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Chapter V analyses the tourist's attitude towards Penang.
Tourists normally have certain stereotypes or images about their
destination. Hence this chapter aims to see how these images are

justified on arrival.

Finally the conclusion analyses the major findings and
implications of the study. It concludes by putting forward a few

suggestions and recommendations.
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In Penang, a similar upward growth in tourism is shown.

Table 2

Direct Foreign Visitor Arrivals to Penang

Total number Total number
of Tourists Year of Tourists
1972 62,801 1976 109,491
1973 92,367 1977 150,025
1974 100,773 1978 160,027
1975 105,578

Source: Research and Training Division, Tourist Development
Corporation (July, 1983).

The major body responsible for coordinating the activities of
the tourist industry in the public and private sectors, and for develop-
ment of the tourist industry in Malaysia, on the domestic level and
overseas, is the Tourist Development Corperation (TDC), which was

established on August 19, 1972.

The TDC carries out the overall promotion of Malaysia. How=
ever, individual states, through their various agencies also further
intensifies their position as tourist destinations by way of specific
state promotion. The promotion and development of this industry in

Penang is undertaken by its Penang Development Corporation (PDC).









This study alsoc aims to identify common characteristics of
tourists to Penang - their spending and eating habits, accomodation

and transportation, etc.

This study is also undertaken in view of the fact that very
few studies on the views of tourists have been done in Malaysia. Scho-
larly (rather than impressionistic or trade) literature on it remains
comparatively scarce. Those that are present are mostly in the form
of statistical data, often distorted by favourable attitudes towards

tourists activities. Views from the other side - the tourist should

also be valued.

1.2 Scope and Limitations

The scope of this study is focussed on responses to questions
about reasons to visit Poui:q, the state's tourist attractions which
are popular among these tourists, principal sources of information
about Penang, impressions of the tourists on the people and culture of

Penang and the images before and after their arrival to this destination.

Interviews by way of questionnaires conducted personally by
the researcher was carried out non-randomly on 50 foreign tourists of
Various nationalities. Because of the limited nature of the sample,
the accompanying bias and distortion in the results of this study are
Unavoidable. The data however are provided by these 50 respondents
who have actually visited Penang, thus it can be considered indicative

of first hand psychological reactions of foreign visitors to Penang,
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point here is actually to get them to express, and not to impress.

3. A good rapport was felt necessary to obtain side information
and cooperation from the respondents. However, many of these tourists
asked a favour in return that is providing them with information
regarding directions, how to take the public transport, information
regarding the people, history and culture of Penang or for recommenda-
tions of local food or good and cheap eating places. This has resulted
in my spending a lot of time chatting with them; thus limiting the

number ot interviewees to only 2 or 3 per day.



CHAPTER II

DEVELOPMENT OF TOURISM IN MALAYSIA

The development of tourism in Malaysia can be divided into
2 distinctive periods. That is, the pre-1970 perioa, and the post-1970

Period.

2.1 The Pre-1970 period

Tourism as an organised industry has its beginning in Malaysia
in 1959 when a Tourism Division was created within the then Ministry of
Commerce and Industry. From 1961 to 1972, this department has been res-

ponsible for the marketing and promotion of tourism in the country.

one of the most remarkable achievements of the Department was
the successful bidding in 1969, for the Pacific Area Travel Association
(PATA) Conference to be held in Malaysia in 1972, which proved very

beneficial to the tourism industry in later years.

The pre-1970 period was therefore a period of extensive
Tesearch and identification of tourism generating markets and a period

where the groundwork for the massive influx of tourism was prepared.

2.2 The Post-1970 Period

This was a period when the benefits of tourism both in terms

of economic contribution as well as physical development as a leisure
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The world travel market is obviously too large to be adequate-
ly covered by only one organization. With this, the TDC collaborates
with MAS (Malaysian Airline System) and other international airlines
in playing host to leading travel writers and journalists, travel agents,
tour wholesalers and filming crews, to assist them to publicise Malaysia

more effectively.

Another form of this collaboration is in joint advertising to

further promote Malaysia overseas. Through such campaigns, Malaysia was

seen for the first time over television in Hong Kong and Australia.

pPublications and Sales Alds

Until recently TDC has been producing more than 20 different
brochures for distribution through various channels including TDC's
overseas oftices, Malaysia's diplomatic mission abroad and travel

organizations.

From 1978, a new set ot brochures based on this regional con-

cept is introduced as it is felt that these will be more useful in

helping to sell the various destinations within the regions as a packaga.z

2‘1‘0 facilitate touring Malaysia in a systematic manner, Tourism in

Malaysia is divided into 4 holiday regions:

They appear in brochures as:

Vacationland Malaysia ~ General Guide
Vacationland Malaysia - Kuala Lumpur/Malacca Guide
Vacationland Malaysia - Penang/Langkawi Guide
Vacationland Malaysia - East Coast Guide, and
Vacationland Malaysia - Sabah/Sarawak Guide.
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This shows that the TDC is constantly reviewing its promotional efforts

in line with expansion of the sector.

Exhibitions and Fairs

An important promotional activity undertaken by TDC is the
participation in international exhibitions and fairs. Such participa-
tion enables TDC to give visual impact to its promotional campaigns and
to disseminate information direct to its potential as well as to travel
trade personnels in the markets where these trade and exhibitions are

held.

Special Promotion

One of the most important campaigns of overseas offices is
the holding of promotional evenings, seminars and workshop sessions for
travel trade personnel in their respective markets. These special
promotions not only help to introduce Malaysia's tourist attractions
and the facilities and amenities available to consumers and the travel
trade, but also to assist them to package saleable tours to Malaysia.
At the seminar and workshop sessions, problems confronted by travel
agents and tour wholesalers are discussed and solutions found to enable

to sell Malaysia.

Overseas Sales Missions

Sales missions have been found to be an effective way to
promote Malaysia and so far three sales missions have been sent abroad

under the leadership of TDC in which MAS and the private sector took
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part. The first mission was sent to Japan in 1975, the second to

Europe in 19/6, third to Australia and New Zealand (1977), fourth to
US and Canada (1978). As a follow up, several missions on a smaller
scale have also been sent to Japan in 1978, Europe 1979 and Australia

1980.

These missions prove very useful in impressing the travel
trade, especially tour wholesalers, tour operators and travel agents
in the countries visited, of the varied tourist attractions, amenities,
facilities and infrastructure development of Malaysia. These sales
missions, which included private sector participants provided the
opportunity for them to establish direct contacts as well as to conclude

business dealings with their counterparts.

Hospitality Programme

Hospitality programme whereby foreign travel writers and
journalists, travel agents, tour wholesalers and film crews are invited
and hosted in Malaysia, has proved to be useful in supporting TDC's
promotional efforts., Depending on the importance of the persons/groups,
TDC extends full hospitality (air tickets, full board and lodging and

ground transportation) or part hospitality (lodging/tours).

5lide Presentation and Film Publiciﬂ

In an attempt to promote Malaysia as an attractive and desirable
tourist destination, these promotional campaigns has capitalised on

Malaysia's natural endowments namely its beaches, its natural flora and
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vegetation. Slide presentation is relatively a new tool employed by

TDC for its promotional campaigns.

Five slide presentations are currently available. They are
"A Thousand Shades of Green", "Prelude to Malaysia", "Journey to the
land of Fabled Beauty", "Pilgrimage to the East Coast", and "Be moved

by the Spirit of Malaysia“.

