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Abstract

This paper reports an empirical investigation on the moderating effects of the tourism by- products in 
building Sarawak destination image. Using causal research design through a quantitative method, self-
reported and self-administered questionnaire, this study surveyed international tourists who had visit-
ed Sarawak and experienced the state core tourism products which include purchasing the local tour-
ism by-products. Through the descriptive and inferential statistics, some useful insights about the issue 
investigated were significantly obtained. It’s interesting to note that besides experiencing the tourism 
core products, the Sarawak Tourism by-products are also catching the international tourist’s attention. 
The moderating effect of tourism by-products on the relationship between tourism core products (cul-
ture, adventure, and nature) and Sarawak destination image was empirically confirmed. In fact, in ad-
dition to the core culture, adventure and nature product, the local tourism by- products undeniably 
building and strengthening the image of Sarawak as a tourist destination. This promising indication is, 
therefore, should not be ignored by the state government, tourism authority, tour operators, the local 
government, hotels and other related local authorities.

Keywords: Tourism by-products, culture, adventure, nature, destination image 

Introduction 
No doubt image of a destination is one of the impor-
tant determinants that influence tourists in deciding to 
choose a particular holiday destination (Horner, Swar-
brooke, 2016; Hosany, et al., 2007; Usakli, Baloglu, 2011). 
This connotation has encouraged many countries, spe-
cifically tourism authorities and tourism destinations 
to continuously develop or sustain their image among 
the tourists (Bornhorst, et al., 2010; Buhalis, 2000; Pike, 
Page, 2014). Tourism scholars postulated that the des-
tination image is formed based on the three distinc-

tive components, namely cognitive, affective and cona-
tive (Agapito, et al., 2013; Roth, Diamantopoulos, 2009; 
Ryan, Cave, 2005; White, 2014). On cognitive or per-
ceptual elements, the image is evaluated through the 
ideas, knowledge, and beliefs of the individual have to-
ward all attributes of a destination. In this sense, the 
image of a destination is assessed by the attributes re-
late to its resources and attractions in which influence 
tourists travel and experience (Beerli, Martin, 2004; 
Gallarza, et al., 2002; Tasci, Gartner, 2007; Zhang, et 
al., 2014). Affective element on the other hand is refer-
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ring to the feelings or emotional dimension that a per-
son has toward the tourism destination (Zhang, et al., 
2014). Beerli and Martin (2004) argue that emotional 
dimensions or components are strongly influencing the 
motivations of tourists to travel to a specific destination. 
Lastly the conative component represents action such 
as the individual’s action to revisit the destination or 
even recommend it to others (Agapito, et al., 2013; Tas-
ci, et al., 2007).

Tasci and Kozak (2006) classified the attributes of a 
destination image into two major tourism core prod-
ucts namely the primary and the secondary products. 
The primary includes natural features such as natural 
resources, scenery, climate, culture, ecology, histori-
cal, architectural and many others while secondary in-
cludes human-made features that are built either by the 
government, tourism authorities, individuals and pri-
vate sectors such as resorts, transportation, hotels, en-
tertainment and catering outlets. These tourism core 
products and its characteristics plus services and intan-
gible products strongly influenced the image of a tour-
ist destination (Brijs, et al., 2011; Wang, et al., 2012).

Although the relationship between tourism core 
products and the destination images have been widely 
discussed and recognized (Horner, Swarbrooke, 2016; 
McCartney, et al., 2008; Mehmetoglu, Normann, 2013; 
Ortega, Rodríguez, 2007), the understanding of the 
contribution of the complementary attributes in im-
proving destination image is lacking thus need to be 
further explored (Chen, Phou, 2013; Pike, Page, 2014). 
In this case, Prebensen (2007), Elliot and Papadopou-
los (2016) and Xu (2010) contends that besides tourism 
core products, its by-products like local souvenirs, eth-

nic crafts, miniatures, food products and merchandise 
that represents, synonym and portraying a particu-
lar destination could also contribute to increasing and 
strengthening the tourism destination image. Vladimir, 
a city in Russia, for instance, not only attracts a sub-
stantial number of international tourists because of its 
culture and architectural sights. However, the unique 
local crafts without exception contribute to the image 
of a city (Volkov, 2010). In addition, the local tourism 
by-products have also created the image of Turkey as 
a preferred tourism destination amid the internation-
al tourists from all over the world (Budnarowska, 2012; 
Yüksel, Akgül, 2007) and in fact Zhang et al. (2014) in 
their study entitled “Destination image and tourist loy-
alty: A meta-analysis” posits the local tourism by-prod-
ucts in addition to the tourism core products could 
moderate the image of a particular destination or coun-
try. Despite the above notion, there is still unclear un-
derstanding of how the local tourism by-products affect 
to the Sarawak tourism image.

