15
12
46
23

23.2
8.2
6.2
19.3
7.6
8.2
4.2
3.4
13.0
6.5

*Represents multiple response expressed in absolute numbers.

5.3

Cultural Heritage Destination Attributes Analysis
For the 115 valid respondents, a paired sample t-test is performed to analyze if there is a

significant difference for the cultural heritage destination attributes between the expectation level
and satisfaction levels. The study set a 95 percent confidence interval and if the test result shows
a p-value which is larger than 0.05, there is insufficient evidence to conclude that there is a
significant difference between the two groups; otherwise, the study can conclude that the
expectation differs from the satisfaction level. The mean difference of the satisfaction level is
defined as the mean score of satisfaction minus the mean score of expectation. The detailed
results of comparing the mean differences can be found in Table 5.4. The overall results indicate
that satisfaction levels of the tourists are lower than they expected in the most questioned areas.
23 of the cultural heritage destination attributes have been investigated in this study. In
this study, if an attribute receives a satisfaction score higher than expectation score and its
significance value is below 0.05, it will be defined as satisfied attributes. By the disconfirmation
paradigm approach, it means the respondent’s satisfactions are positively disconfirmed with their
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destination attributes expectations that result in satisfaction. In this study, none of the destination
attributes were found.
Any attribute with significance value greater than 0.05, regardless if the mean difference
is positive or negative, is described as an indifferent attribute. A total of seventeen indifferent
attributes were identified in this study, namely ‘history/ tradition’, ‘monument’, ‘historical
buildings’, ‘arts’, ‘architecture’, ‘old town’ ‘religious places’, ‘cuisine’, ‘shopping places’,
‘ information centers’, ‘atmosphere/ people’, ‘indoor facilities’, ‘accessibility’, ‘expensiveness’,
‘accommodation’, ‘tour packages’, and ‘souvenirs’. These indifferent attribute were positive and
negative mean difference but the p-value is too large for accept it as a significant result.
Finally, any attribute with an expectation score higher than the satisfaction score and
where the significance value is below 0.05 will be classified as a dissatisfied attribute. Results
concluded that respondents were dissatisfied with ‘culture village’, ‘museums’, ‘traditional
scenery’, ‘handicrafts’, ‘festival/ events’ and ‘historical people’. These destination attributes
require planners’ and marketers’ improvement as the satisfaction levels were low as compared to
other destination attributes. The government of Malacca needs to pay attention for the
dissatisfied attributes and try to find out what the main reason that may cause the dissatisfied of
the destination attributes. Then, figure out the solution to improve the standards of each
destination attributes. Dissatisfied of tourists may influence the tourists’ overall satisfaction level
of Malacca cultural heritage tourism.
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Table 5.4 Results on Paired t-Test between Tourists’ Expectation and Satisfaction with
Attributes.
Expectation a

Satisfaction b

Mean

SD

Mean

SD

Paired
Difference

t-value
(p-value)

3.922

0.948

3.852

0.850

+0.070

Expensiveness

3.365

0.841

3.296

0.837

+0.069

Souvenirs

3.304

1.077

3.374

0.922

+0.069

Shopping places

3.165

1.008

3.226

0.899

+0.061

Historical buildings

4.096

0.737

4.130

0.669

+0.035

Architecture

3.800

0.808

3.835

0.868

+0.035

Old Town

4.069

0.845

4.096

0.635

+0.026

History/ tradition

4.052

0.647

3.930

0.746

-0.122

Monument

3.661

0.759

3.583

0.761

-0.078

Arts

3.165

0.887

3.122

0.937

-0.043

Religious places

3.426

0.889

3.417

0.838

-0.009

Information centers

3.148

0.871

3.061

0.809

-0.087

Atmosphere/ people

3.644

0.881

3.496

0.821

-0.148

Indoor facilities

3.096

0.878

3.052

0.826

-0.043

Accessibility

3.496

0.882

3.339

0.794

-0.157

Accommodation

3.774

0.762

3.644

0.839

-0.130

Tour packages

3.174

1.078

3.130

0.864

-0.043

-0.929
(0.355)
-0.768
(0.444)
-0.761
(0.448)
-0.682
(0.497)
-0.430
(0.668)
-0.380
(0.705)
-0.345
(0.731)
1.766
(0.080)
1.118
(0.266)
0.528
(0.598)
0.103
(0.918)
1.079
(0.283)
1.779
(0.078)
0.628
(0.531)
1.898
(0.060)
1.772
(0.079)
0.501
(0.617)

Attributes
Indifferent Attributes:
Cuisine

Note: Standard deviations are in parentheses.
a Expectation rating on five point scale (1= very low expectation, 2= low expectation, 3= neutral, 4= high expectation, 5= very
high expectation).
b Satisfaction rating on five point scale (1= very dissatisfied, 2= dissatisfied, 3= neutral, 4= satisfied, 5= very satisfied).
*p-value >0.05; SD: Standard deviation
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Table 5.4 Results on Paired t-Test between Tourists’ Expectation and Satisfaction with
Attributes. (Condt.)
Expectation a
Mean
SD

Satisfaction b
Mean
SD

Paired
Difference

t-value
(p-value)

3.661

0.867

3.461

0.901

-0.200

3.365

0.841

-0.183

0.867

3.469

0.798

-0.191

3.487

0.902

3.339

0.826

-0.148

Festival/ events

3.487

0.902

3.339

0.892

-0.217

Historical people

3.374

0.903

3.183

0.790

-0.191

2.493
(0.014*)
2.214
(0.029*)
2.550
(0.012*)
1.988
(0.049*)
2.826
(0.006*)
2.550
(0.012*)

Museums

3.548

0.840

Traditional scenery

3.661

Handicrafts

Attributes
Dissatisfied Attributes:
Culture villages

Note: Standard deviations are in parentheses.
a Expectation rating on five point scale (1= very low expectation, 2= low expectation, 3= neutral, 4= high expectation, 5= very
high expectation).
b Satisfaction rating on five point scale (1= very dissatisfied, 2= dissatisfied, 3= neutral, 4= satisfied, 5= very satisfied).
*p-value >0.05; SD: Standard deviation
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5.4

Importance – Performance Analysis (IPA)
The expectation-satisfaction analysis was based on importance-performance analysis

(Martilla & James, 1977). Martilla and James (1977) discovered the IPA technique as a
performance indicator in the industry automobile. IPA provided an attractive snapshot of how
well the company meets customers’ important concerns on selected attributes as well as offered
guidelines for company’s future resources allocation decisions (Oh, 2001). In this study, IPA was
employed to investigate strengths and weakness of destination attributes as a managerial tool for
tourism planners and marketers in cultural heritage tourism of Malacca State.
The research utilizes the IPA with the expectation of tourists serving as the importance
and the satisfaction of tourists as the performance to analyze the characteristics of cultural
heritage tourism (Figure 5.1).
In this analysis, the x-axis is the importance or expectation while the y-axis is the
performance or satisfaction. The points of intersection are the means of the variables from the
expectation and satisfaction for each destination attribute (Figure 5.1). Using the midpoint as the
breakpoint, the space is separated into four quadrants. Quadrant A shows the expectation and
satisfaction are both high, and the properties in this quadrant should “keep up the good work” or
can be regarded as “opportunities” and “advantage” for cultural heritage tourism in Malacca
State. Quadrant B indicates low expectation but high satisfaction, and the properties in this
quadrant are “possible overkill’ or can be regarded as the “strength” of cultural heritage tourism.
Quadrant C shows the expectation and satisfaction are both low, and the properties in this
quadrant have “low priority” and can be regarded as a “weakness” to cultural heritage tourism.
Quadrant D indicates high expectation but low satisfaction, and properties in this quadrant
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should be improved and can be seen as the “threat” of cultural heritage tourism in Malacca State.
IPA framework has gained popularity in service quality (Ennew, Reed, and Binks, 1993), travel
and tourism (Chu,2002; Evan and Chon, 1989; Go and Zhang,1997), leisure and recreation

Satisfaction mean

(Hollenhorst, Olson, and Fortney, 1992).

Quadrant B

Quadrant A

(Possible overkill)

(Keep up with the good
work)

Quadrant B

Quadrant B

(Low priority)

(Concentrate here)

Expectation mean
Figure 5.1 IPA Model of the Expectation and Satisfaction on Cultural Heritage Tourism in
Malacca.

Table 5.5 shows the mean values of attributes’ expectation and satisfaction degree with
each of destination attribute. The grand means for satisfaction is 3.46 and the grand mean for
expectation is 3.54.
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Table 5.5 Mean Expectation and Mean Satisfaction.
Destination attributes
History/ tradition
Monument
Historical buildings
Culture villages
Museums
Traditional scenery
Arts
Architecture
Handicrafts
Festival/ events
Old town
Historical people
Religious places
Cuisine
Shopping places
Information centers
Atmosphere/ people
Indoor facilities
Accessibility
Expensiveness
Accommodation
Tour packages
Souvenirs

Expectation mean a
4.05
3.66
4.10
3.66
3.55
3.66
3.17
3.80
3.49
3.49
4.07
3.37
3.43
3.85
3.17
3.15
3.64
3.10
3.50
3.30
3.77
3.17
3.30

Satisfaction mean b
3.93
3.58
4.13
3.46
3.37
3.47
3.12
3.84
3.34
3.27
4.10
3.18
3.42
3.92
3.23
3.06
3.50
3.05
3.34
3.37
3.64
3.13
3.37

a mean obtained from Expectation rating on five point scale (1= very low expectation, 2= low expectation, 3= neutral, 4= high expectation, 5=
very high expectation).
b mean obtained from Satisfaction rating on five point scale (1= very dissatisfied, 2= dissatisfied, 3= neutral, 4= satisfied, 5= very satisfied).

The mean scores for the IPA analysis indicated in Table 5.5 was plotted in the IPA grid.
Results in Figure 5.2 show the IPA grid with destination attributes ratings of all tourists who visit
Malacca.
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Figure 5.2 Result of IPA for Expectation and Satisfaction of Destination Attributes in Malacca
Cultural Heritage Tourism.

5.4.1 Analysis of Expectation and Satisfaction
IPA uses the expectation of tourists as variable importance and the satisfaction of tourists
as variable performance in analysis of the characteristics of cultural heritage tourism in Malacca
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(Figure 5.2). Government officials and merchants can use the information acquired from this
analysis to maintain their opportunities and treats.