The coloured films include "The Butterfly Man", "Malaysla -

our Unspoilt Land", and "Magical Malaysia".

(11i) Development and Project Management Division

The division is responsible for planning and coordinating the
development of the tourism industry and for the operations maintenance
and promotion of the various projects under the supervision of TDC.

These include the Bukit Nanas Handicraft Centre completed in 1974 and
Cable Car System, Duty-Free shops which first started in 1975 in pPenang
and Kuala Lumpur and Langkawi Country Club. It supervises other projects
such as the Club Mediterranee project at Cherating, Pahang, the Rantau

Abang Village Resort and the Tanjong Jara bBeach Motel, both in Trengganu.

At the planning stage, activities of the TDC would involve
activities such as the formulation of development strategies, identi-
fication of sultable areas for development, determination of specific
projects and facilities to be developed in these identified areas and

determination of methods of implementation. Liaison with state govern-



ments and federal agencies are normally undertaken on matters pertaining

to land, infrastructure, transport, etc.

After all these have been specified, it is again the respon-
sibility this division to oversee and monitor the progress of these
projects under construction. In short, the division is responsible for
the day~to-day operations ot the various projects under its care. All
matters pertaining to the operations, maintenance and promotion of these

projects come directly under the responsibility of the division.

Coordination between the TDC and the state governments is
maintained through the machinery of the Regional Coordinating Committees

which meet regularly to discuss matters related to tourism.

Seven Regional Coordinating Committees have been formed.

They are as follows:~-

1. Kedah, Perlis and Penang Region;
2. Perak Region;

3. Central Region;

4. Johore Region;

5. Pahang Region;

6. Kelantan-Trengganu Region;

7. Sabah Region.
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(iii) Enforcement and Facilitation Division

The rapid development of the tourist industry has created the
need to ensure that all tourist facilities and services in this country
are of good and acceptable standards. The Tourist Development Corpora-
tion (Certificate and Control of Guides) Regulations, 1976 which were
introduced to Peninsular Malaysia on 15th March 19/6, empower TDC to
organise tourist guides' courses, to register qualified tourist guides
and to control their activities. The Regulations have been implemented

in Sabah and Sarawak since 1st December, 1978.

The Division works closely with the Road Transport Licensing
Board in processing applications for tourist vehicle licenses such as

tour coaches, limousine taxis and self-drive car licenses.

The Division conducts seminars for the personnel of tourist
agencies and enterprises to enable them to understand various policies

and regulations connected with the development of the tourist industry.

Regional offices have been established in Pulau Pinang, Johor
Bahru, Kuala Lumpur, Kuala Trengganu, Kuching and Kota Kinabalu to enable
TDC to supervise closely the activities of the various tourist enter-

prises and services.

(iv) International Relations and Conventions Division

This division has two main functions-

1. To work in and to maintaln close cooperation, with the

regional and international tourist organizations, in
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particular, as well as other national tourism authorities
of foreign countries for the development and promotion of
tourism industry through active participation in the

research and marketing activities ot these organizations.

2. To develop and promote Malaysia as a convention business

centre in this part of the world.

As a national tourist organization, TDC is represented in the
various regional and international tourist organizations, namely, Paclific
Area Travel Organization (PATA) since 1967, world Tourism Organization
(WT0) since 1961, ASEAN Committee on Trade and Tourism and South East
Asian Promotion Centre for Trade, Investment and Tourism. The division
maintains close liaison with other tourism bodies, including foreign

national tourist organizations.

In its efforts to establish and promote Malaysia as a conven-
tion centre, the division solicits for more regional and international

conventions to be held in Malaysia.

In the case when Malaysia is chosen the host for such conven-

tions, the normal services provided by the TDC would include:

i. providing intormation on convention facilities and

services;

i1. Advice and assist in the organization of convention;

111, Plan and coordinate site inspection visit for convention

organisers;
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ive. Make available promotional materials on Malaysia
especially for overseas attendance promotion plan and
coordinate pre, mid and post conference tour itineraries
and social programmes. For example, during the 4th
Commonwealth Magistrates Conference held in Malaysia,
the TDC organised various tours for the delegates and
their wives to Kota Bahru, Taman Negara, Malacca and
others. A temporary information booth was also set up
at the conference venue to assist these delegates on

general touristic information.

(v) Research and Trainhgg_Div.lsion

This division is responsible for collecting, processing and

analysing data on visitors and tourist arrivals.

TDC regularly compiles foreign visitors arrivals by nationality
for purpose of measuring the trend of visitor flows to Malaysia, visitor
profile and their travelling and holiday habits. TDC also conducts
regular sample surveys on hotels pertaining to their levels of occupancy,

visitor compositions and their length of stay.

The division conducts training courses for various personnel
engaged in the tourist industry for example tourist guides, travel
agents and taxi drivers. This is carried out with the coordination of
other training institutions such as ITM, and National Productivity
Centre in planning, coordinating and organising training activities

for those involved in the tourism trade.
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(vi) Finance, Administration and General Services Division

This division is responsible for all matters relating to the

management of personnel, administration and finance of TDC.

2e4 Tourist Industry in Penang

Penang's oldest hotel dates back to 1885. However, tourism
as an organised industry really began around 1970 when the industry was
given an important place in the new economic strategy because of its

potential role in the economic transformation of the state.

In 1969, Penang was described as "an over-grown fishing
village" with an over-dependence on agriculture, a rapidly growing
labour force, a high unemployment rate and a general economic stagna-
tion. Penang's economic fortunes bobbled up and down over the years
since Malaysla gained indgependence in 1957. A thriving entrepot by
the early 1960's, the island's economy nosedived when a political con-
frontation with Indonesia erupted. Penang lost its free port status

in 1969.

A new state government in 1969 pledged to get Penang out of
its economic doldrums. The Penang Development Corporation was therefore
formed in 1972 to act as a state development agency. Tourism, along
with various other mechanisms was tapped as part of the cure. With this,
serious plans and efforts were therefore underway to promote Penang
as a tourist resort especlially on an international level. In 1972,

Penang hosted a PATA workshop which launched the island into the sea of
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international tourism. The brilliant success of that workshop can be
measured by the strides of development shown by Penang's tourism sector

in the following years.

The number of direct foreign visitor arrivals in 1970 and
1971 were 39,547 and 49,278 respectively. The total increased to 62,801
in 1972 and 92,367 in 1973. The 1972 figure is an increase of 27.4%
over the previous year whilst 1973 showed an increase of 47.06% over the

percentage of 1972.

Table 3

Direct Fornign Visitor Arrivals to Penang
(By mode of travel)

Year Alr Sea Total % change
1970 29,131 10,326 39,547 -
1971 36,877 12,401 49,278 +24.9
1972 44,709 18,092 62,801 +27.4
1973 75,284 17,083 92,367 +47.06

Source: Research and Training Division, Tourist Development
Corporation, July 1983.

A survey undertaken by the TDC in 1973 indicated that about
27,000 international tourists came to Penang by all modes of travel,

stayed for an average of 4 days and spending an average of M$52 per day.
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Today, tourism is the leading growth sector in the state. In fact

Penang is the foremost tourist destination centre in the country.