Issues
In line with the preceding notion, out of many states 
in Malaysia, Sarawak which is also known as Bumi 
Kenyalang or Lands of the Hornbills is rich in diversi-
fication of primary tourism products, namely natural 
landscape, diverse culture, heritage and nature plus 
other products like longhouses, caves, national parks, 
mountain, forest, wildlife, exotic foods and many oth-
ers. Owing to the diversification of the primary tour-
ism products, the Sarawak Tourism Board (2014) 
started to promote its tourism core products like cul-

Figure 1. Map of Sarawak
Source: Researcher
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ture, adventure and nature or just known as CAN to 
the local and international tourists (Ban, Ramsaran, 
2017). These core or Sarawak signature tourism prod-
ucts are claimed to have a strong influenced in attract-
ing the international tourists. The Ministry of Tour-
ism Sarawak (2016) reported that a positive growth of 
tourist arrivals apparent both from the domestic and 
international commencing with the 3,270,655 in 2010 
to more than 4,517,179 in 2015 and the figure is expect-
ed to flourish yearly. Figure 1 below is the map that il-
lustrates the available tourism product of Sarawak.

According to Datuk Amar Abang Haji Abdul Rah-
man Zohari, the Minister of Tourism Sarawak, the 
excellent range of tourism products together with 
the promotions and advertisements directly estab-
lishing Sarawak as one of the globals recognized cul-
ture, adventure and nature tourism destination (Bor-
neo Post, 2014). A total of 431,505 tourists visited the 
sixteen Sarawak national parks in 2012, meanwhile 
the Sarawak Cultural Village (SCV) has remained a 
popular tourist attraction for more than two decades 
(MOTS, 2014). Not too harsh to say that this positive 
scenario indicates these three core or signature tour-
ism products (culture, adventure and nature tourism) 
continuously building or strengthening the image of 
Sarawak as a tourism destination among the interna-
tional tourists. 

Apart from this, scholars argued that tourists 
when travelling to any destination in addition to the 
tourism core activities will also take the opportuni-
ty to get and purchase the local tourism by-products 
that synonymous with the destination (Kim, Littrell, 
2001; Paraskevaidis, Andriotis, 2015; Reisinger, Turn-
er, 2000; Wong, Cheng, 2014). To some of the tour-
ists, buying the local tourism by-products is one of the 
memories for them to stay in contact with the desti-
nation or in another word as the symbols of a desti-
nation that they have visited (Wong, Cheng, 2014). In 
this sense, it is argued and based on what has been 
highlighted by Yin, Poon, and Su (2017) and Wong 
and Cheng (2014), the local tourism by-products of 
a particular destination could also contribute to in-
creasing and strengthening the tourism image of the 
destination. 

In line with this notion and the case of Sarawak, the 
international tourists who visited this state also to ex-

perience the culture, adventure and nature as the state 
tourism core products are assumed to have purchased 
the favorite local by-products. Accoridng to Bojei and 
Sahari (2015), Sarawak is rich with the uniqueness and 
originality of the local by-products such as the local 
souvenirs (e.g. key chains and others), ethnic crafts 
(e.g. hand-woven Pua Kumbu, Sarawak mats, blow-
pipes, batik textile, pottery, wood carvings, bamboo, 
rattan baskets, bead work, fabrics, furniture, tree bark, 
sumpit, sape and others), miniatures (e.g. the repli-
ca of the riverboats/perahu tambang, the longhouse, 
the baruk/head house of the Bidayuh community and 
others), food products (e.g. ikan terubok, kek lapis 
Sarawak, Sarawak black/white pepper, traditional lo-
cal foods and others) and other merchandise that re-
lated to the Land of Hornbills.

Despite the above notion, compared to culture, ad-
venture, and nature (CAN), there is still unclear un-
derstanding of how and to what extent that the local 
tourism by-products contribute to the Sarawak tour-
ism image (Chin, et al., 2016; Jamaludin, et al., 2012; 
Musa, Thirumoorthi, 2016). In other words, besides 
the core tourism products what is the moderating ef-
fect of the local tourism by-products in building the 
image of Sarawak as a tourism destination? In fact, 
there has been a very limited analysis looking at the 
relationship between the tourism by-products and 
tourism destination image (Agapito, et al., 2013; Bo-
jei, Sahari, 2015; Elliot, Papadopoulos, 2016; Lin, Mao, 
2015; Mehmetoglu, Normann, 2013; Wang, et al., 2012) 
and to date none is looking it from the Malaysian per-
spective. Thus, to answer the highlighting issue and to 
fill the research gap, this study examines the moderat-
ing effect of the local tourism by-products in building 
Sarawak destination image as per depicted in Figure 1. 