1) Opportunities. In terms of opportunities, tourists have higher expectations on historical
buildings, old town, history/ tradition, architecture, cuisine, accommodation, atmosphere/
people, traditional scenery and culture village. The cultural heritage properties need
preservation and conservations, government along with local communities and private
companies should work hard in hand to maintain the cultural heritage properties of
Malacca. They can create an electronic network of information about the historic
environment accessible to professional and public alike, linked to ‘culture online’. On the
other hand, government of Malacca may develop local ‘heritage link’ bringing together
non-governmental organizations, agencies and training to involve people in decisions,
think creatively and find solutions to problems. The owners of heritage attractions should
provide facilities and educational material to encourage visits by schools and community
groups. In terms of cuisine, accommodation, and atmosphere/ people are all satisfactory,
but they are easily imitated and soon may lose their uniqueness. Therefore, it is necessary
to determine the quality of a specific area and create a product that will let tourists feel a
sense of nostalgia, experience the past traditional social values, tastes and styles refer
back to the past. It will promote the desire to return and stay longer in Malacca.

2) Weakness:
a) Festival or events: Culture heritage is central ingredient in that which sets
Malacca apart from competing destination. As an important cultural heritage
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tourism offering, festivals and cultural events play a key role in marketing
Malacca, as a popular destination for tourists. Festivals and cultural events offer
the tourist additional reasons to visit a place over and above the regular cultural
product offered. The events are one-off and take place in a limited timeframe and
because festivals offer a concentrated and often unique experience, they provide
an additional reason for cultural tourists to visit a particular location. They can
also be the key factor in the tourist’s decision to choose one destination over
another. As a result of the differential advantage they can offer, festivals and
cultural events are effective instruments in attracting first time as well as repeat
visitors. They provide enjoyable ‘things to do’ for visitors, allow informal and
rewarding contact with the local population and allow tourists to discover new
cultural experiences. Government and local authorities can hold more cultural
festival and events, which not only satisfy the local communities but also
domestic tourists and international tourists. Government of Malacca need to have
strategic investment in festival and cultural events in Malacca, identifying and
supporting festivals and cultural events which can best assist in achieving the
Malacca cultural heritage tourism objective, identifying or organized events
capable of attracting wider audiences, such like community events, major
international attractions, organized a public private partnership initiatives and
skilled legacy volunteer networks, and ad hoc audience research initiated by
individual events and agreed research templates to allow for benchmarking and
pooling of information. Besides that, government need to identify and support a
number of professionally run festivals and cultural events that are already

104

attracting domestic audiences and that have the capacity to attract international
audiences in a meaningful way. Provide funding commitments to marketing and
certain programme development activities in exchange for a commitment to cooperate actively with the relevant Malacca cultural heritage tourism promotion
initiatives. Provide heavyweight support both financially and in terms of applying
personnel to support the development effort. Retain a certain portion of funding
for new opportunities that arise during the year. Festivals and events should be
invited to apply for consideration at this level by demonstrating their capacity and
willingness to promote themselves as tourism products. Besides that, government
can offer a lower level of support on an annual basis to community-based events
which enhance the local tourism offer. Some of these may be professionally run
but the majority will have a strong voluntary involvement. On the other hand, to
enhance the festival and cultural events in Malacca, government may publish
detailed guidelines which clearly outline eligibility and non-eligibility to
investment applicants, strengthen their relationship with the festival and cultural
events sector, and measure the tourism value of investment client applicants
through an agreed research template so as to allow for benchmarking.

b) Accessibility: Accessibility is a key element that links tourists to destinations to
be accessed. “In tourism, accessibility is a function of distance from centers of
population, which constitute tourist markets and of external transport, which
enables a destination to reach. It is measured in terms of distance travelled, the
time taken or the cost involved,” (Medlik, 2003). Tourists will compare
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destinations based on their accessibility. Thus, accessibility has a primary role in
selecting potential destinations. Government of Malacca need to provide diversity
of public transportation with good service and acceptable fare to allow tourists
reach the destinations more easily. This also can reduce the traffic problem in
Malacca, if government of Malacca provide a good service of public
transportation, the local communities may use the public transportation instead
their own transportation. On the other hand, this not only reduces the traffic
problem in tourism area but also reduce the pollution in Malacca area.

c) Souvenirs and handicrafts: Souvenirs and handicrafts are traditional cultures and
folk customs of an area and it is fully reflect local culture and characteristics
(Zhang and Fang, 2006). Souvenirs and handicrafts have intangible propagandist
role, when tourists buy souvenirs or handicrafts, they will not only increased the
income of the local economy, while taking away the taste of the regional culture
in miniature. In tourism activities, tourism consumers to purchase the rich local
characteristics and the goods which have practicality, manufacturability,
ceremonial, commemorative and the material form. Souvenirs and handicrafts,
functional, but more importantly, demonstrate its commemorative and artistic
value. In Malacca market, souvenirs and handicrafts of design standards are
various and style obsolescence, it is difficult to arouse people’s interest in buying.
Souvenirs and handicrafts of Malacca should be based on the selling points which
are type characteristics of souvenirs and handicrafts, market acceptance and the
formation of the design. Tourist souvenir and handicraft design is the role of
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market orientation with market development, the designer should be based on the
market demand to accurately identify the direction of providing a clear vision for
market development, and constantly upgrading their products. By improving the
cultural content and artistic taste of products, to enhance product value, thus
creating higher value-added products. Traditional tourist souvenirs and
handicrafts still have a huge market potential. The key is that designers must be
good through differentiation and segmentation of souvenirs, looking for new
meeting point to meet people’s needs, to taking the initiative to develop the
market. Besides that, marketers and designers should note that the mental function,
as well as more humane considerations. For example, making the souvenirs’
packing more sophisticated, carrying more convenient, etc.; not only to emphasis
on the diversity of human needs and study the development of the trajectory, to
propose new functional requirements and new usages. Marketers and designer of
the souvenirs and handicrafts should pay close attention to development of
modern science and technology, because only rely on new scientific and
technological achievements in order to make new works, new structures and new
materials to update the form of capability, to adapt to the changing requirements
of tourism market and the general mass aesthetic orientation. In addition, during
the product development, the aesthetic create of art and design is an important
aspect to achieve differentiation and brand characteristics. Tourist souvenirs and
handicrafts must be created through the aesthetic to induction and stimulate
people’s desire to purchase, to meet the aesthetic and spiritual need of the people,
thereby expanding the market effect.
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The souvenirs and handicrafts should reflect the characteristics of tourist
attractions, with regional characteristics identification. Generally speaking, each
time for all other tourists travel to have some flavor and have a different meaning
(Liu and Li, 1998). In order to promote development, marketers and designers
should not only taking into account the characteristics of material resources, but
also taking into account the characteristics of cultural resources. They need to
consider to the local historical references, landmarks monuments, folk customs,
stories, legends and cultural resources to meet the popular demand for tourism
products with crafts and toys. To tourists, the tourists were all like the tourist
souvenirs and handicrafts which have strong local characteristics, tourist
souvenirs and handicrafts market prospects of such a large extent determined by
cultural differences, it is a region and display of national culture. The design and
development of tourist souvenirs and handicrafts in Malacca should fully tap its
geographical and cultural connotations to meet increasing consumer demand of
tourists.
The excellent tourist souvenirs and handicrafts have Malacca regional
cultures, not only promote the economic development of tourist areas, but also
play a promotion of cultural tourism area. The development of successful tourism
souvenir and handicrafts design has a great significance for the promotion of
tourism and cultural industry development in Malacca.

d) Information centers: Visitor information centers are an important promotional
tool for most destination marketing organization. Several studies have examined

108

users and impacts of visitor information centers (e.g. Dimanche & Taylor, 2006;
Pennington-Gray & Vogt, 2003; Tyrrell & Jognston, 2003). The purpose of an
information center is to give unrivalled tourist information that is accessible at all.
Government of Malacca should start more information centers in the cultural
heritage tourism areas which allow domestic and international travelers easily
access the information about tourism of Malacca and the attractive destinations
they may visit. The staffs work in information centers should be well training and
show the polite and friendliness to tourists who come to ask some information
from the information centers. Besides that, the information centers need to have
the brochure and map which introduce the attractive of the destination in Malacca
which tourists should not miss for their trip. On the other hand, government of
Malacca should have the proper sign, road direction and map description to allow
tourists access the destinations easily.

e) Arts. Malacca authorities need to identify a positioning for arts and culture in
Malacca based on market research and undertake an audit of metropolitan and
regional “market-ready” cultural product. It is important to indentify a positioning
for art and culture in Malacca. Besides that, they need to maximize Malacca arts
and cultural opportunities in the meetings, incentives, conventions and exhibitions
(MICE) market. They can improve and expand arts and cultural content in
promotional material used in bidding for conferences and produce dedicated
publications for tourism promoting key arts and cultural attractions. They need to
use the web sites as effective information portals to Malacca arts and cultural
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venues, products and events. Always improve their information up to date on their
website. They may make greater use of arts and cultural images and products in
Malacca marketing. On the other hand, they nee to facilitate development
opportunities and linkages that better integrate the arts, cultural and tourism sector.
They may provide information, education, training and networking opportunities
for arts and cultural providers and the tourism industry, such as, provide training
forums for the arts, cultural and tourism sectors, conduct industry familiarization
and briefings for the arts, cultural and tourism sectors, and nurture new
partnerships between arts and cultural providers and tourism industry. While, the
authorities of Malacca can also create on-going communication linkages and
mechanisms to integrate the arts, cultural and tourism sector, such as, support and
ensure joint planning and liaison between arts and tourism in all future planning
of cultural infrastructure with likely tourism impacts, facilitate meetings of key
players in arts, culture and tourism timed in conjunction with industry events, and
develop broader across-government or industry coordination of cultural tourism
through establishing a wider reference group. They need to work with relevant
stakeholders to produce a dedicated publication for convention delegates
highlighting arts and cultural attractions of Malacca and its environs.

f) Expensiveness. In fairness of pricing, the tourists flow will inevitable increase
prices and in turn decreasing the number of tourists. The government should be
cautions of store raising their prices, decreasing the motivation of tourists to visit.
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g) Historical people. To encourage people to know the historical people in Malacca,
the authorities of Malacca may using multimedia source to combine visual and
audio to attract tourists and this also can use in education field. Besides that,
collaboration among museum and art can create a theater performance to attract
more tourists and they can understand easy based on visual and audio.

h) Indoor facilities. The authorities need to make sure that, there were sufficient of
indoor facilities in each tourism places and make sure the facilities in good
conditions. The cleanliness is important to create the satisfaction of tourists, such
as wash room, it need always to be clean up.

i) Tour packages. Further research need to carry out to find out what the main
reasons that cause dissatisfied of tourists. Difference tourists from other countries
have their own need, from the research travel agencies can find out what tourists
need in difference group and arrange a travel package which is suit to their need.