Table 4

Number of Hotel Rooms

Year City % change Beach % change

1970 1,123 - 132 -

1971 1,236 10.1 159 20.4

1972 1,339 8.3 260 16.4

1973 1,339 - 516 98.5
Table 5

Average Hotel Occupancy Rate in City/Beach Hotels

Year %

1970 41.2
1971 55.5
1972 63.0
1973 66.7

The above-mentioned figures illustrate the fact that 1972 and

1973 were significant years in the development of the tourist industry

in Penang.
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To date, the Corporation has increased its efforts to promote
Penang not only as an international tourist centre but alsc as an ideal
holiday centre at the regional and local basis. In 1980, direct foreign
visitors totalled 200,927. This is an increase of 20.8% over the pre-

vious year with 166,331 arrivals.

2.5 Activities of the Penang Development Corporation

The Corporation's promotional activities towards the progress
and development of tourism include the publication and distribution of
promotional materials, maintaining a photographic library, campaigns to
publicise Penang locally and abroad, participation in seminars/conferences/
fairs/exhibitions, hospitality programmes to travel trade personnels,
representation in various tourism-orientated committees, advertising and

others.

(1) PpPublication and Distribution of Promotional Literature and
Materials.

This is considered the most important of the activities of the
Corporation to attract tourists to Penang. The development of the

tourist industry necessitates adequate promotion both locally and abroad.

One of the most well-received publications of the PDC is its
Quarterly newsletter, the "Penang Travel News". The circulation rate

is 20,000.
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Other publications which are distributed include Penang
Travel Manual, Penang Map, Statistic Sheets and a booklet, "This Place

Called Penang", all bearing information about tourism.

These sales alds were successfully distributed through hotels,
restaurants and tourist agencies all over the world, with the help of

our Malaysian Airline System (MAS).

Besides this calenders bearing pictures of places of interest
in Penang or the people and culture were also printed and distributed

locally and abroad, with the circulation rate being 8,000 copies in 1981.

(11) Photographic Library

The Corporation prepares colour presentations as well as black
and white photos for loans or distribution to travel writers and publi-
shers to support their write-ups on Penang. For example, with these
transparencies one could get a view of the interesting places in Penang
that was shown in the trade fair during the Penang Pesta held annually

from 1st to 31st December.

(1i1) Promotional Campaigns

The Corporation is involved in various campaigns to promote

Penang locally and abroad.

Various international programmes were organised and held at
certain intervals of the year. Since 1972, the PDC has assisted in the

organization of the Penang International Dragon Boat Festival which was



held annually in the month of June. 75 local and 7 foreign teams from
the USA, Hong Kong, Macao, West Germany, Australia, Singapore and Japan
participated in the 1981 event. Likewise, the Corporation arranged for
Penang's participation in the Singapore and the Hong Kong International

Dragon Boat races.

The most recent internationally participated event which
started in 1982 is the Cathay Pacific Penang Marathon organised jointly
by the Cathay Pacific Airlines with PDC. Total participants from over-

seas and local are 650 people.

(iv) Participation in Fairs/Exhibitions/Seminars/Conferences

In efforts to promote Penang as a holiday centre various
activities were carried out. These include fairs, exhibitions and
seminars to be hela overseas or in Penang. In efforts to sell Penang
to the Australians, from 22nd February to 1st March 1975, the PDC
assisted by the TDC held a Penang Week in Adelaide. Exposure was given
to Penang in particular and Malaysia in general through this fair which
features the goods, arts, culture and tourism in Penang. A total of
120 persons comprising dancers, musicians, trishawmen, cooks and hawkers
specialising in Penang food made up the officlal delegates. Subsequently,
an Adelaide Week was held in Penang later the same year from 2nd - 8th
December .

The Corporation participated in the Medan Pair in Indonesia
in 1981. Promotional materials and films shown during the fair served

to promote Penang to the organisers.
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Assistance is also provided by the Corporation to organisers

to hold conferences, or seminars in Penang.

In 1979, the International Dermatology Conterence and the

Australian Lawyers Conference were held here.

(v) Hospitality Programme

Assistance is also rendered to people in the travel trade
especially travel writers, journalists, filming crews, travel agencies
and airline representatives. These hospitality programme include
briefinf sessions, travel workshops and familiarisation or educational
tours round Penang. They are partially or fully paid by the PDC
throughout the programme with the hope that these delegates will give
good write-ups on Penang when they return to their countries. Parti-
cularly notable was the Corporation's eftort in providing hospitality
to the Thames Television Crew from England in 1981. They were in Penang
to produce a documentary "wish you were here" which features Penang as
a tourist centre. This film was later screened to the United Kingdoms

to a viewing audience of 15 million.

(vi) Others

To ensure the smooth running of the industry, the Corporation
also entertains complaints and enquiries from tourists to be channelled

to the respective departments concerned.
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CHAPTER II1I

DEMOGRAPHIC CHARACTERISTICS

The results ot my study will be presented in 3 sections,

that is:=

- demographic characteristics of the respondents,
- trip characteristics, and

- attitudes towards Penang - images before and after arrival.

Since the major aims of this study is to investigate the views
and attitudes of the respondents, the demographic characteristics such as
place of residence, age, sex, marital status and occupation are considered

hmr tant.

3.1 Country of Origin

My respondents came from 9 different countries namely England,
forming the majority of 28%, Holland 8%, Germamy 16%, Scandinavian
t::ournt:::lul3 16%, Singapore 2%, Taiwan 6%, Japan 4%, South America 2% and

Australia 16%. (See Table 6)

Since Malaysia's TDC overseas offices are found in all these

mkou‘ (except South America), we can therefore assume that these

3nacnuu of the small percentage of respondents from Sweden, Finland,
Norway and Denmark, I have grouped them under Scandinavian countries
for purpose of convenience.

‘nfcr Chapter II, page 15.
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Table 6

Country of Origin of Respondents

Country Total % of Tourists
England 28
Holland 8
Germany 16
Scandinavian Countries 16
Taiwan 6
Japan 4
Singapore 2
Australia 18
South America 2
Total percentage 100

offices have played their role in one way or another in luring tourists

to mw.

Grouping the first 4 countries together, we find that more
than half of the total number of respondents (68%) came from Europe
compared to only 12% from Asian countries (Singapore, Taiwan and Japan).
A possible explanation for this could be that these Westerners wanted
to get away from famillar surroundings and hence venture to the East
to experience a totally different and new culture and way of life of

other countries. 1t is the desire of many tourists to have an overseas
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holiday. The same reason of 'familiarity' or 'within the same regiont
could apply for the small percentage of Asians visiting Penang. In the
case of Singapore (2%), it is most probably due to the fact of close

geographical proximity.

3.2 _A_E

The respondents were categorised into 6 different age groups.

Table 7

Age of Respondents

Age Group Percentage of Tourists (%)
10 - 20 2
21 - 30 28
31 - 40 22
41 - 50 18
51 - 60 8
61 - 99 22
Total 100

The biggest portion of the respondents were in the age group

of 21-30 years old, followed by 31-40 and 61-99 (both 22% each). This
shows that the younger generation tend to travel somewhat more than its

elders. They are more adventurous and possess a greater geographical
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mobility. How do we then explain for the large number of tourists
amongst the 61-99 age group? Perhaps they could be accounted for by
saying that they consist ot mostly retired widow/widowers possessing
less family responsibilities hence more disposable time and income

(saved through the years).

An almost equal number of respondents were represented in
both male/female categories with slightly more males (27) than females
(23). Females represented the majority of travellers from Australia,

whilst males from Taiwan, Scandinavian countries, Germany and England.

Table 8

Sex of Respondents

Country Male (%) Female (%)
Singapore 2 0
England 16 12
Australia 4 14
Holland 2 6
Germany 10 6
South America 2 0
Japan 2 2
Talwan 6 0
Scandinavian Countries 10 6

Total percentage 54 46




3.3 Marital Status

64% of the respondents were married, 24% single and the

remaining are divorced or widowed (6% each).