Through the study framework, the primary objec-
tive is further supported with two main hypotheses 
and three sub-hypotheses. 
H1: There is a significant relationship between tour-

ism core products and destination image.
 H1a: There is a significant relationship between 

cultural attributes as tourism core products and 
destination image.

 H1b: There is a significant relationship between 
adventure attributes as tourism core products and 
destination image.

Figure 2. Conceptual Framework
Sources: Boukas, Ziakas, and Boustras (2012): Yuksel and Akgul, (2007) and; Tasci and Gartner (2007) 
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 H1c: There is a significant relationship between na-
ture attributes as tourism core products and des-
tination image.

H2: The tourism by-products moderates the relation-
ship between tourism core products and destina-
tion image. 

Literature Review 

Destination Image 
Beerli and Martin (2004) named three key factors 
that influence the image formation: 1) stimulus fac-
tors (information sources); 2) previous experience and 
distribution and 3) personal factors (psychological 
and social). Information sources are the main stim-
ulus factors that affect the forming of cognitive per-
ceptions and evaluations. Um and Crompton (1990) 
asserted that individuals form perceptual/cognitive 
evaluation of destination attributes subsequently to 
exposure to various information sources such as sym-
bolic stimuli (promotional efforts through media), so-
cial stimuli (WOM and recommendations) and infor-
mation acquired from previous visits. 

Essentially, a primary image is formed through ei-
ther personal experience or an actual visit to the des-
tination. The destination image formed by the latter 
has the propensity to be more realistic and complex 
as opposed to the one formed by secondary sources 
of information (Baloglu, McCleary, 1999; Ryan, Cave, 
2005). Phelps (1986) makes a proposition that the im-
age formed by organic, induced and autonomous 
sources of information is dubbed as a secondary im-
age. Another assertion by Beerli and Martin (2004) 
claimed that the secondary sources of information 
play a pertinent and crucial role in forming a cogni-
tive dimension of the image. More importantly, Balo-
glu and McCleary (1999) stressed that the variety, the 
amount and the type of information sources are prox-
ies for cognitive evaluation of images.

The process of image formation can be conceived 
as a continuum of separate agents or forces that gen-
erate a specific result either independently or in com-
bination to form a destination image unique to an in-
dividual (Ryan, Cave, 2005). It is further affirmed that 
the detailed breakdown of agents is vital because des-
tination selection itself is a process of narrowing alter-
natives from an initial opportunity set of all possible 
destinations to an evoked set of approximately three 
destinations. This contention is, indeed, in support 
of the general consumer behavior theory (Howard, 
Sheth, 1969). The consumer behavior theory claimed 
that destination images are imperative to the process 
of narrowing alternatives, and they act as pull factors 
toward the final selection.

Tourism Core Products
There are numerous ways of scholars looking at the 
tourism products. In the last four decades, tourism 
products are claimed as a collection of activities, ser-
vices and benefits experienced by tourists that include 
destination facilities, destination attractions, price, ac-
cessibility and images (Medlik, Middleton, 1973; Smith, 
1994; Xu, 2010) or the facilitating goods, explicit intan-
gibles as well as implicit intangible elements (Wakefield, 
Blodgett, 1999; Xu, 2010). According to Jefferson and 
Lickorish (1988), tourism products are based on two 
perspectives: i) as a set of physical and service features 
as well as symbolic associations which are assumed to 
accomplish the needs and wants of the tourists and; ii) 
as satisfying activities at a preferred destination. 

In the later year, scholars categorized tourism prod-
ucts into four levels; the core products, the facilitat-
ing products, the supporting products and augmented 
products (Kotler, Bowen, 1996; Oh, et al., 2004). The 
core products are the primary products or the main 
attraction being offered by a specific destination to 
tourists. These include the intangible products like ex-
periences, excitement, nostalgia, peace and quiet (nat-
ural resources, scenery, climate, culture, ecology and 
historical architecture) or tangible products or man-
made features that are built either by the government, 
tourism authorities, individuals and private sectors 
such as resorts, transportation, hotels, catering out-
lets and entertainment (Bosque, et al., 2009; Vassili-
adis, 2008). Meanwhile, the facilitating products are 
associated with services and goods that must be to-
gether with the core products (Kotler, Bowen, 1996; 
Wakefield, Blodgett, 1999). Booking services are one 
of the examples of the facilitating products. 