3)

Threat. Museums a re well positioned to play a dynamic role in local cultural life
as centers of excellence where people can learn, experience and enjoy, and be stimulated
to think about their place in the world. Museum sector ha considerable resources of
collections and buildings, people and expertise, but it needs to develop these and make
better use of its existing strengths to meet contemporary standards and expectations.
There are a lot of museum in Malacca, but tourists not very satisfied with it. Government
of Malacca need to increase the standard of museums in Malacca and be the one of the
destination attributes which can attract more tourists. One way in which museums can
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change is to empower traditionally marginalized groups: for example, the emergence of
what can be termed “First Voice” museums allow specific peoples the opportunity to
collect, preserve, express, display and demonstrate their culture from their own view
point and their own ways rather than in the context of a traditional arts or natural history
museum. Another example is a powerful new type of museum, the “idea museum” which
deals with significant issues common to all humans, such as war and peace, human rights,
or globalization. These museums challenge the visitor to take a stand and make a
difference. They tend to much lee object or collection-based than traditional museums
and therefore respond to the trend toward experiential as opposed to object-based tourism.
The Museum of Tolerance in Los Angeles is a popular example. Statistics documenting
the increasing importance of the internet in travel planning are readily available. Web
sites for museums need to be planned to facilitate a cultural tourists’ on-going awareness
of the museum, from before his or her visit to follow-up programs after the visit, thus
sustaining the visitor’s interest and ensuring positive ‘word-of-mouth’ publicity.
Customer service attitude is one of the reasons to influence the satisfaction of tourists.
Even a product of outstanding quality may not be able to overcome the negative impact
of poor customer service. A commitment to customer service involves policies and
procedures that put the customer first, such as operating schedules that are more convenient
for visitors than for staff, availability of qualified staff during peak visitor hours, and
adequate training for front-line staff so that they are capable of attending to visitors in a
helpful, efficient, and professional manner.
For the product marketing strategy, the authorities of museum can:
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•

Increasing opening hours in peak period that also coincide with other cultural or
events, e.g. during the peak period opening hours could be extended to 21:00 h, and
the admission price could include a meal at one of the attraction’s food and
beverage outlets.

•

Joint ticketing between cultural attractions in Malacca that provide value for money
and include value- added entertainment, e.g. themed music programmes in
museums in collaboration with classical music companies.

•

Talks by celebrities or personalities about the museum collections or aspects of
them that appeal to international visitors.

•

Family nights that incorporate family friendly food, e.g. pizza and demonstrations,
presentations or that appeal to both children and adults

•

Collaborative ventures with tourist operators that present a public face to the
scholarship of museum, e.g. the Queensland Museum has offered a special dinosaur
dig in the fossil- rich area of Winton in outback Queensland in collaboration with
an outback tourist company, the Australian Geographic Society, Land River
Australia and the Queensland government under the guidance of their paleontology
department, to experience outback conditions’ and a lifelong learning experience.

•

Joint venture with transportation companies and non-competing institutions, e.g.
trishaw is a traditional and popular in Malacca.

•

A package performance with a visit, e.g. a concert by the singers at Malacca with a
visit to the Malacca museums.
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5.5

Tourists’ Overall Level of Satisfaction
Respondents were also questioned about their overall level of satisfaction with the

Malacca. The results showed in the Table 5.4. Based on the research findings, 70.5% of the
respondents indicated that they were satisfied, very satisfied, and extremely satisfied with the
Malacca. There were 22.6% of respondents choose neutral. Only 7% of respondents were
dissatisfied with the Malacca. The mean value of the respondents’ overall perceived level of
satisfaction was 5.113, which tended toward the satisfaction scale. This suggests that the
Malacca still need to focus on the need of travelers which can satisfy them (Table 5.6).
Table 5.6

Tourists’ Overall Level of Satisfaction with Malacca (N=115).

Variable
Overall satisfaction level
Extremely dissatisfied
Very dissatisfied
Dissatisfied
Neutral
Satisfied
Very Satisfied
Extremely Satisfied

Frequency

Percentage

0
0
8
26
37
33
11

0
0
7.0
22.6
32.2
28.7
9.6

Note: Overall satisfaction mean ranges from 1 (Extremely Dissatisfied) to 7 (Extremely Satisfied).

In order to study the destination attributes that influenced tourists’ overall levels of
satisfaction, the satisfaction of 23 destination attributes were used in a linear regression analysis.
The linear regression procedure was employed because it provided the most accurate
interpretation of the independent variable. The satisfaction of 23 destination attributes
independent variables were expressed in terms of the standardized factor scores (beta coefficient).
The significant factors that remained in the regression equation were shown in order of
importance based on the beta coefficient. The dependent variable, tourists’ overall level of
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satisfaction, was measured on a 7-point Likert-type scale and was used as a surrogate indicator of
tourists’ evaluation of the perception in the Malacca State.
Table 5.6 showed the results of the linear regression analysis. To predict the goodness-offit of the regression model, the correlation coefficient of determination (R²), and F ratio were
examined. The R of independent variables for satisfaction of 23 destination attributes showed
that the tourists had positive satisfied in overall satisfaction. The high score for R of the 23
destination attributes are history or tradition (0.542), atmosphere or people (0.490), monuments
(0.441), and traditional scenery (0.415). Next, the R² for history or tradition is 0.294, suggesting
that 29% of the variance on tourists’ overall satisfaction was explained by history and tradition.
For atmosphere or people, R² is 0.24, which suggesting that 24% of the variation of tourists’
overall satisfaction was explained by atmosphere or people in Malacca. While, R² for monuments
is 0.195, suggesting that more than 19% of the variation of tourist’ overall satisfaction was
explained by the monuments. For traditional scenery, R² is 0.172, suggesting that 17% of the
variation of tourist’ overall satisfaction was explained by traditional scenery. Last, the F ratio
which explained whether the results of the regression model could have occurred by chance. The
F ratio for history or tradition is 47.1 (p-value: 0.000) and was considered significant. The F
ratio for the atmosphere or people is 35.6 (p-value: 0.000) and was considered significant. F ratio
for monuments is 27.34 (p-value: 0.000) and traditional scenery is 23.54 (p-value: 0.000). Both
were considered significant. The regression model achieved a satisfactory level of goodness-offit in predicting the variance of tourists’ overall satisfaction in relation to the satisfaction of 23
destination attributes, as measured by the above- mentioned R, R², F ratio. Each of the
destinations attributes contributed difference rate for the tourists’ overall satisfaction level.
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History or tradition, atmosphere or people, monuments, and traditional scenery are the main
attributes which influence the tourists’ overall satisfaction.
In regression analysis, the beta coefficients could be used to explain the relative
importance of the 23 destination attributes (independent variable) in contributing to the variance
in tourists’ overall satisfaction (dependent variable). As far as the relative importance of the
cultural heritage tourism destination attributes are concerned, history or tradition (B²: 0.54, pvalue: 0.000), atmosphere or people (B²: 0.49, p-value: 0.000), monuments (B²: 0.44, p-value:
0.000), and traditional scenery (B²: 0.42, p-value: 0.000), carried the highest weight for tourists’
overall satisfaction among the 23 destination attributes. The results showed that a one-unit
increase in satisfaction with history or tradition would lead to a 0.54 unit, atmosphere or people
would lead 0.49 unit, monuments would lead to 0.44 unit, and traditional scenery would lead to a
0.42 unit increase in tourists’ overall level of satisfaction with Malacca cultural heritage tourism.
As a conclusion, each of the destination attributes which have selected in this study has
the relation to contribute the tourists’ overall satisfaction level. History or tradition, atmosphere
or people, monuments, and traditional scenery are the main destination attributes influence the
tourists’ overall satisfaction level.
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Table 5.7 Regression Results of Tourists’ Overall Satisfaction Level based on the
Satisfaction of 23 Destination Attributes.
Dependent variable: Tourists’ overall satisfaction with the Malacca State.
Independent variable: history/ tradition, monuments, historical buildings, culture villages, museum, traditional
scenery, arts, architecture, handicrafts, festivals/ events, old town, historic people, religious places, cuisine, shopping
places, cuisine, shopping places, information centers, atmosphere/ people, indoor facilities, accessibility,
expensiveness, accommodation, tour package, souvenirs.

Model summary
Destination attributes
History/ tradition
Monuments
Historical buildings
Cultural villages
Museums
Traditional scenery
Arts
Architecture
Handicrafts
Festivals/ events
Old town
Historic people
Religious places
Cuisine
Shopping places
Information centers
Atmosphere/ people
Indoor facilities
Accessibility
Expensiveness
accommodation
Tour package
Souvenirs

R
0.54
0.44
0.39
0.40
0.30
0.42
0.30
0.24
0.29
0.30
0.20
0.24
0.23
0.33
0.33
0.27
0.49
0.34
0.25
0.33
0.23
0.27
0.37
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R²
0.29
0.20
0.15
0.16
0.09
0.17
0.09
0.06
0.08
0.09
0.04
0.06
0.05
0.11
0.11
0.07
0.24
0.11
0.06
0.11
0.05
0.07
0.14

Adjusted R²
0.29
0.19
0.15
0.15
0.08
0.17
0.08
0.05
0.08
0.08
0.03
0.05
0.04
0.10
0.10
0.07
0.23
0.11
0.06
0.10
0.04
0.06
0.13

SE
0.91
0.98
1.00
0.99
1.03
0.99
1.04
1.06
1.04
1.04
1.07
1.06
1.06
1.03
1.03
1.05
0.95
1.02
1.05
1.02
1.06
1.05
1.01

Table 5.7 Regression results of Tourists’ Overall Satisfaction Level Based on the
satisfaction of 23 Destination Attributes. (Condt.)
Analysis of variance
Destination attributes
History/ tradition
Monuments
Historical buildings
Culture village
Museum
Traditional scenery
Arts
Architecture
Handicrafts
Festivals/ events
Old town
Historical people
Religious places
Cuisine

Sum of squares
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total

39.26
94.28
133.53
26.02
107.52
133.53
20.45
113.09
133.53
20.92
112.61
133.53
12.11
121.42
133.53
23.02
110.51
133.53
11.81
121.72
133.53
7.37
126.17
133.53
11.26
122.27
133.53
11.65
121.88
133.53
5.40
128.13
133.53
7.84
125.69
133.53
6.95
126.58
133.53
14.06
119.47
133.53

Note: *p-value >0.05; **p-value>0.01
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df.
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114

Mean
square
39.26
0.83

F

p-value

47.1

0.000**

26.02
0.95

27.34

0.000**

20.45
1.00

20.43

0.000**

29.92
0.99

20.99

0.000**

12.11
1.08

11.27

0.001**

23.02
0.98

23.54

0.000**

11.81
1.08

10.97

0.001**

7.37
1.12

6.59

0.012*

11.26
1.08

10.41

0.002**

11.65
1.08

10.80

0.001**

5.40
1.13

4.77

0.031*

7.84
1.11

7.05

0.009**

6.95
1.12

6.20

0.014*

14.06
1.06

13.30

0.000**

Table 5.6 Regression results of Tourists’ Overall Satisfaction Level Based on the
satisfaction of 23 Destination Attributes. (Condt.)
Analysis of variance
Destination attributes
Shopping places
Information centers
Atmosphere/ people
Indoor facilities
Accessibility
Expensiveness
Accommodation
Tour package

Souvenirs

Sum of squares

df.