The high percentage of married respondents was partly reflec-
ted by the high percentage of respondents who were over the age of 21

years as presented earlier.

Table 9

Marital Status of Respondents

Marital Status Percentage (%)
Single 24
Married 64
Divorced 6
widowed 6
Total 100

3.4 Occupation

Among the respondents, the major occupation categories were
white collar/management (24%), housewives form 16% of the total percen-
tage whilst professionals and traders rate the third largest group with
12% each. Table 10 presents the percentage of each occupation in each

category.
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Table 10

Occupation of Respondents

Occupation Percentage (%)
Professionals 12
white Collar/Management 24
Blue Collar 10
Armed Forces 4
Insurance 6
Trader 12
Housewife 16
Retired 10
Students 4
Total Percentage 100

This study shows that people in managerial and professional
Jobs are more internationally mobile, so are people whose jobs gives
them long paid holidays. Occupational considerations are important in
the course of travelling because some groups such as retired people have
more flexibility compared to those seasonally employed (example, blue
collar). Other occupational group may have to walt a long time before
obtaining a vacation ot sufficient length and at the desired time.
Hence the swall number amongst armed forces, insurance and students who

fall under this group. Though occupational considerations are important,
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the key factor is however, income. Note the majority from the high
income group. Retired people most probably has funds saved through
the years. To plan a publicity and advertising campaign, knowledge
of the characteristics of the tourists is necessary. It is important
to know for instance which age groups, or occupations generate the

largest number of travellers. (wong, 1971: 1)

In summary, the majority of respondents could be described
as married males, over the age of ¢1 and working as executives or
managers. These are the travellers with higher income and more availa-
ble free time as compared to the average travellers. Thus they have

more chances and gYreater means to travel abroad.

The high percentage of housewives are perhaps those who are
accompanying their husbands here either on business or on holidays.
Otherwise it could be because they are not inhibited by occupational

restrictions as mentioned above. Their time is their own.



CHAPTER VI

TRIP CHARACTERISTICS

This chapter deals with trip characteristics of my respondents
such as type of trip undertaken, sources of information, reasons for
trip, motives for choosing Penang as a destination, length of stay and

food in Penang.

4.1 Type of Trip

From the data collected, I have divided the type of trip
under taken by my respondents into 2 major categories, that is OWN and

PACKAGE «

OWN - meaning everything including accommodation, food, trans-
port and travel from their homeland to and while in Penang is taken care
of by the tourists themselves without involving any outside party such
as tour guides or package tour. This group forms 48% of the total

percentage of respondents.

PACKAGE ~ meaning through the course of the whole trip, a
package deal is involved in one form or another, Here I have further

subdivided the package deal into 3 small categories, that is:

(1) Package - local only. Here the tourists only arranged

for a package tour to facilitate their travelling in

Penang. Prior to this (that is from their hometown to
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Penang) no package deal is involved. This group repre-

sents the smallest size among my respondents with only 2%.

(i1) Package - foreign only. Meaning the tourists arranged
for a package deal from their hometown to Penang. Upon
arrival, further touring and arrangement is undertaken

by the tourists themselves.

(1i11) Ppackage - joint. This form proves the most popular of

the three types of package deal with 34%. Here the
tourist engage the facility of a package deal throughout

his whole journey, from his hometown to and fro Penang.

Overall, more than 50% of the respondents engaged a package

deal in the course of their journey (52%) compared to 48% who arranged

far everything on their own.

With rising costs of travel, package or inclusive tours are
increasingly gaining popularity. They will most probably attract more
mass tourism. (NST: March 23, 1981). Wwhat are the main attractions of
the package tour? Through my conversation with the respondents, I
obtained the following information. Many tourists being first time
travellers to foreign lands prefer to leave the planning of their
holidays to tour operators. Package tours are characterised by their
flexibility, economy and comprehensiveness. These tours are comprehen-
sive and Include almost everything down to the finest details. Accom-

modation and meals are taken care of and one need not worry about being
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Table 11
Type of Trip Undertaken
(Percentage)
Package
Countries Own

Local Foreign Joint
Singapore 2 - - -
Englana 10 - 8 10
Australia 10 - 4 4
Holland 2 2 - 4
Germany 8 - 2 6
South America 2 - - -
Japan 0 - - 4
Taiwan 6 - - -
Scandinavian Countries 8 - 2 6
Total 48 2 16 34

stranded in some forsaken place in a strange country without a bed for

Tour operators handle the red tape for the international
traveller which could prove confusing to anyone without the experience
such as imigration requirements, international health requirements,
hotel bookings as well as other arrangement pertaining to tours within
a4 country when one gets there. The package deal can in this sense be

seen as taking the worries out of their travel. Besides this the other



attraction is the relatively low price (obtainable because operators
are entitled to group booking discounts) and also the meticulously
worked out itineraries which enable tourists to see all the sights

that mattered in a foreign country.

There is a correlation here between package tours (joint
especially) with age. From my study, it is shown that package deals
are relatively more popular among the older generation. This is pro-
bably due to the fact that the trip is fixed in advance and all his
stops are well prepared and guided. In short, this resembles the most
stable form of travel when they practically do not have to make any
decisions for themselves. Their age perhaps hampered them from being
adventurous thus they favour a nice, smooth planned holiday - all these

provided for in a package tour.

4.2 Source of Information

Sources of information can generally be divided into 2 cate-

gories, that is social stimuli and commercial stimuli.

Howard and Seth (1968: 418) defined social stimuli as,

"those stimull that emanate from other
people. These may be linguistic or non-
linguistic such as the other person's
grimaces or other physical movements
that transmit information to other
people*.

Most social stimuli are likely to come from family and friends or

acquaintances.
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Commercial stimuli are those which are received from sources
other than social reference groups. (Crompton, 1977). The majority
are likely to be impersonal stimuli received from broadcast or printed

media.

There is substantial literature which indicated that the role
of social stimuli on influencing behaviour is dominant when compared to

commercial stimuli., Steiner (1964: 232) concluded that,

“word of mouth or personal communication

from an immediate and trusted source is

typically more influential than media

communication from a remote ana trusted

source, despite the prestige of the

latter”.

Data collected during my study confirms Steiner's statement,

Those who have interest in Penang have their interest whetted by and
large by personal contact with those who have been to this region before

(24%) or through brochures (20%) or reading books about it (16%).

Recommendation from others to the respondents in my study was

generally directed to two areas:

(1) Penang's natural environment especially the beaches;

(11) Penang's beach hotels.

Penang's natural environment as an ‘island' with warm sunny weather,
miles and miles of golden sand and sea seemed to be the highlight of
past tourists to these respondents. Equal emphasis was given to the
beach hotels particularly Rasa Sayang and Golden Sands, both rated as

truly first class with every luxury and equipped with excellent
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facilities and service. The personal touch such as the importance
accorded to the guests by remembering their names even on their sub-
sequent trips back to Penang, the friendliness and efficiency displayed

by these hotel staff were highly praised and repeatedly highlighted.

In most cases where air travel and package tours are involved,

it is likely that a travel agent would be contacted (18%).

The items ot information sought by the tourists were mainly

related to climate, places of interest, lodging and shopping facilities.