The third level is the supporting products or known 
as extra products or by-products. These products are 
the added value products to the core products being 
offered by a destination to distinguish it from other 
destination and are the standalone products including 
the local souvenirs, traditional and ethnic crafts, min-
iatures, food products and any merchandise that rep-
resents the local culture and other items purchased by 
tourists at a particular destination (Wakefield, Blodg-
ett, 1999). The final level is the augmented products 
which are referred to the individual or tourists’ per-
ception, attitudes, participation and interaction with 
the service organizations (Smith, 1994). 

Out of the four levels, the core tourism products are 
the major and the main attractions which selling by 
a specific destination to attract the tourists (Hanafi-
ah, et al., 2016; Wong, Cheng, 2014). The core tourism 
products can be in the form of tangible and intangible 
elements or a combination of both (Akbar, et al., 2016). 
The tangible elements are the physical plant which in-
cludes scenery and attraction like cultural, adventure 
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and natural resources, while intangible elements refer 
to related hospitality, services like safety, the friendli-
ness of the local peoples as well as the uniqueness of 
the local by-products (Elliot, Papadopoulos, 2016; Xu, 
2010). As this paper is looking at culture, adventure 
and nature as tourism core products the subsequent 
sections are specifically reviewed on these attributes. 

Cultural Tourism
The importance of culture in tourism has been unde-
niable since the percentage of tourists seeking a cultur-
al experience like visiting the cultural attraction and 
involving in various cultural activities are drastically 
increasing. According to the World Tourism Organi-
zation (WTO), more than forty percent of the interna-
tional tourists from all parts of the world are among 
the “cultural tourists” (Richards, 2007). The Travel In-
dustry Association of America (TIAA) reported that 
almost two-thirds of the United States adults chosen 
to visit the cultural sites or attractions when deciding 
to travel (Ghimire, 2013). This phenomenon manifests 
that culture is one an essential part of the tourism 
product (Horner, Swarbrooke, 2016; Richards, 2007). 

A strong relationship between culture and tourist 
strengthen the attractiveness of the destinations, and 
this coined the term cultural tourism (McKercher, Du 
Cros, 2002; Richards, 2007; Stebbins, 1996). To date, 
Du Cros and McKercher (2015) postulates that cultur-
al tourism is pronounced when tourists are traveling 
to a destination for experiencing and learns about the 
local traditions including food, the art, the folklore, 
the pilgrimage, historic sites and monuments without 
violating the respecting of the local community and 
the surrounding environment. Bali is a good exam-
ple of cultural tourism destination in Asia which at-
tracting a substantial number of international tour-
ists (Hitchcock, 2009). The preservation of traditional 
culture is still very much alive in this island as its peo-
ples have a strong spiritual root. Due to this, most 
of the international tourists are enjoying the origi-
nal of culture showed by the people in this province 
(Hillman, et al., 2017; Hitchcock, 2009). Besides Bali, 
Brussels is one of the European cities that are popu-
lar with cultural tourism. A vast resource like muse-
ums, musicals, parks, theaters that come in bundles 
that popularize Brussels as a cultural city. Brussels is 
claimed to be the fourth most visited cultural cities in 
Europe and currently is the first ranking as the cul-
tural city destination among the European cities (Liu, 
2014; Richards, 2001). In the case of Sarawak, Hamzah 
(2004) and Bojei and Sahari (2015) stipulated that his-
tory (e.g. historical sites, museum, cultural centers, 
and galleries), lifestyle (e.g. indigenous people), archi-
tecture (e.g. longhouses, homestay), art, festival and 
cultural events, religion, music, dance, languages, be-

liefs and culinary are among the dimensions of the 
cultural product in the state. 

Adventure Tourism
Despite many interpretations, Hudson (2003) catego-
rized adventure tourism into two that is hard and soft 
adventure tourism. The hard adventure tourism is as-
sociated with higher risk, and great challenge activ-
ities which required the individual tourist physical-
ly and mentally fits (Beard, et al., 2012). The activities 
include the rock climbing, canoeing, trekking, bun-
gee jumping, wilderness survival as well as rafting. 
In contrast, the soft adventure tourism is referring to 
lower risk or fewer danger activities like hiking, bi-
cycling, bird watching, riding, camping, surfing and 
cross-country skiing which require fewer skills and 
more comfortable regarding accommodation (Beard, 
et al., 2012). 

As part of the ecotourism product (Addison, 1999), 
adventure tourism has gained attention from many 
countries around the globe, and it is tremendously 
commercialized (Pomfret, 2006). Adventure tourism, 
according to Hudson (2003) brings together to trav-
el, sport and outdoor recreation with the focus are ex-
periential engagement and the Adventure Travel and 
Tourism Association (2010) reported that the adven-
ture travel is one of the fastest growing travel seg-
ments. Comparing among countries, the Western and 
Eastern Europe including the United Kingdom, Swit-
zerland, Germany, Iceland, Slovak Republic and Ro-
mania, the United States, Canada, and New Zealand 
hold the top ranking while Thailand and Malaysia are 
the most popular among the ASEAN countries.