Mean
square
14.12
1.06

F

p-value

13.36

0.000**

9.93
1.09

9.08

0.003**

31.99
0.90

35.6

0.000**

15.16
1.05

14.48

0.000**

8.43
1.11

7.61

0.007**

14.55
1.05

13.81

0.000**

6.95
1.12

6.20

0.014*

9.42
1.09

8.58

0.004**

17.97

0.000**

Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total
Regression
Residual
Total

14.12
119.41
133.53
9.93
123.60
133.53
31.99
101.53
133.53
15.16
118.37
133.53
8.43
125.11
133.53
14.55
118.99
133.53
6.95
126.58
133.53
9.42
124.11
133.53

1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114
1
113
114

Regression

18.32

1

18.32

Residual

115.21

113

1.02

Total

133.53

114

Note: *p-value >0.05; **p-value>0.01
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Table 5.7 Regression results of Tourists’ Overall Satisfaction Level Based on the
satisfaction of 23 Destination Attributes. (Condt.)
Regression analysis
Destination attributes
(constant)
History/ tradition
(constant)
Monuments
(constant)
Historical buildings
(constant)
Culture village
(constant)
Museum
(constant)
Traditional scenery
(constant)
Arts
(constant)
Architecture
(constant)
Handicrafts
(constant)
Festivals/ events
(constant)
Old town
(constant)
Historical people
(constant)
Religious places
(constant)
Cuisine
(constant)
Shopping places
(constant)
Information centers
(constant)
Atmosphere/ people
(constant)
Indoor facilities
(constant)
Accessibility
(constant)
Expensiveness
(constant)
Accommodation
(constant)
Tour package
(constant)
Souvenirs

B
2.02
0.79
2.86
0.63
2.50
0.63
3.47
0.48
3.81
0.39
3.16
0.56
4.04
0.34
3.99
0.29
3.84
0.38
3.94
0.36
3.71
0.34
4.06
0.33
4.11
0.29
3.49
0.41
3.85
0.39
3.99
0.37
2.86
0.65
3.77
0.44
3.97
0.34
3.68
0.43
4.04
0.29
4.07
0.33
3.65
0.44

SE
0.45
0.12
0.44
0.12
0.59
0.14
0.37
0.10
0.40
0.12
0.41
0.12
0.34
0.10
0.45
0.11
0.41
0.12
0.37
0.11
0.65
0.16
0.41
0.13
0.42
0.12
0.46
0.11
0.36
0.11
0.38
0.12
0.39
0.11
0.37
0.12
0.43
0.12
0.39
0.11
0.44
0.12
0.37
0.11
0.36
0.10

Notes:*p-value>0.05; **p-value >0.01
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Beta
0.54
0.44
0.40
0.39
0.30
0.42
0.29
0.24
0.29
0.29
0.20
0.24
0.23
0.33
0.33
0.27
0.49
0.34
0.25
0.33
0.23
0.23
0.38

t
4.41
6.86
6.51
5.23
4.27
4.52
9.35
4.58
9.52
3.36
7.65
4.85
11.96
3.31
8.90
2.57
9.47
3.23
10.66
3.29
5.69
2.18
9.89
2.66
9.86
2.49
7.68
3.66
10.74
3.66
10.43
3.01
7.35
5.97
10.26
3.81
9.31
2.76
9.29
3.72
9.16
2.49
11.04
2.93
10.17
4.24

p-value
0.000
0.000**
0.000
0.000**
0.000
0.000**
0.000
0.000**
0.000
0.001**
0.000
0.000**
0.000
0.001**
0.000
0.012*
0.000
0.002**
0.000
0.001**
0.000
0.031*
0.000
0.009**
0.000
0.014*
0.000
0.000**
0.000
0.000**
0.000
0.003**
0.000
0.000**
0.000
0.000**
0.000
0.007**
0.000
0.000**
0.000
0.014*
0.000
0.004**
0.000
0.000**

5.6

Hypotheses Testing
Based on the purpose of this study, three hypotheses were proposed. Each hypothesis is

reiterated below and then the results of statistical analysis for testing them are reported.
Hypothesis 1 was tested by using regression analysis. In order to get the destination attribute
scale ready for analysis, a factor analysis for the attributes was conducted. There were three
factors that emerged from this procedure, which is explained in the following section. After that,
these factors were then utilized during the testing of regression analysis as independent variables.
Hypotheses 2a, 2b, 3a, and 3b were tested through Analysis of Variance (ANOVA). Furthermore,
hypothesis 4 was analyzed by Analysis of Covariance (ANCOVA).

5.6.1 Factor Analysis (Underlying Dimensions of Tourists’ Perceptions of
Attributes)
The principal components factor method was used to generate the initial solution. The
eigenvalues suggested that a three factor solution 22.38% of the overall variance before rotation.
The factors with eigenvalues greater than or equal to 1.0 and attributes with factor loadings
greater than 0.4 were reported. Table 5.8 illustrates the results of the factors analysis. The three
factors were: General Tour Attraction, Cultural and Heritage Attraction, and Differentiate and
Amenity Attraction.
The overall significance of the correlation matrix was 0.000, with a Bartlett test of
sphericity value of 1336.306. The statistical probability and the test indicated that there was
significant correlation between the variables, and the use of factor analysis was appropriate. The
Kaiser-Meyer-Olkin overall measure of sampling adequacy was 0.886, which was meritorious.
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Based on the varimax-rotated factor-matrix, three factors with 22 variables were defined
which the loaded most heavily with ≥ 0.4. One of the attributes was dropped due to the failure of
loading on any factor at the level of 0.40. The attributes was “religious places” (refer Table 5.8).
To test the reliability and internal consistency of each factor, the Cronbach’s alpha of
each was determined. The results showed that the alpha coefficients ranged from 0.731 to 0.779
for the three factors. The results were considered more than reliable, since 0.50 is the minimum
value for accepting the reliability test.
The three factors underlying tourists’ perceptions of cultural heritage attributes in the
Malacca State were as follows.
General Tour Factors (Factor 1) contained eleven attributes and 22.38% of the variance in
the data, with an eigenvalue of 5.146. The attributes which included in factor 1 were “Indoor
facilities,” “Historic people,” “Information centers,” “Festival / events,” “Handicrafts,”
“Atmosphere/ people,” “Tour package,” “Shopping,” “Accessibility,” “Souvenir,” and
“Architecture”.
Culture and Heritage Attraction (Factor 2) accounted 19.46% of the variance, with an
eigenvalue of 4.475. This factor was loaded with eight attributes that referred to culture and
heritage attraction. The eight attributes were “Monument,” “History/ tradition,” “Traditional
scenery,” “Museums,” “Culture Villages,” “Historical Buildings,’ “Arts,” and “Old Town (city)”.
For the Differentiate and Amenity Attraction (Factor 3), there were three attributes under
this factor and accounted 11.77% of the variance, with an eigenvalue of 2.708. The four
attributes under this factor were “Accommodation,” “Expensiveness,” and “Cuisine”.
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Table 5.8

Factor Analysis Results of the Perception of Attributes in Malacca.

Attributes
Factor 1
( General Tour
Attraction)
Factor 1: General Attraction
Indoor facilities
Historic people
Information centers
Festival / events
Handicrafts
Atmosphere/ people
Tour package
Shopping
Accessibility
Souvenir
Architecture
Factor 2: Culture and heritage Attraction
Monument
History/ tradition
Traditional scenery
Museums
Culture village
Historical buildings
Arts
Old town (city)
Factor 3: Differentiate and Amenity Attraction
Expensiveness
Accommodation
Cuisine
Eigen Value
% of common variance
% of cumulative variance
Note:

Factor Loading
Factor 2
(Culture and
Heritage Attraction)

Factor 3
( Differentiate and
Amenity Attraction)

0.804
0.667
0.632
0.508
0.597
0.589
0.587
0.581
0.562
0.475
0.401
0.805
0.771
0.701
0.658
0.582
0.571
0.559
0.554

5.146
22.375
22.375

Extraction Method- Principal Component Analysis
Rotation Method- Varimax with Kaiser Normalization
KMO (Kaiser-Meyer-Olkim Measure of Sampling Adequacy)=0.886
Bartlett’s Test of Sphericity: p = 0.000 (x²=1336.306, df=253)
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4.475
19.456
41.831

0.785
0.779
0.611
2.708
11.774
53.605

5.6.2 Hypothesis 1

H1:

There is no relationship between the selected cultural heritage destination attributes and
the overall satisfaction of tourists.