14% of the tourists did not gather any information prior to
their visit to Penang. These included those who merely dropped in to
Penang whilst visiting neighbouring countries like Singapore or Thalland.
Their trip was unintended or unplanned. In other words, Penang only

served as a convenient '‘on the route stopover! for them.

Others include majority ot those undertaking the package deal
where the trip itinerary was already fixed in advance and all his stops
well arranged beforehand. Hence the tourist's main attitude towards

the trip is one of indifference - to see the place when the time comes.

The type of tour undertaken can determine the type of tourist
one is. Cohen divides types ot tourists into 2 main groups - the ins-

titutionalised and the non-institutionalised tourist. (Cohen, 1972)

The institutionalised tourist is one who sees the programmed

services of alrlines, travel agents, tour operators and fixed time
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tables. This type of tourist is characterised by minimal involvement
with the people of the country visited or their culture because of the
use of hotels and other facilities developed specifically for the

tourist. They do not expect to forego many of the leisure features to

which he is accustomed.

"This form of tourist is the least
adventurous and remains largely
confined to his 'environmental
bubble' throughout his trip. He
makes almost no decisions for
himself".

This type of tourist can be found among the 17% of my respondents who

under took the joint package deal.

Table 12

Sources of Information Regarding Penang

Sources of Information Percentage (%)
No information gathered 14
Brochures 20
Books 16
Promotional films 6
Recommendation from others 24
Tour agent 18

Total 100
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4,3 Reasons to Visit

In asking my respondents their primary reasons for the trip
to pPenang, 4 categories were formed. Almost three quarters (70%) of
the total respondents came to Penang for a holiday, or for recreational
and relaxation purposes, stating the beach as their main motive (see
also Table 14), 10% came on business, 14% as a stopover and 6% for

sentimental nuons.s

Table 13

Reasons to Visit (Percentage of Respondents)

gy "°1‘i§"" Bu:;?"' S-:?;ﬁm Y
Singapore - 2 A -
Australia 18 - - G
England 24 - 2 -
Holland 8 - = 2
Germany 10 4 - 4
South America - - 2 -
Japan 2 - 2 -
Taiwan - 2 - 4
Scandinavian Countries 8 2 - “
Total 70 10 6 14

sl-hu sentimental reasons include;
= honeymoon, a couple from Japan;

- wedding anniversar couple from lana celebrating anni-
nrnu'g here for tk Snd tgn; PRSI TENS SOER SasaL

= the South American, an ex-Pen based war soldier back to recoll
old mensrins with Ris femiive Y ollect



4.4 Motives for Choosing Penang As A Destination

To further obtain information regarding the specific reasons
for visiting Penang, the following results were obtained. Although 17
categories were detected, but because of the small percentage of res-
pondents in some categories, motives to visit were reclassified into

12 major categories in the analysis. (See Table 14)

It is interesting to note that the motive or reason for
coming to Penang has some connections with the image the tourist has
of Penang before arrival. (See Table 16). People come to Penang for
many various reasons. Among the most popular are high reputation of
Penang as the "Pearl" of the Orient projecting images of Penang as a
beautiful island with clean, golden sandy beaches, hot climate and a

place for complete relaxation amongst many of the tourists.

This reason ranks the highest with 22% compared to others.
Recommendations and knowledge gained from books, brochures or films
combined accounted for 14% of the motives for coming. Recommendations
from friends and relatives are mostly on 2 aspects - towards the beau-
tiful beach areas especially along Rasa Sayang and Golden Gands; and
the excellent facilities and services offered at these hotels. One
tourist mentioned that the picture by the hotel area with its sun-bathing
decks, swaying palms, and local handicraft stalls nearby was exactly
what she saw on television back in her hometown and is the reason which

prompted her to make the trip.
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Table 14

Motive or Reason To Penang

Reasons

Percentage (%)

1.

24

3.

4.

S.

6.

7.
8.

9.

11.

12.

High reputation of Penang as a vacation
resort.

Strong recommendations from others who have
been to Penang before.

Very impressed by books, read/promotional films
seen back in their hometown.

Curiosity of the East, a place not well known.

Penang is part of the itinerary of their
package tour.

Search for a place not crowded by tourists of
the same nationality.

Penang is merely a stopover.
Heard that Penang is a cheap place to travel.

Curiousity about the people and culture of
Penang.

Sentimental Reasons.
On business.

Penang is the starting point of visit to
Malaysia.

22

10

12




"I had been told that Penang island is

beautiful. The sister of my friend was

once to Penang on her honeymoon trip and
recommended the place to me. The price

and duration ot tour were also appropriate.

1 wanted to see the seascape of Penang in
particular". - an English

"Wwhy Penang? Wwell, I've been to Penang
before and I feel the unhurried and
leisurely pace of life here is ideal for
honeymooners. The islana moves at a
steady crawl with cyclists slowly pedalling
along the streets and alleys and riding
abreasts them are the trishaws found all
over the island. Even the cars coast along
at 30 miles per hour, and the people....
well, they don't walk but saunters about
dressed casually in shorts/trousers and
shirts and slippers. The whole place has
a carefree and informal atmosphere that is
relaxing and the weather is just great.
It's warm and sunny and it's well,....

Just great fun". - an English couple
on honeymoon here.

"I happened to see the photographic

picture of Penang in a brochure. I

wanted to go to the South-sea Island.

I wanted to enjoy the bright sunshine

on a South-sea island. Some other

islands such as West Samoa and

Micronesia are not convenient in the

airline service. I did not like to

go to such places as Hawali because
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these places are too much commercialised
and always crowded by Japanese honey-
mooners. The package tour to Malaysia
was the only one which fit our schedule.
I did not know anything about Malaysia".

- a Japanese.

"Originally, I intended to go to New

Zealand. But there was no airline

flight to fit my schedule, I was

working for a trading firm before,

and my colleagues used to tell me

that Penang is beautiful. My mother-

in-law was once to Malaysia, and she
recommended Penang to me too".

- an English.

"My husband finally selected this
package tour;we looked for a vacation
resort where one can relax quietly and
a package tour plan which is reasonable
in price and not long in duration. My
husband has visited Singapore many times.
S0 he planned to do shopping in Singapore
and to enjoy a relaxed vacation in Penang.
The package tour we bought seemed to fit
the purpose".

- a German.

This study reveals that the availability of package tours
which fit the schedule and budget are also important criterias to consider

before a tourist embarks on a trip to Penang. It underlies 10% of the
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total motives among my respondents in making their choice. The popu-

larity of package tours can also be seen from Table 1l.

A large number of tourists came to Penang unintentionally,
(18%) that is they had not planned to do so initially. However, the
location of Penang near to their actual destination of Singapore, Thai-
land, Indonesia and Australia (most commonly mentioned places) prompted

them to 'stopover' having heard of Penang as the Pearl of the Orient.

A point need to be raised in this area; that is, despite this
fact, why is there no interest to come to Penang intentionally? Why is
Penang only visited as a stopover? Perhaps time was the factor or

perhaps promotional efforts are still insufficient?

only a small number of tourists stated that curiosity about
the people and culture were motives for drawing them to this island.
They had heard of the multiracial society of Penang and are curious to

see how these people get along daily.