Taking one or two out of many examples, Roma-
nia which is located in Central and Southeastern Eu-
rope is popular with the adventure tourism (Gabriel, 
2014). This fact is materialized through the existence 
of the Carpathian Mountains with rivers and heights 
that allow the practice of most of the following sports: 
Paragliding, Skiing, climbing, bungee-jumping, raft-
ing, and kayaking. In the case of Sarawak, caving, jun-
gle trekking is one the most popular rough activities 
which continuously pulling the international tourists 
(Sanggin, 2009). This is evident when Mulu and Niah 
Cave is successfully attracting a significant number 
of the international tourists throughout the year and 
these two and other caves manifestly portraying the 
image of Sarawak (Sarawak Tourism Board, 2014). 
Also, the local government’s involvement in creating 
sustainable products and services also popularizes 
those activities in the state (Radzi, et al., 2014).

Nature Tourism
Nature tourism is concerned with any tourism that is 
dealing with experience directly correlated to natu-
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ral attractions (Commission for Environment Coop-
eration, 2000). The nature tourism encompasses very 
diverse forms include geo-tourism, extractive tour-
ism, cycle tourism, nature retreats, cruise ship tour-
ism, wildlife tourism as well as ecotourism (Balmford, 
et al., 2009). In the very beginning, nature tourism is 
associated with the outdoor travel, particularly in the 
isolated, remote and unique or scenic areas. However, 
the meaning is broadening when demand for educa-
tional subjects has become important part of it, thus, 
some scholars and the authorities denotes nature 
tourism as travelling to a destination to experience 
the natural places such as sightseeing, wildlife view-
ing, beaches, lakes, waterfalls, national parks, fish-
ing and other nature activities (Fennell, 2014; Wear-
ing, Neil, 1999)

Taking one example, as a subset of nature tour-
ism, ecotourism growing popularity across the world 
caused more tourists in choosing destination that of-
fers nature-based attractions (Balmford, et al., 2009; 
Stronza, 2001). According to a report by Internation-
al Ecotourism Society or known as TIES, Ecotourism 
is about uniting conservation, and sustainable com-
munities (Honey, et al., 2003). In precise words, it is 
associated with the responsible travel to natural areas 
that preserves the environment, a desire to learn and 
appreciate the unique flora and fauna and increases 
the well-being of the local people. In German, for in-
stance, more than fifty percent of German tourists are 
choosing the natural attraction for their holiday and 
similarly with Finland, whereby more than forty per-
cent of the population is engaged in nature trips. In 
fact, all the natural areas around the world are being 
promoted as ecotourism destinations (Fennell, 2014; 
Wood, 2002).

Being the home of the largest ethnic groups, 
Sarawak state is also the home for most exotic flora 
and fauna in Malaysia (Hamzah, 2004). As mentioned 
by Datuk Amar Abang Haji Abdul Rahman Zohari, 
the Minister of Tourism Sarawak, the National Parks 
continue to be an ideal destination among the inter-
national tourists (Sarawak Tourism Board, 2014). In 
2015, a total of 365,423 tourists visited the various Na-
tional Parks in the state and the Semenggoh Wildlife 
Centre recorded the highest number of visitors with 
82,532 tourists, followed by Bako National Park with 
45,431 tourists, Niah National Park (24,213), Wind 
Caves (23, 653), Matang Wildlife Centre (19, 976) and 
Mulu National Park (18, 134) (Ministry of Tourism 
Sarawak, 2016). 

Tourism By-Products
It is becoming a norm or trend when tourists are trave-
ling to a particular destination; they will buy and pur-
chase any tourism by- products for family members or 

friends (Elliot, Papadopoulos, 2016; Tangeland, Aas, 
2011). In this sense, the tourism by- products is pro-
nounced as a bundle of products of a particular des-
tination besides the core products that represents the 
identity and image of a destination (Elliot, Papado-
poulos, 2016). The local souvenir, ethnic crafts, min-
iatures and any merchandise that related to a destina-
tion are a compartment of the tourism by- products. 
These products reminded the journey of an individual 
and acted as a proof or memory of the scenic spots or 
cities they have visited (Kim, Littrell, 2001; Lin, Mao, 
2015; Paraskevaidis, Andriotis, 2015; Swanson, Hor-
ridge, 2006; Wong, Cheng, 2014).