5.6.2.1 Linear Regression Analysis
In order to further reveal support for hypothesis 1, the factors that influenced tourists’
overall levels of satisfaction, the three orthogonal factors were used in a linear regression
analysis. The linear regression procedure was employed because it provided the most accurate
interpretation of the independent variable. The three independent variables were expressed in
terms of the standardized factor scores (beta coefficient). The significant factors that remained in
the regression equation were shown in order of importance based on the beta coefficient. The
dependent variable, tourists’ overall level of satisfaction, was measured on a 7-point Likert-type
scale and was used as a surrogate indicator of tourists’ evaluation of the perception in the
Malacca.
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The equation for tourists’ overall level of satisfaction was expressed in the following
equation:
a) Ys = β0 + B1X1
b) Ys = β0 + B2X2
c) Ys = β0 + B3X3
Where,
Ys = tourists’ overall level of satisfaction with Malacca State
β0 = constant (coefficient of intercept)
X1= General Tour Attraction
X2 = Culture and Heritage Attraction
X3= Differentiate and Amenity Attraction
B1= regression coefficient of Factor 1.
B2= regression coefficient of Factor 2.
B3= regression coefficient of Factor 3.

Table 5.9 showed the results of the linear regression analysis. To predict the goodness-offit of the regression model, the multiple correlation coefficient of determination (R²), and F ratio
were examined. First, the R of independent variables (three factors, X1, X2, and X3) on the
dependent variable (tourists’ overall level of satisfaction, or Ys) for Factor 1 (General Tour
Attraction) is 0.235, Factor 2 (Culture and Heritage Attraction) is 0.393, and Factor 3
(Differentiate and Amenity Attraction) is 0.303. Each of the R for three factors showed that the
tourists had positive and high overall satisfaction levels with the three dimensions. Next, the R²
for Factor 1 (General Tour Attraction) is 0.055, suggesting that more than 5% of the variation of
tourist’s overall satisfaction was explained by the Factor 1 (General Tour Attraction). For Factor
2 (Culture and Heritage Attraction) R² is 0.155, which suggesting that 15% of the variation of
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tourists’ overall satisfaction was explained by the Factor 2 (Culture and Heritage Attraction).
While, R² for the Factor 3 (Differentiate and Amenity Attraction) is 0.303, suggesting that more
9% of the variation of the tourists’ overall satisfaction was explained by the Factor 3
(Differentiate and Amenity Attraction). Last, the F ratio which explained whether the results of
the regression model could have occurred by chance. The F ratio for the Factor 1 (General Tour
Attraction) is 6.631 (p-value: 0.011) and was considered significant. F ratio for the Factor 2
(Culture and Heritage Attraction) is 20.668 (p-value: 0.000) and it was considered significant.
While, the F ratio for the Factor 3 (Differentiate and Amenity Attraction) is 11.410 (p-value:
0.001) and it also considered significant. The regression model achieved a satisfactory level of
goodness-of-fit in predicting the variance of tourists’ overall satisfaction in relation to the three
factors, as measured by the above-mentioned R, R², and F ratio. This mean, at least one of the
three factors was important in contributing to tourists’ overall level of satisfaction with the
Malacca State.
In the regression analysis, the beta coefficients could be used to explain the relative
importance of the three dimensions (independent variable) in contributing to the variance in
tourists’ overall satisfaction (dependent variable). As far as the relative importance of the three
cultural heritage dimensions is concerned, Factor 2 (Culture and Heritage Attraction, B2 = 0.393,
p-value: 0.000), carried the heaviest weight for tourists’ overall satisfaction, followed by Factor 3
(Differentiate and Amenity Attraction, B3 = 0.303, p-value: 0.001), and the last is Factor 1 (B1=
0.235, p-value: 0.011). The results showed that a one-unit increase in satisfaction with the Factor
2 (Culture and Heritage Attraction) factor would lead to a 0.393 unit increase in tourist’ overall
level of satisfaction with the Malacca State, other variables being held constant.
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As a conclusion, all the underlying dimensions are significant. Thus, the results of linear
regression analysis reject hypothesis 1, that there is no relationship between the selected cultural
heritage destination attributes and the overall satisfaction of tourists. So, there is a relationship,
which is what we expected.

Table 5.9 Regression Results of Tourists’ Overall Satisfaction Level based on the
Dimension.
Dependent variable: Tourists’ overall satisfaction with the Malacca State.
Independent variable: Factor 1 (General Tour Attraction), Factor 2 (Culture and Heritage Attraction), and Factor
3 (Differentiate and Amenity Attraction).

Model summary
Factor
Factor 1
(General Tour Attraction)
Factor 2
(Culture and Heritage Attraction)
Factor 3
(Differentiate and Amenity Attraction)

R

R²

Adjusted R²

SE

0.235

0.055

0.047

1.057

0.393

0.155

0.147

0.999

0.303

0.092

0.084

1.036

Analysis of variance
Factor
Factor 1
(General Tour
Attraction)
Factor 2
(Culture and
Heritage
Attraction)
Factor 3
(Differentiate and
Amenity
Attraction)

Sum of squares
7.402
126.129
133.530
20.647
112.883

df.
1
113
114
1
113

Total

133.530

114

Regression
Residual

12.246
121.284

1
113

Total

133.530

114

Regression
Residual
Total
Regression
Residual

Note: *p-value>0.05; ** p-value>0.001
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Mean square
7.402
1.116

F
6.631

p-value
0.011*

20.647
0.999

20.668

0.000**

12.246
1.073

11.410

0.001**

Table 5.9 Regression Results of Tourists’ Overall Satisfaction Level Based on the
Dimension. (Condt.)
Regression Analysis
Independent variables
(constant)
Factor 2 (Culture and Heritage Attraction)
(constant)
Factor 3 (Differentiate and Amenity Attraction)
(constant)
Factor 1 (General Tour Attraction)

B
5.113
0.426
5.113
0.328
5.113
0.255

Note: *p-value>0.05; ** p-value>0.001
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SE
0.093
0.094
0.097
0.097
0.099
0.099

Beta
0.393
0.303
0.235

t
54.860
4.546
52.926
3.378
51.899
2.575

p-value
0.000
0.000*
0.000
0.001*
0.000
0.011*

5.6.3 Hypothesis 2a and 2b
H2a:

There is no difference between derived factor in relation to tourists’ demographic
characteristics, such as gender, age, country of origin, education level, and total
household incomes.

H2b:

There is no difference between derived factor in relation to tourists’ travel behavior
characteristics, such as past experience, decision time to travel, length of stay, travel
party, and distance of travel.

5.6.3.1 Analysis of Variance (ANOVA)
Analysis of Variance (ANOVA) was used to analyzed hypothesis 2a and 2b. This study
made use of ANOVA to determine whether statistical differences existed among the derived
factors with respect to demographic and travel behavior characteristics. The results of the
analysis are showed in Table 5.10 and Table 5.11.
In tourists’ characteristics, the results of ANOVA showed that respondents’ mean score
for the dimensions of tourists’ perceptions showed variation by the gender in Factor 2 (Culture
and Heritage Attraction) (F=5.392, p=0.022). Male showed the highest mean score (0.21) than
the female (-0.21) on Factor 2 (Culture and Heritage Attraction). Age of respondents also
showed variation in Factor 1 (General Tour Attraction) (F=3.956, p=0.022) and Factor 3
(Differentiate and Amenity Attraction) (F=13.622, p= 0.000). In Factor 1 (General Tour
Attraction), tourists who aged below 24 years old showed the highest mean score (0.138) and
over 45 years old showed the lowest mean score (-0.71). While for the Factor 3 (Differentiate
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and Amenity Attraction), the groups which over 45 years old showed the highest mean score
(1.16) and the lowest mean score is the group who aged below 24 years old. This mean
difference age of tourists have difference culture heritage destination attributes they may
consider important to them when they travel to Malacca.
The results for the ANOVA also showed that the origin of country differed on Factor 2
(Culture and Heritage) (F: 3.557, p-value: 0.032) and Factor 3 (Differentiate and Amenity
Attraction) (F: 9.274, p-value: 0.000). The origin of country on Factor 2 showed that the tourists
showed the highest mean score is the tourists from Malacca (0.46), followed by tourist from
international (0.48) and tourist from outside Malacca (-0.22). The origin of country on Factor 3
(Differentiate and Amenity Attraction) showed that the tourist from international scored the
highest mean score (0.48).
The total household income also showed variation in Factor 1 (General Tour Attraction)
(F: 3.061, p-value: 0.020) and Factor 3 (Differentiate and Amenity Attraction) (F=3.109, p-value
0.018). Those who have household income between RM 60,000 till RM79, 999 in year showed
the highest mean score (0.67) on Factor 1 (General Tour Attraction) and the lowest mean score is
the group who have over RM80,000 household income in year. For the Factor 3 (Differentiate
and Amenity Attraction), the highest mean score is the group who earned over RM80, 000 (0.38)
and the lowest mean score is the group who earned less than RM19,000 household income per
year.
Moreover, in travel behavior characteristics of tourist in Table 4.8, the results of ANOVA
revealed that respondents’ mean scores for the dimensions of tourists’ perceptions differed by the
past experience to culture heritage sites in Factor 2 (Culture and Heritage Attraction) (F: 7.540,
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p-value: 0.007). Those tourists who have past experience in culture heritage sites showed the
highest mean score on Factor 2 (Culture and Heritage Attraction). This is because they can
understand the value of culture and heritage when they have the past experience in other culture
heritage sites.
The day spending in Malacca showed the variation in Factor 3 (Differentiate and
Amenity Attraction) (F: 3.683, p-value: 0.014). Tourists who spend their trip among 5 to 7 days
showed the highest mean score (0.92) and the lowest mean score is those who spend only one
day in Malacca. 5 to 7 days is the most suitable period for tourists to travel around the Malacca
and understand the different culture in Malacca.
For the information that respondents selected, internet showed variation in Factor 3
(Differentiate and Amenity Attraction) (F:4.145, p-value: 0.044), newspaper showed variation in
Factor 1 (General Tour Attraction) (F: 8.494, p-value:0.004), holiday exhibition showed
variation in Factor 2 (Culture and Heritage Attraction) (F: 4.092, p-value: 0.045), brochure or
travel magazine or guidebook showed variation in Factor 3 (Differentiate and Amenity
Attraction) (F: 5.552, p-value: 0.020), and the local or town trail showed variation in Factor 1
(General Tour Attraction) (F:6.340, p-value: 0.013).
In the ANOVA analysis, the results indicated that there is difference in derived factors in
terms of the gender, age, education, origin of country, household income in the demographic
variables and past experience to culture heritage sites, day spending in Malacca, information
selected, such as newspaper, holiday exhibition, brochure or travel magazine or guidebook, and
local or town trail in tourists’ travel behavior.
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Table 5.10
Factors.