4.5 Length of Stay

Duration of stay varied considerably among my respondents.
As shown in Table 15, 66% of the respondents stayed for about 2-7 days,
16% stayed for about 8-15 days and 18% stayed for only a day. As there
is s0 much to see, learn and enjoy in Penang, is it possible to get
acquainted with the island within such a short time or in just one
short visit? pPerhaps more efforts should be done to encourage a longer

stay.
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Table 15

Length of Stay (days) in Percentage

Countries *) W W
Singapore - 2 0
England 4 18 6
Australia 4 32 -
Holland - 4 4
Germany 4 10 2
South America - 2 -
Japan 2 2 -
Taiwan 2 4 -
Scandinavian countries 2 8 4
Total 18 66 16

4.6 Food in Penang

Generally, the respondents evaluated favourably the Western

style foods and Chinese foods which they took in Penang.

However

though quite popular, local food were not tried by some, especially

the older generation who dared not venture for fear of stomach upsets,

having heard of its ‘hot ana spicy' reputation!

Others were those

having no knowledge of such local cuisines or those not being able to

identify the dishes.
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Among the individual menu items, sea-foods especially lobsters
and crabs, satays, steamboat and local fruits and fruit juices were top

favourites.

About 60% of the respondents stressed delight in these local
fruit and juices. However, some had negative opinions too. They re-
ferred to papayas and pineapples as not as juicy or as sweet as those

in Bali or Thailand, reflecting the image they had of Penang fruits.

As Penang is an island, many who had expected sea-food to be
very cheap were dissapointed and a majority complained about the much-

too~hiyh price of crabs especially.

Although majority of these respondents stayed in the luxury
class beach hotels, it is interesting to note that practically B80% of
them took their meals at least once elsewhere - nearby restaurants,
open air stalls in Georgetown, neighbouring relatively cheaper beach

hotels.

One big complaint especlally among the males (and especially
among the Australians) was the high taxes (10% government tax and
another 10% for service charge) imposed on hard liquor, considering
"our main alm here is to holiday and relax and being Australians liquor
is very important. We don't like to have to worry so much about our

budget on drinks".

= "I suggest your government do something about the expensive

price of liquor if they do not want to discourage tourism".



- "gverything is okay except the alcohol. Price is much
too high. We combat this by buying beer from the super-
markets and keep it in the hotel fridges. But this is
no fun anymore; afterall we're here on holidays to enjoy

ourselves".

- "Liquor is very expensive here. We cannot splurge as
much as we dia back home in Australia or as in Fiji

especially when we're at the discos".

Other States vVisited in Malaysia

This area of my study reveals that there is a considerable
amount of ignorance among my respondents about Penang - its location,

geographical make-up or lifestyle of the people.

A large number of 66% has never been to any parts of Malaysia
before andd a few of these replies to "Have you visited Malaysia before"
were:

- "Yes, I've been to Singapore".

- "Yes, two years back I followed my husband to Singapore".

- "Yes, if you consider Singapore to be in Malaysia".

An explanation for this assumption could be due to the fact
that Singapore possesses basically similar characteristics as Malaysia,
being also a cosmopolitan country with Malay, Indian and Chinese popu-

lation thus displaying similar art and architecture and also perhaps
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due to the short distance between the 2 countries, easily accessible
within half an hour of each other. Since recommendations by friends

or word of mouth prove the biggest source of information regarding
Penang, this mistaken image might have been continued through the years

via those who have visited both Malaysia and Singapore before.



CHAPTER V

ATTITUDE TOWARDS PENANG

Most respondents had collected some tourist information on
Penang before arrival. Even if they had not done so, a tourist would
have some image of the destination prior to their visit. The tourist
arrives at the host country with certain stereotypes about the place.
(wong, 1971)6 This stereotype could have been formed through any of
the social or commercial stimuli mentioned earlier, and In this sense
the host country becomes a testing ground for his acquired knowledge
and curiosity. Whether an image is justified after arrival or other-
wise could in a way determine whether a tourlst enjoys his trip or not.
For example, a person expecting Penang beaches to be clean and beautiful
would no doubt be dissapointed if the situation turns out to be other-
wise. Similarly, a person expecting to shop easily and cheaply here
would be delighted if he should find such facilities here and on the
contrary would be displeased if the conditions do not live up to his
expectations. Promotional efforts should therefore go hand-in-hand

with reality to ensure a continuous flow of visitors to Penang.

This chapter therefore deals with the images held before and

after arrival of the tourists.

6U(:l'lg Loke Jame: ibid.
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5.1 Image Before Arrival

The implications of the responses in this area can give the
researcher an insight into the tourists' perceptions and attitudes

they hold based on the image they had of Penang before arrival.

Considering the large number of respondents coming to Penang
with the motive of holidaying on the highly reputed 'island in the sun',
it is not surprising to find about the same number (44%) having images
related to nature such as ‘warm climate', 'beautiful sandy beaches and
sea', 'full of green vegetation', and so forth. The association of
'warm climate' was particularly strong because most of the respondents
especially during the early half of the study came to Penang to escape
the winter in their hometown. 14% of the respondents thought of Penarng
as a peaceful vacation spot not very modernised and had colonial influence.
Here lies their expectation to find many old colonial buildings. Other
images too reflected to the socio-economic elements such as 'in a state
of poverty like Hong Kong er Indonesia', 'unique culture' or on the
contrary, imagined Penang as ‘rather crowded and commercialised like

Singapore' (6%).

16% had no idea at all about Penang. This was partly shown
from the fact that 14% of the respondents did not gather any information
prior to thelr visit (see Table 7) or the fact that Penang was merely
a stopover, or the trip as part of the itinerary of a package tour,
hence the indifferent attitude. Perhaps it could be due to the above

fact that since their major motive was to relax by the beaches,
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knowledge of Penang's reputation as 'The Pearl of the Orient' was a

sufficient pull factor.

Among the shoe-string travellers, a common image hela was
that Penang is a meeting place for young travellers and a place for a
cheap holiday. 1In this case, the researcher observes that recommenda-
tion from others who had been here before plays the most important role

in luring such tourists here. This accounted for 8% of the travellers.

Table 16

Images Before Arrival

Images Before Arrival Percentage (%)

1« No idea 16
2. Know of its reputation as a holiday resort 38
3. Small island with lots of greenery and

vegetation 6
4. A vacation resort not very modernised but

had colonial influence before 14
5. Poor and needy, a high level of poverty 8
6. Rather crowded, developed and commercialised 6
7« A meeting place for lots of young travellers.

Cheap place to travel in. 8
8. Unique culture 2

Total percentage 100
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9.2 Image After Arrival

Here the respondents were asked about the image they had of
Penang from their arrival to time of interview. It is obvious here
that the researcher is actually trying to find out the impression formed
about Penang during their stay so far. Images after arrival is classi-

fied into two categories:

1. Image about the place (see Tables 17a and 17b);

2. Image about the people and culture (see Table 18).

It should be pointed out that the respondents' image about
Penang did not improve after visiting the island. However, in some

aspects what they saw and experienced were as imagined.

Image About the Place

38% of the respondents knew about Penang's reputation as a
holiday resort and thus expected beautiful white sandy beaches, glorious
sun and sea, and an idyllic place for relaxation. However though this
proves the most popular impression formed, it was not fully justified
because the figure only amounts to 22%. 12% complained that the image
was not justified having expected more cleaner and better beaches with
clearer water considering the fact that Penang is afterall the 'Pearl

of the Orient'.

"The sea water was not so beautiful as shown in the brochures".

"The sea water was grayish",
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“The sea was not emerald green as I expected; the sea water

was dirty".
Others complained that the climate was too hot (14%).

"The humidity was high and it was uncomfortably sticky".

Still others claimed:

"The beautitul island has miles ana miles of prestine
white beaches. It was fairly private. Sometimes we're
the only ones sunbathing on the fine sands. The only
distraction comes from tne occasional motor scooters or

a water skier whizzing across the waters".