Gordon (1986) used the term tourism by- products 
as tourism souvenirs and divided it into five catego-
ries. The first is pictorial images containing postcards, 
poster, photographs, illustrated books, and pictures. 
The second type is a piece-of-the-rock that including 
rocks, grasses, shells, driftwood, pine cones and oth-
er that are relevant. The third type is symbolic short-
hand including replicas of well-known attractions 
and miniaturized icon images which are mainly man-
ufactured instead of natural material. Markers are the 
fourth type consisting of T-shirts, coffee mugs, coast-
ers, which are relevant to a particular place, people, or 
event. Finally, the local products which include an ar-
ray of indigenous objects such as foods, liquor, cook-
ing utensils, clothing, and handicrafts (Noor, et al., 
2012). 

Many researchers have highlighted the importance 
of tourism by-products to a particular destination 
(Reisinger, Turner, 2003; Lin, Mao, 2015; Paraskevaid-
is, Andriotis, 2015). Reisinger and Turner (2003) stated 
that tourists are spent 2/3 from their total cost of pur-
chase of the local by-product of a particular destina-
tion while 1/5 was spent when traveling internation-
ally. In addition, Yin et al. (2017) argue that the local 
by-products in addition to tourism core products are 
part of numerous reasons tourists travel to a destina-
tion, and it could symbolize the image of that particu-
lar destination. 

As previously mentioned, besides it tourism 
core products, Sarawak or the “Land of the Horn-
bills” is having an abundance of tourism by-prod-
ucts (Sarawak Tourism Board, 2014). This is either on 
pictorial images, piece-of-the-rock, symbolic short-
hand, markers and the local products especially food 
related items. The ‘Kek Lapis Sarawak (Sarawak Lay-
ered Cake,’ ‘Ikan Terubok Masin’ (salted terubok fish), 
‘Tebaloi’ (Sarawak traditional biscuit), Pua Kumbu 
(Sarawak mats) are some examples of the state’s iconic 
products. According to Datuk Talip Zulpilip, the As-
sistant Tourism Minister of Sarawak, these by-prod-
ucts had been trademarked for the state since a long 
time ago (Borneo Post, 2014). 
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Methodology 

Procedure and Sample
A causal research design using a quantitative approach 
through a cross sectional study was applied with a self-
reported and self-administered survey questionnaire. 
As this study centrally looking at Sarawak, Malaysia, 
the population and the unit analysis were among in-
ternational tourists who visited Sarawak and experi-
enced the state core tourism products including pur-
chasing the local tourism by-products. Purposive and 
convenience sampling was applied in determining 
and approaching the respondents. 

Questionnaire Design
The survey instrument includes five major sections 
with Section A solicit the information about respond-
ent demographic information. Section B is dealing 
with Sarawak tourism core products (culture, adven-
ture, and nature) while Section C is designed to meas-
ure the level of purchasing of the local tourism by-
products. Lastly, Section D specifically focuses on the 
international tourist’s view toward Sarawak as desti-
nation image. Most items in all dimensions were rep-
licated from the previous related studies with a few 
minor modifications of wording made to address spe-
cific needs of the current research or fit the tourism 
context. Specifically, items for section B were most-
ly adapted from Boukas, Ziakas, and Boustras (2012), 
section C from Yuksel and Akgul (2007) and sec-
tion D from Tasci and Gartner (2007) with few devel-
oped by the researchers. Respondents were required 
to translate their view on a five type Likert scale rang-
ing from 1 with “strongly disagree” to 5 with “strong-
ly agree”.

A pilot study was initially conducted to verify and 
confirm the reliability and validity of the items used. 
All comments and recommendations were considered, 
and some further changes were made before arriving 
at a final version of the survey instrument. For actu-
al data collection, the questionnaire survey was ad-
ministered by the researchers at the Kuching Inter-
national Airport after obtaining permission from the 
airport management. The international tourists were 
approached at the departure hall seeking their assis-
tance to being part of the study sample. With the full 
cooperation and commitment given by most of the in-
ternational tourists, a total of 180 questionnaires were 
successfully distributed within 10-day survey period.

The first stage of the analysis involved testing the 
validity of the research variables. Three separate ex-
ploratory factor analyses were conducted for each var-
iable. Principal component extraction with Varimax 
rotation was applied. The Kaiser-Meyer-Olkin (KMO) 

value was 0.79 and Bartlett’s test was significant at the 
0.00 level. The criterion for the significance of factor 
loadings was set at 0.50 as per proposed by Hair Jr and 
Lukas (2014). Multiple regression was applied to an-
swer the research hypotheses. Moderation analyses 
were conducted using techniques based on standard 
multiple regression and hierarchical regression analy-
ses (Cohen, et al., 2013).

Analysis and Results

Respondent profile
Table 1 below presents the overall dimensions of the 
respondents’ profiles such as gender, age, education 
level, marital status, occupation and country of origin. 