ANOVA on Tourists’ Perceptions for Demographic Variables on Three

Factor 1
(Differentiate and
Amenity
Attraction)
3.387 (0.068)

Gender

F-test(p-value)

0.798 (0.374)

Factor 2
(Culture and
Heritage
Attraction)
5.392 (0.022*)

Age

F-test(p-value)

3.956 (0.022*)

0.721 (0.489)

13.622 (0.000**)

Education

F-test(p-value)

4.536 (0.013*)

2.042 (0.135)

0.834 (0.437)

Origin of country

F-test(p-value)

1.888 (0.156)

3.557 (0.032*)

9.274 (0.000**)

Income

F-test(p-value)

3.061 (0.020*)

0.255 (0.906)

3.109 (0.018*)

Factor 1
(General Tour
Attraction)

Note: *p-value>0.05; ** p-value>0.001

Table 5.11 ANOVA on Tourists’ Perceptions for Travel Behavior Variables on Three
Factors.
Factor 3
(Differentiate and
Amenity
Attraction)
2.235 (0.138)

Past experience

F-test(p-value)

0.943 (0.334)

Factor 2
(Cultural and
Heritage
Attraction)
7.540 (0.007**)

Day spend in Malacca

F-test(p-value)

0.976 (0.407)

0.456 (0.713)

3.683 (0.014*)

Information – Internet

F-test(p-value)

0.031 (0.861)

0.026 (0.872)

4.145 (0.044*)

Information – Newspaper

F-test(p-value)

8.494 (0.004**)

0.557 (0.457)

2.472 (0.119)

Information – Holiday
exhibition

F-test(p-value)

1.186 (0.278)

4.092 (0.045*)

3.161 (0.078)

Information – Brochure/
travel magazine/ guidebook

F-test(p-value)

3.182 (0.077)

2.105 (0.150)

5.552 (0.020*)

Information – Local/ town
trail

F-test(p-value)

6.340 (0.013*)

0.292 (0.590)

0.017 (0.898)

Factor 1
(General Tour
Attraction)

Note: *p-value>0.05; ** p-value>0.001
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5.6.4 Hypothesis 3a and 3b

H3a:

There is no difference in the overall satisfaction of tourists in terms of tourists’
demographic characteristics, such as gender, age, country of origin, education level, and
total household incomes.

H3b:

There is no difference in the overall satisfaction of tourists in terms of tourists’ behavior
characteristics, such as past experience, decision time to travel, length of stay, travel
party, and distance of travel.

5.6.4.1 Demographic Differences in Overall Satisfaction
In the Table 5.12, it illustrates that Analysis of Variance (ANOVA) results the mean
difference of overall satisfaction by the demographic characteristics of the respondents. The
results indicated that no significant difference in the overall satisfaction of the respondents was
found by age, education level and total household income. The significant difference in the
overall satisfaction of the respondents was found only by gender (F: 3.991, p-value: 0.048) and
origin of country (F: 6.476, p-value: 0.002). The results explained that respondents who stayed
within Malacca (mean=5.62) and respondents from international (mean=5.38) were more
satisfied with the Malacca than respondents from outside Malacca (mean=4.77). Thus,
hypothesis 3a could be rejected for gender and origin of country.
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Table 5.12 ANOVA on Tourists’ Perceptions for Demographic Variables on Overall
Satisfaction.
Overall Satisfaction
Gender

F-test(p-value)

3.991 (0.048*)

Country of origin

F-test(p-value)

6.476 (0.002*)

Note: *p-value>0.05; ** p-value>0.001

5.6.4.2 Travel Behavior Differences in Overall Satisfaction
Analysis of Variance (ANOVA) was tested in order to identify the relationship in overall
satisfaction by the travel behavior characteristics of the respondents. The results of the analysis
were shown in Table 5.13.
The results showed that no significant difference in overall satisfaction of the respondents
was found in terms of the past experience in cultural heritage sites, travel party, how often travel
to Malacca, how long in advance planned to visit Malacca, and the information selected among
the respondents. However, the results illustrated that significant differences were found in length
of stay (F: 2.566, p-value: 0.051). The study revealed that respondents who spend five to seven
days staying in Malacca (mean=5.875) were more satisfied then the respondents who only stay
one day (mean=4.75) travel around Malacca. Thus, hypothesis 3b was rejected for length of stay
in tourists’ travel behavior.
Table 5.13 ANOVA on Tourists’ Perceptions for Travel Behavior Variables on Overall
Satisfaction.
Length of stay

Overall Satisfaction
2.566 (0.051*)

F-test(p-value)

Note: Overall satisfaction means ranges from 1 (extremely dissatisfied) to 7 (extremely satisfied).
Note: *p-value > 0.05
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5.6.5 Hypothesis 4
H4:

There is relationship between the selected cultural heritage destination attributes and
overall satisfaction of tourists for controlling selected demographic (gender) and travel
behavior characteristics (past experience and decision time to travel).

5.6.5.1 Analysis of Covariance (ANCOVA)
In order to further understand between cultural heritage destination attributes and overall
satisfaction with such attributes and how the relationship may show variation controlling for
demographic and travel behavior variables, the study also used Analysis of Covariance
(ANCOVA) to see if the relationship would still exist while controlling for the significant
variables in tourists’ demographic and travel behavior characteristics in the study (refer Table
5.14).
The results of ANCOVA analysis showed that two of the control variables (country of
origin and household income) on tourists’ perceptions for tourists’ demographic variables
controlled the relationship between the overall satisfaction of tourists and derived factors. The
country of origin showed significant relationship between Factor 3 (Differentiate and Amenity
Attraction) and overall satisfaction (F: 3.484, p-value: 0.038). The R² for the country of origin
between Factor 3 (Differentiate and Amenity Attraction) is 0.322, which suggesting that more
than 30% of the variation of the country of origin was explained between Factor 3 (Differentiate
and Amenity Attraction) and overall satisfaction. Those came from the tourists from
international (R² = 0.175) were more satisfied than tourists came from Malaysia, whether outside
Malacca or within Malacca. The tourists from outside Malacca of Malaysia (R²=0.068) were
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more satisfied than tourists from local area of Malacca (R²=-0.000). This is because Malacca is
the place which full with different attractions that may attract tourists come toward, such as
difference cuisine, the unique design of accommodation in Malacca, and the expense in Malacca
State not too high.
Besides that, household income also showed the significant relationship between Factor 3
(Differentiate and Amenity Attraction) and overall satisfaction (F: 2.632, p-value: 0.038). The R²
for household income between Factor 3 (Differentiate and Amenity Attraction) is 0.258,
suggesting that more than 20% of variation of the household income was explained between
Factor 3 (Differentiate and Amenity Attraction) and overall satisfaction. The table 5.14 showed
the relationship between tourists’ household income among Factor 3 (Differentiate and Amenity
Attraction) and overall satisfaction. Those have household income from RM 20,000 till
RM39,999 (R²=0.171) is more satisfied, followed by RM 40,000-59,999 (R²=0.156), more than
RM 80,000 (R²=0.121), RM 60,000-79,999 (R²=0.006), and the last is those household income
less than RM 19,000 (R²=0.004).
In the part of tourists’ travel behavior, time planning of tourists showed the significant
relationship between Factor 2 (Culture and Heritage Attraction) and overall satisfaction (F: 2.411,
p-value: 0.054). The R² for time planning between Factor 2 (Culture and Heritage Attraction) is
0.248, suggesting that more than 20% of variation of the time planning was explained between
Factor 2 (Culture and Heritage Attraction) and overall satisfaction. The tourists who spend three
to six months were more satisfied (R²=0.215) followed by tourists who spend less than three
months to plan the trip (R²=0.180) and those who spend more than six months (R²=0.035).
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Table 5.14 Analysis of Covariance (ANCOVA) on Tourists’ Perceptions for Tourists’
Demographic Variables and Travel Behavior between Overall Satisfaction of Tourists and
Three Factors.

Tourists’ Demographic:
Country of origin
Household income

Tourists’ Travel Behavior:
Time planning

Factor 1
(General
Tour Attraction)

Factor 2
(Culture and
Heritage
Attraction)

Factor 3
(Differentiate and
Amenity Attraction)

F-test
(p-value)
R²
F-test
(p-value)
R²

0.320
(0.864)
0.113
1.290
(0.279)
0.137

0.479
(0.751)
0.197
0.406
(0.804)
0.202

3.484
(0.010**)
0.322
2.632
(0.038*)
0.258

F-test
(p-value)
R²

0.602
(0.662)
0.083

2.411
(0.054*)
0.248

0.994
(0.414)
0.185

Note: *p-value>0.05; ** p-value>0.001

5.6

Summary
Under the paired t-test, there is six of the destination attributes (culture village, museums,

traditional scenery, handicrafts, festival or events and historical people) showed that the
respondents’ satisfaction in relation to those attributes were negatively disconfirmed with their
expectations and significant with p-value under 0.05, which resulted in dissatisfaction. In the
IPA analysis, 23 of the destination attributes were grouped into 3 categories (opportunities,
weakness, and threat). The destination attributes which under opportunities are historical
buildings, old town, history or tradition, cuisine, architecture, accommodation, monument,
atmosphere or people, traditional scenery and culture villages. For the weakness, the destination
attributes under this category are religious places, souvenirs, festival or events, handicrafts,
expensiveness, shopping places, historical people, tour packages, arts, information centers,
indoor facilities, and accessibility. While for the threat category, the destination attribute under
this category is museums. Tourists’ overall satisfaction in Malacca cultural heritage tourism
showed that about 70% of the tourists satisfied with it. History or tradition, atmosphere or
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people, monuments, and historical buildings of the destination attributes showed the more
influence in tourists’ overall satisfaction level in Malacca under the linear regression analysis.
Factor analysis of 23 cultural heritage destination attributes was conducted to delineate
the underlying dimensions of the attributes. Linear regression analysis was used to identify the
relationship between the attributes and the level of overall satisfaction of tourist. 22 destination
attributes resulted to three dimensions: General Tour Attraction, Culture and Heritage attraction,
and Differentiate and Amenity Attractions. Under linear regression analysis, Cultural and
Heritage Attraction showed the highest influence on tourists’ overall satisfaction, and followed
by Differentiate and Amenity Attraction, and the last was General Tour Attraction.
From the ANOVA analysis, the respondents mean scores for the dimensions of cultural
heritage factors variation in demographic were gender on Factor 2 (Culture and Heritage
Attraction), age on Factor 1 (General Tour Attraction) and Factor 3 (Differentiate and Amenity
Attraction), education on Factor 1 (General Tour Attraction), origin of country on Factor 2
(Culture and Heritage Attraction) and Factor 3 (Differentiate and Amenity Attraction), and
household income showed significant on Factor 1 (General Tour Attraction) and Factor 3
(Differentiate and Amenity Attraction). In tourists’ travel behavior, the results showed variation
were the past experience on Factor 2 (Culture and Heritage Attraction), length of stay showed
variation on Factor 3 (Differentiate and Amenity Attraction), information selected which
showed significant were internet on Factor 3 (Differentiate and Amenity), newspaper on Factor
1 (General Tour Attraction), holiday exhibition on Factor 2 (Cultural and Heritage Attraction),
brochure or travel magazine or guidebook on Factor 3 (Differentiate and Amenity Attraction),
and local or town trail on Factor 1 (General Tour Attraction).