"The sun and sea is just great. But the water scooters
coming so near can be very dangerous. Moreover the noise

is very irritating, destroying the peace of the area".

From Table 17a, it is seen that 2 contrasting views about the
economic status of Penang existed among the respondents. Some (14%)
had expected Penang to be not very modernised or developed. While
others (6%) imagined it to be the reverse. In both cases, the images

were not justified.



Table 17a - Key to Table 17b

Image After Arrival - Place
(Refer to Table 17b. The numbering
below corresponds to that in Table 17b)

Image Percentage (%)

Nature

1. Great islana - a very beautiful and nice place
for relaxation. A natural lush tropical
island with fantastic beaches and sea. 22

2. Had better images of the island as a vacation

spot. Had expected cleaner and whither sand,

and more wavy sea, 12
3. Climate was too hot. 14

4. A very small island (accessible within a few
rounds of touring). 2

Socio-Economic Status

5. Much more modernised, developed and commercialised
than expected. Standard of living is higher than

expected. 18
6. Combination of 1 and 5 - a great holiday island,

modern and has high standard of living. 10
7« A slowly progressing and developing place

(Pace of progress is slow). 8
8. Tremendous place but price of tourism is too

high (hotel, food, liquor). 8
9. Too many tourists around - crowded. 2

10. No Op.lnion. 4
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Table 17b

Image After Arrival - of the Place
(Percentage by Country)

e twry2loadwiphl o5 e 8 9020 rotal

Countries
Singapore - - - - - -~ 2 - - - 2
England 8 2 6 - 2 4 6 - - - 28
Australia 4 4 - - 2 4 - 4 - - 18
Holland 2 - - - 4 - - - - 2 8
Germany 2 - 4 - 4 - - 4 - 2 16
South America - - - - 2 - - - - - 2
Japan (S - - - 2 - - - 2 - 4
Taiwan 2 - 2 2 - - - - - - [
Scandinavian

Countries 4 6 2 - 2 - - - - - 16

Percentage

(total) 22 12 14 2 18 8 8 8 2 4 100
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Table 18

Image After Arrival - of People and Culture

Image Percentage (%)

1« People are all very nice, helpful and extremely

friendly. 50
2. People speaks good English. 4
3. It is obvious that the Chinese are controlling

the business in the island. 2
4. People appear poor and needy. 2
5. There is an obvious gap between the rich and

the poor. (3
6. Penang is rich in various cultures. 6
7. Penang has not much culture as expected. 2
8. Surprised at the way the different races get

along without problems. 4
9. Ignorant about the different ethnic groups. 6
10. No impression formed. 18
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A similar high percentage of 18% found Penang instead to be

modernised, developed and commercialised basing on the fact that:

- M"there is a large ownership of cars among the people"
- "the city is more modernised than expected”

- "hotels were grand, modern and very posh"

as compared to only 8% who expressed that Penang is a slowly developing

and progressing place.

- "the setting in the brochure was too much sophisticated.

It does not represent the reality".

This part of the questionnaire actually seeks to find the
most general impression formed about Penang during their stay. The
fact that at least 8% expressed regret over the high price of tourism
particularly liquor indicates the degree of the effect of the government
and service taxes on these tourists. The fact that pace of progress is
slow in Penang is quoted by 8% of the respondents. The overall impression

formed in this area is:

"a place where one can really relax. Nobody looked busy.

It was really a place where one can relax. That's all".

"The country was underdeveloped in many aspects. There
were many different races but I felt the Chinese

influence was dominant".



The most striking feature of the people of Penang is their
friendliness. This was the general opinion of 50% of the respondents.
They were very touched by the warmth, friendliness and helpfulness of
the Penangites they have met or observed - from shop assistants, to

cab drivers, to hotel employees to total strangers.

At least B% of the respondents came with the image that
Penang has a high level of poverty with the people being poor and
needy. This proves true to only 2% of the respondents after their
arrival. However, the picture of economic inequality still persist
with about 6% of the respondents stating that there is an obvious gap
between the rich and the poor. They quoted the obvious differences
between the sprawling bungalows and the small shabby huts along the
stretch of the Batu Feringgl beaches and Georgetown area and also in

the course of their tour.

"The difference in living level between the upper class
pecople and the average people seemed to be very large.
There were many beautiful villas in Penang. In the
striking contrast, the houses of average people were

shabby. Also, people were badly dregsed".

"Hotels and the surrounding areas were maintained
beautifully, But, the houses of average people looked

very poor".
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From the small percentage in all the other categories it is

obvious that the respondents' observation about the Penang's people and

life was very limited and superficial. Other than talking to the re-

searcher none of the respondents had personal contact with the native

people. 18% of the respondents specifically mentioned that they were

unable to form any impression about the people and culture because:

1.

2e

The nature of their tour itself - especially the 'package!’
type which hinders intermingling between the tourists and
the locals. Due to the 'closed' nature where everything

was pre-arranged by the tour operators - food, lodging and
transportation and their fixed time-~table, there is prac-
tically no opportunity for them to mingle with the locals

to form a fair impression.

Others came here solely for business or recreation thus
they would rather make full use of any free time available
to enjoy the beach or to relax than to get to know the

people.

= "I do not have a strong impression because the purpose
of my travel was to enjoy a new life at Penang. But
I thought the difference between rich and poor is

very 1“””.

= "I did not try to have a contact with locals so I can't

say much. But I gathered the impression that the
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housing condition is awful. There were many

shabby houses".

- "I felt the people were very friendly. I was often
talked to by people when I was walking. There were

many different races in this place".

- "people's life seemed to be relaxed, easy and slow

in tempo".

The overall impressions the respondents had of Penang varied
from one respondent to another, some being favourable and some others
unfavourable. They seemed to have been impressed, among other things
with the following points: that Penang is an idyllic seaside and hollday
resort with fantastic sprawling beaches, quite modernised and developed
though the pace of life seemed to be very slow and relaxed; and the

people are very helpful as well as friendly.



CHAPTER VI

CONCLUSION

Tourism is a modern phencmenon. It is even said to be the
quickest and least difticult form of development. As such, it is not
surprising that pineapple which was the biggest export trade of Hawaii
several years ago is now substituted by tourism being its top industry.
In Japan, tourism has become the second largest industry and in the UK
it is the fourth largest industry with chemicals, transport equipment
and machinery earning more. It is a fact that one of the most dramatic
features of international trade since 1945 has been the great expansion
of the tourist trade, which is now ana will remain an economic factor
of outstanding importance. The speed and ease of travel, rising stan-
dards of living and widespread tourist propaganda have all atimulated
the movement of people from one country to another; all meaning that
holiday and travel are increasingly a part of modern living. From a
mere amusement reserved for a happy few, tourism is developing into a

necessity for the masses.

The individual tourists are the core ot this massive industry.
It is for them that we have scheduled airlines (Pan Am, Lufthansa, Qantas
and MAS), charter airlines, hotel chains (Hilton, Holiday Inn, Sheraton),
tour operators, car hire firms (Avis, Hertz) bus companies and a host of
other companies involved with the tourist industry. It becomes impera-

tive therefore to take a closer look into their personal views, opinions



and feelings about the host country in order to get a clearer basic
picture anad understanding of the situation so that appropriate plans

can be carried out accordingly to further develop the industry.