Table 1. Respondent profile

№ Demographic Profiles Respondents

1

Gender

Male 110

Female 70

2

Age

18-39 years old 102

40-59 years 78

3

Education level

High school 12

Degree 111

Postgraduate degree 57

4

Marital status

Married 108

Single 72

5

Occupation

Administrative/clerical 71

Professional/businessman 60

Students 31

Semi-skilled worker 18

6

Origin

Asian continent 90

European continent 50

Australasian region 30

Others: America, Turkey 10

Note: n=180

The above frequency outputs show that the number 
of male tourists exceeded the female with 61.1 percent. 
Meanwhile, the senior age group between 40-59 years 
dominated the sample of tourist accounted around 
56.7 percent as opposed to the adult groups with 43.3 
percent. Also, 60.0 percent of the tourists were mar-
ried while the rest were single. In term of education 
level, out of 180 visitors, 61.7 percent possessed at least 
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a bachelor degree, followed by postgraduate degree 
with 31.7 percent and the remaining of 6.7 percent at-
tends the high school. 

Looking at their occupation, 39.4 percent of them 
were working in an administrative/ clerical, 33.3 per-
cent were professional/businessman, 17.2 percent were 
students, and 10.0 percent were in the semi-skills job 
and others. Meanwhile, in term of origin, the high-
est percentage of tourists involved in the survey were 
from the Asian continent (Chinese, Japanese, Korean 
and the South East Asian) accounted around 50.0 per-
cent, followed by European continent with 27.8 per-
cent and 16.7 percent (n=30) from the Australasian 
region (Australia and New Zealand). The final 5.5 per-
cent came from other countries including America, 
Turkey, and the Middle East. 

Relationship between Tourism Core Products  
and Sarawak Destination Image
A single-step multiple regression was conducted to 
test the strength of the relationship between the tour-
ism core products and destination image as the first 
hypothesis (H1) of the study. The tourism core prod-
ucts dimension (culture, adventure, and nature) as the 
predictor and Sarawak destination image items as the 
criterion were entered into the equation separately as 
per proposed by Hair, Black, Babin, Anderson, and 
Tatham (1998). Table 2 displays the summary of the 
results. 

Looking at Model 1, the independent or predictor: 
the core tourism products attributes accounted 40.5 
percent (R2 =.405, F-change = 121.348, p <. 000***) of 
the variance in Sarawak destination image dimension. 
The value of (=.637, p <.000*** indicated that the core 
tourism products attributes significantly and posi-
tively contribute to the Sarawak destination image. In 
other words, the core tourism products which include 
culture, adventure and nature influence the image of 
Sarawak as a tourism destination. With this, the hy-
pothesis 1 (H1) is therefore strongly supported.

In response to the results, the subsequent analysis 
was undertaken to grasp how strong is the relation-

ship between each of the single sub-dimensions of the 
predictor variable with the destination image as the 
criterion variable. This step was taken to answer the 
three sub- hypotheses (H1a, H1b, and H1c). 

Relationship between Culture  
and Sarawak Destination Image
For the first sub-hypothesis (H1a), linear regression 
was conducted with culture attributes as predictor 
and the Sarawak destination image as a criterion. In 
other words, this analysis is to see how well the cul-
ture attributes contribute towards the Sarawak desti-
nation image. Model 2 displays the summary of the 
results. Model 2 shows culture as part of the tourism 
core product could explain 30.2 percent (R2 = 0.302, 
F-change =76. 843, p <.000***) of the variance in the 
Sarawak destination image. The value of (β= .549, p 
< .000***) demonstrated that culture has a strong sig-
nificant contribution towards Sarawak destination 
image. Therefore, the first sub- hypothesis (H1a) is 
strongly supported. 

Many researchers support the above result. The 
majority of them postulated a strong relationship be-
tween culture and international tourists’ motivation 
to travel (Hillman, et al., 2017). In the case of Sarawak, 
Hamzah (2004) and Bojei and Sahari (2015) stipulated 
that cultural tourism product strongly influenced the 
image of Sarawak tourist destination.