138

Analysis of Variance (ANOVA) was also used to analyzed the differences in the level of
overall satisfaction in relation to demographic and travel behavior characteristics. The results of
the analysis showed that the significant difference in the overall satisfaction of the respondents
was found by gender and origin of country. The results explained that male respondents are more
satisfied than female respondents. To those respondents who stayed within Malacca and
respondents from international were more satisfied with the Malacca than respondents from
outside Malacca. Furthermore, the results revealed that there was a significant difference was
found in length of stay. The study revealed that respondents who spend among five to seven days
staying in Malacca were more satisfied then the respondents who only stay one day travel around
Malacca.
Under ANCOVA analysis showed that only one of the control variables (origin of
country) controlled the relationship between the overall satisfaction of tourists and derived
Factor 3 (Differentiate and Amenity Attraction). The result also showed significant on household
income controlled the relationship between the overall satisfaction of tourists and derived Factor
3 (Differentiate and Amenity Attraction). In the tourists’ travel behavior part, the time planning
for a trip to Malacca on Factor 2 (Culture and Heritage Attraction) showed the significant in the
relationship between the derived factors and the overall satisfaction of tourists who visited to
Malacca.
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CHAPTER SIX
CONCLUSION

6.1

Introduction
This chapter is categorized into three sections. The first section is to summarize all research

finding in responding to the research objectives. The second section is to discuss the limitation of this
study. Finally, the third section is to represent our recommendations for future studies.

6.2

Summary of the Study
The purposes of the study were to identify the relationship between cultural heritage destination

attributes and the overall satisfaction of tourists who visited to Malacca cultural heritage destination, and
analyze the differences in the level of overall satisfaction of tourists’ with respect to demographic and
travel behavior characteristics. The earlier studies for the cultural heritage tourism have focused on
identifying the characteristics, development, and management of cultural heritage tourism, as well as on
investigating the demographic and travel behavior characteristics of tourists who visit cultural heritage
destinations (Hall and Zeppel, 1990; Philip, 1993; Glasson,1994; Silberberg,1995; Jonathan,
1995;Richard,1996; Peleggi, 1996; Pearce and Balcar, 1996; Light, 1996; Anderson, Prentice and Guerin,
1997; Formica and Uysal, 1998; Lee, 1998; Kaufman, 1999; Master and Prodeaux, 2000; Kerstetter,
Confer and Graefe, 2001). Some studies have investigated the relationship between the attributes and
tourists’ satisfaction (Glasson, 1994; Light, 1996).
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From those studies, it has been emphasized that the identification of tourists’ characteristics and
an investigation of the relationship between the attributes and tourists’ satisfaction are needed. It is argued
that such research efforts would help tourism practitioners and planners to have a better understanding of
cultural heritage tourism and to formulate better strategy and planning about cultural heritage tourism.
With these observations in mind, this current study was conducted.
Based on the theoretical perceptive, the concept of expectancy-disconfirmation theory was
introduced to guide for this study. Expectancy-disconfirmation theory is one of the most commonly
adopted approaches used to examine the customer satisfaction of consumers. Furthermore, it currently
dominates the study of consumer satisfaction. Therefore, this study used expectancy-disconfirmation
theory as guiding framework.
For the methodological perspective, the Malacca was selected as a research area because the
Malacca is one of the historical city, where have developed over 500 years of trading and cultural
exchanges between east and west in the straits of Malacca. Malacca demonstrates the early stage of
history originating in the 15th century Malay Sultanate, Portuguese, and Dutch periods beginning in the
represents the British era from the end of the 18th century. Besides that, Malacca is a historical city centre
which has been listed as UNESCO World Heritage Site since 7 July 2008. The research framework and
model were presented. Tourists who visited Malacca State in May, 2010 were surveyed. The
questionnaire consisted of the perception of destination attributes and tourists’ demographic and travel
behavior characteristics. A total of 150 tourists were surveyed in the research areas.
In this study, one hundred and fifty surveys were collected and 115 final surveys were utilized for
the study. The demographic and travel behavior characteristics of the respondents were presented.
In general, almost 47% of respondents tended to be 25 years to 34 years old. Most of the
respondents had a high level of education with high income level. They usually spend 2 to 4 days at the
destination. Most of the respondents visited with family members or relatives and traveled over 300 miles
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from the Malacca State. Most of the tourists obtained information about the Malacca State by Internet or
word-of mouth.
This study compared tourists’ expectation and satisfaction toward 23 cultural heritage attributes
and categorized the attributes into satisfied attributes, indifferent attributes, and dissatisfied attributes.
Results of the study showed that there was no attributes in the satisfied attributes category, 17 attributes
into indifferent attributes, and 6 attributes into dissatisfied attributes. IPA analysis was used to find out
the opportunities, weakness, threat, and strength of Malacca cultural heritage destination attributes.
According to the objectives of the study, three main hypotheses were tested. Linear regression
analysis, Analysis of Variance (ANOVA), Analysis of Covariance (ANCOVA) were used for hypothesis
testing. First, factor analysis of 23 cultural heritage destination attributes was conducted to delineate the
underlying dimensions of the attributes. Then, linear regression analysis was used to identify the
relationship between the attributes and the level of overall satisfaction of tourist. Under the factor analysis,
22 destination attributes resulted to three dimensions: General Tour Attraction, Culture and Heritage
Attraction, and Differentiate and Amenity Factors. These three factors were used with the overall
satisfaction. Linear regression analysis showed that Cultural and Heritage Factors had the highest
influence on tourists’ overall satisfaction. The second highest influential dimension was Differentiate and
Amenity Attraction. The last influential dimension was General Tour Attraction.

Analysis of Variance (ANOVA) was performed to investigate the differences on the
derived factors in terms of demographic and travel behavior characteristics. The results showed
that the respondents mean scores for the dimensions of cultural heritage factors variation in
demographic were gender on Factor 2 (Culture and Heritage Attraction) (F:5.392, p-value:
0.022), age on Factor 1 (General Tour Attraction) (F: 3.956, p-value 0.022) and Factor 3
(Differentiate and Amenity Attraction)

(F: 13.622, p-value 0.000), education on Factor 1

(General Tour Attraction), origin of country on Factor 2 (Culture and Heritage Attraction) (F:
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3.557, p-value 0.032) and Factor 3 (Differentiate and Amenity Attraction), and household
income on Factor 1 (General Tour Attraction) (F: 3.061, p-value 0.020) and Factor 3
(Differentiate and Amenity Attraction) (F: 3.109, p-value 0.018). In the part of tourists’ travel
behavior, the results showed variation were past experience on Factor 2 (Culture and Heritage
Attraction) (F: 7.540, p-value: 0.007), length of stay in Malacca on Factor 3 (Differentiate and
Amenity Attraction), information selected, such as internet on Factor 3 (Differentiate and
Amenity Attraction) (F: 4.145, p-value: 0.044), newspaper on Factor 1 (General Tour Attraction)
(F: 8.494, p-value: 0.004), holiday exhibition on Factor 2 (Culture and Heritage Attraction) (F:
4.092, p-value: 0.0.045), brochure or travel magazine or guidebook on Factor 3 (Differentiate
and Amenity Attraction) (F: 5.552, p-value: 0.020), and local or town trail on Factor 1 (General
Tour Attraction).
Analysis of Variance (ANOVA) was also used to analyzed the differences in the level of
overall satisfaction in relation to demographic and travel behavior characteristics. The results of
the analysis showed that the significant difference in the overall satisfaction of the respondents
was found by gender (F: 3.991, p-value: 0.048) and origin of country (F: 6.476, p-value 0.002).
The results explained that male respondents are more satisfied than female respondents. To those
respondents who stayed within Malacca and respondents from international were more satisfied
with the Malacca than respondents from outside Malacca. Furthermore, the results revealed that
there was a significant difference were found in length of stay (F: 2.566, p-value: 0.051). The
study revealed that respondents who spend among five to seven days staying in Malacca were
more satisfied then the respondents who only stay one day travel around Malacca.
The results under ANCOVA analysis showed that only one of the control variables
(origin of country) controlled the relationship between the overall satisfaction of tourists and
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derived Factor 3 (Differentiate and Amenity Attraction) (F: 3.484, p-value: 0.010). The result
also showed significant on household income controlled the relationship between the overall
satisfaction of tourists and derived Factor 3 (Differentiate and Amenity Attraction) (F: 2.632, pvalue: 0.038). In the tourists’ travel behavior part, the time planning for a trip to Malacca on
Factor 2 (Culture and Heritage Attraction) (F: 2.411, p-value: 0.054) showed the significant in
the relationship between the derived factors and the overall satisfaction of tourists who visited to
Malacca State.