There are however, few researches done in this context.
This study highlighted the promotional effort of the tourism authorities.
It also probed in depth at a face-to-face level into the views and
opinions of these tourist with regards among other things, to their
reasons for choosing Penang as their destination, their images or

stereotype held or Penang before and after arrival and so on.

Since international tourism has contributed a substantial
amount of foreign exchange to the Penang economy each year, it should
be the responsibility of the government to take necessary steps to

increase this major source of revenue.

This study may provide ideas and directions for attracting

tourists to Penang.

6«1 Major Findings

This study revealed a number of interesting findings about

the tourism industry in Penang.

The relevance of studying the characteristics of the tourists -
their age group, their occupation and their specific reasons for coming
to Penang can enable appropriate steps to be taken for the benefit of

the industry.
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In accordance with normal economic trends rapid industry and
economic development, means higher wages for the working population
leading in turn to an expanded salaried middle class to which the
businessman, the management executives and the professional worker
belong. The bulk of travellers in my study is drawn from this stratum
of society, followed by housewives and pensioners. Advertising and
promotions could hence be channelled through the proper media directed

to these categories such as business periodicals, women or home magazines.

This study also indicated that there is a considerable amount
of ignorance amongst these foreign tourists about Penang (and Malaysia)
with regards to its geographical location, its relationship with Malayslia,
its population or its people and culture. The most common knowledge or
image of the island is that of its being a beautiful beach resort.

These tourists have a misconception of Penang/Malaysia often linking it
to Singapore as being one and the same. Despite this fact however,
Penang proves the most often visited and popularly included in package

tours as compared to other states in Malaysia.

Perhaps when speaking ot tourism it is not surprising that
one always imagines tourists visiting a place to see the tangible
aspects such as the man-made creations of that country. For example,
one usually thinks of the Haw Par Villa or the Jurong Bird Park when
visiting Singapore, Leaning Tower of Pisa when in Italy, Buckingham
Palace or the Trafalgar Square of London and the Reclining Buddha or

Penang Hill when visiting Penang. However, this study shows that
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contradictarily the more intangible aspects are also as important to

the tourist industry in Penang.

The melting pot of Asian cultures that Penang is has resulted
in a manifestation of a tremendous variety in architectural styles,
places of worship (which are inextricably linked with legends and myths)
religious festivals, clothes and handicraft. These factors were often
mentioned by the respondents in my study. Tourists come to Penang to
observe its culture and way of life. They are curious about the way

this multiracial society could mingle easily and harmoniously.

Being the oldest former British settlement, the English

language has taken strong roots in Penang which proves an advantage to

these tourists.

However, the greatest asset to tourism in Penang is her
natural environment which proves the major reason for their choosing
Penang as their destination. Interviews and questionnaires revealed
that the main attitude ot a large number of these tourists towards
travel to this region is one of indifference; their main objective
being mainly to relax and enjoy the natural environment of the 'Pearl
ot the Orient', especially in beaches. It is not surprising therefore,
to find that the nature of their trip is one of merely a stopover from
nearby countries, or of Penang being one of the itineraries of their

package tour.
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However time is also a factor, considering the average length
of stay is less than one week. This short span of time does not en-
courage much sight-seeing or acquaintance with the island. This factor
has also resulted in the tourists not mingling with the natives, hence
defeating the purpose of promotion as there is 'much to see, learn and
enjoy in Penang. On arrival, they were most impressed with its calm,
unruffled atmosphere with its *island' atmosphere being already a
natural pull. However, contrasting to expectations of being the 'Pearl
of the Orient', much dissapointment was voiced regarding the dirty
beaches and sea water. High prices of beer was criticised as the danger

of the water scooters and its disturbing the peace of the beach area.

The increasing popularity ana importance of package tours
which conveniently fit the schedule and budget are becoming important

criterias to consicer before a tourist embarks on a trip to Penang.

The importance of the 'smile' or the friendly and helpful
people of Penang should not be left out as a valuable asset in attrac-
ting foreign tourists to Penang. Myra Walds (1979; 294), an American

travel writer, also pointed out this fact about the Thais.

Implications and Suggestions

What does all these facts show? What can be deduced from

these findings and how can they be of any help to tourism in Penang?

Ignorance of the tourists about Penang implies insufficiency

and ineffectiveness of the promotional and publicity efforts of the
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Tourism Authorities. Word of mouth from past tourists seemed to be
the most effective source of information to the present tourists about

Penang, only then followed by media advertising.

There is a need for more rigorous promotion of Penang and a
serious demana for a proper elucidation of the tourism plant in this
region to allay the misconception of Penang/Malaysia being coupled to
Singapore which might prove hazardous in the long run because tourists,
after visiting Singapore might feel satisfied that they have seen the
whole of the Malaysian region and return home without venturing into
Penang/Malaysia: advocating an attitude of "you've seen one, you've
seen all". Moreover, Singapore with its 'built-in' reputation poses
strong competition in wooing the tourists. Tourists are attracted to
Singapore by its position, commercial centre and other touristic image

built up through a century of international repute.

Perhaps the Tourist Department should encourage and work more
with the Malaysian Film Unit in development more new films on Malaysia's
and particularly Penang's tourist attractions and ensuring that such
films are reqularly screened at key points in the market. While impor-
tance must be attached to the Malay element and image bullding, more
effective themes can take the form of stressing the multiracial colour
of the state. This strong point of Malaysia has not been sufficlently
publicised. The tendency of most of the brochures and pamphlets is to

emphasise on the Malays and the Malay culture only.
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However the PDC, TDC and the private sector connected with the
tourist trade must realise that the effort to increase the tourist trade
of Penang does not end with promotion. Tourists who are lured to Penang
through promotional efforts must be satisfied once they are here. This
calls for a balance between promotional eftort and the provision of
tourist facilities. This will give satisfaction to the tourist who will
in turn encourage others to come. The satisfied tourist is the best
promoter. It is exactly such a balanced tourist's programme that has
turned Hong Kong into a thriving *‘tourist's paradise' in just a few
years. Hence improvement of tourist facilities must go hana-in-hand
with promotional efforts. FPromotion creates in the mind of the potential
tourist, a desire to visit Penang. Wwhen these potential tourists become
actual tourists, the authorities shoula see to it that their holiday is

not hampered by any unnecessary inconveniences.

Only when the target is specified can the proper means be
taken to solve a problem. From this study, knowing that the strongest
pull of Penang lies in its highly reputed beaches and hotel area, it is
only wise to capitalise on this fact. Complaints voiced in this study
by the tourists themselves can serve as guldelines to corrective measures
in future. For example, the complaint about prices or liquor being too
high is repeatedly volced even in this small scale sample. This suggests
that many more tourists might be as deeply affected by it. Hence steps

should be taken to review this matter.



Since the tourists spend more of their time at the beach
areas, perhaps more effort should be done to induce a longer stay.
One suggestion is to introduce more water sports at these areas. This
however, though recently popularised only around the Rasa Sayang and
Golden Sands Hotel area with sky-gliding, yachting, water-skiing and
wind-surfing, should be extended to other hotels along the beach.
Cheaper accommodation such as huts or chalets like those found in
Pulau Pangkor shoula be considered and built as alternatives to the
luxury class hotels to accommodate more tourists especially the shoe-

string travellers.

Indirectly, this study also forsees a potential problem.
The Malaysian government in its aspiration to establish its own national
identity by stressing on Bahasa Malaysia as its national language, could
result in the coming qenerationlbeing confronted with communication
problems with the tourists, if a more serious effort is not taken to

emphasise on English as an international language.
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