6.3

Implications
Based upon the results of this study, several recommendations can be made to increase

tourists’ satisfaction with the Malacca State. The results of the study revealed that even if three
factors (General Tour Attraction, Culture and Heritage Attraction, and Differentiate and Amenity
Attraction) have a significant relationship with overall satisfaction of tourists. Culture and
Heritage Attraction and Differentiate and Amenity Attraction were more important factors that
influenced overall tourist satisfaction than General Tour Attraction. This finding can be useful to
the planners and marketers of cultural heritage tourism in formulating strategies to maintain or
enhance their competitiveness. Malacca State is a historical city centre which has been listed as
UNESCO World Heritage Site since 7 July 2008. The planner and marketers should focus more
on culture and heritage factors to attract more tourists come toward Malacca State. Besides that,
they should maintaining and improving factors that contribute to the overall satisfaction of
tourists. For example, the content of brochures and web-sites about Malacca State attractions
should reflect such features as architectures, traditional scenery, handicrafts, arts, historical
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buildings, museums, culture villages, history/ tradition, old town as part of cultural heritage in
Malacca State. In addition, tourism managers and marketers should provide quality service with
their General Tour Attractions such as special events, tour packages, etc., and Differentiate and
Amenity Attraction, such as Expensiveness, Accommodation and Cuisine.
Besides that, this study also revealed that there were differences in the overall satisfaction
of tourists in terms of origin of country, household income, and decision time to travel, it is
hoped that the results of the study will provide some insights that may help tourism marketers
develop specific promotional strategies. The study showed that those respondents with from
international (R²: 0.175) were more satisfied than respondents from Malaysia, and respondents
from outside Malacca (R²: 0.068) were more satisfied than respondents within Malacca (R²: 0.001). Thus, this finding can be useful to tourism planners to improve and create key attributes
to attract more visitors from outside Malacca and world wide. Tourism may develop the special
services and products that make tourists revisit. For example, marketers can send promotional
packages to repeat tourists in order to induce and maintain their interest in the destinations and
attract potential visitors to cultural heritage destinations. Besides that tourists’ household income
on Factor 3 (Differentiate and Amenity Attraction) and overall satisfaction also showed
significant in the study. Those have household income from RM 20,000 till RM39, 999 (R²:
0.171) is more satisfied, followed by RM 40,000-59,999 (R²: 0.156), more than RM 80,000 (R²:
0.121), RM 60,000-79,999 (R²: 0.006), and the last is those household income less than RM
19,000 (R²: 0.004). Marketers can use different market strategies for attract different target
market with different level, such as middle household income, high household income, and low
household income.
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In addition to that, the study used IPA analysis based on the expectation and satisfaction
mean to classify the 23 of the cultural heritage attributes in four categories: opportunities,
weakness, strength, and threat. This classification helps tourism marketers and planners to
enhance or maintain their strengths and improve their weakness.

For example, the study

suggests that marketers should maintain high-expectation and high-satisfaction attributes or
opportunities (historical buildings, history or tradition, old town, cuisine, architecture,
accommodation, culture village, atmosphere or people and monuments). They also need to focus
more on low-satisfaction and high-expectation attributes or threat (museum) to meet tourists’
expectations. Besides, the study recommends that marketers should make presentations and
interpretations of the cultural heritage destination by using multimedia in order to improve low
expectation attributes or weakness (religious places, souvenirs, festival or events, handicrafts,
accessibility, expensiveness, shopping places, historical people, tour packages, arts, information
centers, indoor facilities).
To attract more tourists visit Malacca for cultural heritage tourism, joint ticketing
between cultural and heritage attractions in Malacca can provide value for money and include
value- added entertainment, e.g. themed music programmes in museum in collaboration with
classical music companies. The government of Malacca can held talks by celebrities or
personalities about the museum collection or aspects of them that appeal to international visitors.
The presentation and marketing of ‘Malacca’ need to emphasize the special cultural
experience of visiting the ancient sites. Diversification and development of additional attractions
should be limited to complementary cultural activities that increase the length of stay and total
spend. General leisure tourism should be resisted as this can be provided elsewhere in Malacca.
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In order to create effective marketing strategies for products and services in the cultural
heritage tourism market, a better understanding of tourists who visit to cultural heritage
destinations are necessary.

6.4

Limitations of Study
It is primary to consider the limitation of the study. The limitations of the research were discussed

in order to focus attention when applying research result. The study has some limitations as follow.
First, the attributes chosen as independent variables could be a limitation because other attributes,
which were not used in this study, could impact tourists’ satisfaction.
Second, the population sample obtained by the survey instrument presented some challenge due
to insufficient information. This limitation resulted from a one-time measurement for data collection, a
limited questionnaire, and the timing of the survey.
Third, the questionnaire was designed totally in English without any translation since from the
author view English is the common language for all tourists. It is possible that some expressions may
have been interpreted improperly due to the language barriers for some of the tourists. Therefore, the
actual meaning of the questions could have been understood differently.
Finally, the other limitation of the study lies in the area of differentiation between expectation and
satisfaction in the attributes, respondents may have provided answer in a very similar way to both
expectation and satisfaction, thus making the distinction less possible.
Nevertheless, it is hoped that such limitations could suggest and encourage additional directions
and guide lines for future study.
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6.5

Recommendations for Future Research
Cultural heritage tourism today is facing steep competitions and challenges are getting greater in

the years to come. Therefore, it is essential to gain a better understanding of why travelers to cultural
heritage sites and what destination attributes can satisfy travelers. Based on the results of this study,
several recommendations can be made to increase tourist satisfaction in Malacca cultural heritage tourism
industry.
This study provided a general picture of the relationship between cultural heritage destination
attributes and tourists’ overall satisfaction with the Malacca State and analyzed tourists’ level of
satisfaction variations by demographic and travel behavior characteristics. However, the study did not
mention the relationship between tourist satisfaction and intention to revisit a destination. This is because
repeat visitation to a destination is an important issue for tourism marketers and researchers. Future
studied is recommended to apply the other cultural heritage destinations, using a similar research method
so that a competitive analysis in different destination can be explored. Besides that, the future research
can be more refinement in selecting attributes, because some respondents felt there was some ambiguity
in the questionnaire items. Concretely speaking, future studied can be conducted along any of the
following directions.
1. Analyze the relationship between Malacca cultural heritage destination choice, by comparing
Malacca cultural heritage tourism with its competitors;
2. Analyze the relationship between Malacca cultural heritage destination attributes and Malacca
cultural heritage tourism overall image by targeting a small population.
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SERVEY QUESTIONNAIRE

QUESTIONNAIRE

Dear Respondents,
Hello and Good Day!

I am a student who is studying master degree in Business Administration, National Sun Yat
Sen University, Taiwan. At the moment, I am conducting a survey for my master thesis
concerning the tourist’s satisfaction with cultural heritage site in Malacca State as a destination.
Your participation is voluntary, and your contribution is crucial to the success of this study. All
responses are confidential. I would be grateful if you could participate in the study by filling out
the questionnaire below.
Thank you for your consideration. Should you have questions or concerns, pleased email me at
ailinlee79@gmail.com.

Thank you.
Faithfully Yours,
Ailin Lee
Researcher
MBA Program
National Sun Yat-Sen University
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QUESTIONNAIRE

Part I – Evaluation of Destination
1. This section is to understand your expectation and satisfaction of destination attributes
toward Malacca State sites. The following questions are asking about your expectation
and satisfaction regarding the following expectation and satisfaction regarding the
following attributes. Please choose the alternative on the scale.
Expectation
Attributes

Very low
expectation

History/ Tradition
Monument
Historical buildings

1
1

2
2

3
3

1

2

1
1

2
2

6

Culture villages
Museums
Traditional scenery

1

7

Arts (music/ dance)

8

16

Architecture
Handicrafts
Festivals / events
Old town (city)
Historic people
Religious places
Cuisine
Shopping places
Information centers

17

Atmosphere/ people

18

Indoor facilities
Accessibility
Expensiveness
Accommodations
Tour package
Souvenirs

1
2
3
4
5

9
10
11
12
13
14
15

19
20
21
22
23

Satisfaction
Very high
expectation

Very
dissatisfied

4
4

5
5

1
1

2
2

3
3

4
4

5
5

3

4

5

1

2

3

4

5

3
3

4
4

5
5

1
1

2
2

3
3

4
4

5
5

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1
1
1
1
1
1
1
1

2
2
2
2
2
2
2
2

3
3
3
3
3
3
3
3

4
4
4
4
4
4
4
4

5
5
5
5
5
5
5
5

1
1
1
1
1
1
1
1

2
2
2
2
2
2
2
2

3
3
3
3
3
3
3
3

4
4
4
4
4
4
4
4

5
5
5
5
5
5
5
5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1
1
1
1
1
1

2
2
2
2
2
2

3
3
3
3
3
3

4
4
4
4
4
4

5
5
5
5
5
5

1
1
1
1
1
1

2
2
2
2
2
2

3
3
3
3
3
3

4
4
4
4
4
4

5
5
5
5
5
5
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Very
satisfied

2. Overall, how satisfied were you with your visit to the Malacca State?
Please choose the alternative on the scale that is most suitable to your perception.

Extremely
dissatisfied
1

Extremely
satisfied
2

3

4

5

6

7

PART II- Travel Behavior
Please tick at the appropriate box or answer accordingly.

1. A) Have you ever been to a cultural heritage site except this trip in the past 3 years?

□ Yes

□ No

B) How often do you come to Malacca State?

□ Once a year, or less.

□ 2-4 times a year.

□ More than 4 time a year.

2. How far in advance did you begin planning your trip to Malacca State?
□ Less than three months.
□ Three to six months.
□ Over six months.
3. How many days are you planning to spend in the Malacca State?
□ 1 day.

□ 2-4 days. □ 5-7 days. □ 8 or more.

4. Which of the following best describes your travel party?
Please tick one box only.

□ Alone.

□ A couple. □ Friends. □ Family members/ relatives.

□ Organized groups.

5. Which of the following did you consult for information about this area?
Please tick as many boxes are applied.

□ Internet.
□ Newspapers
□ Advice from friends/ word of mouth.
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□ Travel agencies
□ Tourist information centre

□ TV programme. □ Visit to holiday exhibition.
□ Hotel information desk. □ Brochure/ Travel magazine/ Guidebook.
□ Local/ town trail.
6. Please estimate how many miles you traveled from your place to the Malacca State?
□ Less than 50 miles.
□ Between 50 and 100 miles.
□ Between 101 and 200 miles.
□ Between 201 and 300 miles.
□ Over 300 miles.

PART III- Tourist’s Demographic Characteristics.
Please tick at the appropriate box or answer accordingly.

1. Gender:
2. Age:

□ Male.

□ 16-24

3. Education:

□ Female.

□ 25-34

□ High school

□ 35-44

□ 45-54

□ College/ University

□ 55-64

□ 65+

□ Graduate school

4. Country of origin:

□ Malaysia ○ Within Malacca ○Outside Malacca
□ International (Please Specify: ________________________________)
5. What is your approximate total household income before taxes?
□ Less than RM19,000
□ RM60,000-79,999

□RM 20,000-39,999
□RM 80,000 or more
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□ RM 40,000-59,999
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