Relationship between Adventure  
and Sarawak Destination Image
The second sub-hypothesis evaluates the relationship 
between adventure as the predictor and the Sarawak 
destination image as the criterion variable. In par-
ticular, this analysis is to see how strong the influence 
of adventure on Sarawak destination image. Again, a 
linear regression was conducted, and the result is tab-
ulated in Model 3. Looking at the Model 3, it signi-
fies that adventure attributes as part of the Sarawak 
tourism core product were able to explain 23.6 percent 
(R2 =.236, F-change =54. 859, p<.000***) of the vari-
ance in the Sarawak destination image. The Beta val-

Table 2. Results of Linear Regression Analysis 

Predictors
Model 1 

H1

Model 2 
H1a

Model 3 
H1b

Model 4 
H1c

Model Variables: 
Destination Image

Core Tourism 
Products

Culture Adventure Nature

Std. β 0.637*** 0.549*** 0.485*** 0.458***

R2

Adj. R2 
R2 Change
F-Change

0.405
0.402
0.405

121.348***

0.302
0.298
0.302

76.843***

0.236
0.231
0.236

54.859***

0.210
0.206
0.210

47.324***

Note: *p < 0.05, **p < 0.01, ***p < 0.001
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ue (β= .483, p< .000***) indicated that culture as part 
of core tourism products attributes significantly and 
positively influence the image of Sarawak as a tourism 
destination. Hence, the second sub-hypothesis (H1b) 
is strongly supported. 

The above result is in line with Sanggin (2009), in 
which he claimed that caving, jungle trekking is one 
the most popular rough activities which continuously 
pulling the international tourists. On the other hand, 
Gabriel (2014) and Pomfret (2006) proposed that Ad-
venture tourism has gained attention from many 
countries around the globe, and it is tremendously 
commercialized in destination marketing.

Relationship between Nature  
and Sarawak Destination Image
For the third sub-hypothesis, the predictor variable 
comprised of nature against the Sarawak destination 
image as a criterion variable as depicted in Model 4. 
The result shows that nature as part of tourism core 
product attributes was able to explain 21.0 percent (R2 
=.210, F – Change = 47.324, p<.000***) of the variance 
in the Sarawak destination image. Again, it evident-
ly shows that nature attributes (β = .458 p < 0.000***) 
was also found to have a significant impact and posi-
tive influence on the Sarawak destination image. Thus, 
the hypothesis 1 (H1c) is supported. 

The result above shows that nature attributes of a 
destination posit a significant effect on the tourist des-
tination image. Balmford et al. (2009) supported the 
above notion by also claiming that ecotourism grow-
ing popularity caused more tourists choosing the na-
ture-based attractions. Similarly, Fennell (2014) also 
claimed that the image of a destination is affected by 
the availability of natural areas. Moreover, being the 
home of the largest ethnic groups, Sarawak state is 
also the home for most exotic flora and fauna in Ma-
laysia (Hamzah, 2004).

Moderating Effect of the Local Tourism By- products 
The second main hypotheses are to investigate how 
well and to what extent the levels of purchasing of the 
local by-products moderate the relationship between 
tourism core products (culture, adventure, and na-
ture) and Sarawak destination image. In this analy-
sis, the predictors comprised the attributes of Sarawak 
tourism core products as the independent variable 
and the levels of purchasing the local by-products di-
mensions as a mediator, while criterion referred to 
the Sarawak destination image dimensions. Moder-
ated regression analysis as the recommended method 
for testing interaction effects, were used (Cohen, et al., 
2013). The results of hierarchical analysis using multi-
ple regression analysis were exhibited in Table 3.

The moderating effects were calculated using mul-
tiple hierarchical linear regressions whereby main ef-
fects are presented in the first step and interactions 
in the second step. Looking at Model 1, the attributes 
of Sarawak tourism core products able to explain the 
40.5 percent (R2 = .405, F-change = 121.348, p<.001) of 
the variation in the destination image dimension. The 
value of (=.637, p <. 000 demonstrated that attributes 
of Sarawak core tourism products had given a sub-
stantial impact on the image of Sarawak as a tourism 
destination among the international tourists. 

In the second step of hierarchical multiple re-
gression (Model 2), the level of purchasing the lo-
cal by-products as moderator was entered as another 
independent variable to influence the dependent var-
iable. The levels of purchasing of the local by-prod-
ucts dimensions explain the additional 9.1 percent 
(R2 Change = 9.1%) as a moderating to the relation-
ship between Sarawak tourism core products toward 
it tourism image. The beta value (β =.318, p <.001) of 
levels of purchasing the local by-products and the 
beta value (β =.538, p <. 001) of destination image in-
dicate that the local by-products in addition to tour-
ism core products contribute to the Sarawak desti-
nation image. Hence, the second hypothesis (H2) is 
strongly supported. 

It is a norm that tourists will spend for their fami-
ly members or friends during traveling (Elliot, Papa-
dopoulos, 2016; Tangeland, Aas, 2011). In term of pur-
chase behavior, the tourism by- products is the most 
purchased item besides the core products (Elliot, Pa-
padopoulos, 2016). These products acted as a proof or 
memory of the scenic spots or cities they have visit-
ed, in which generate the destination image (Lin, Mao, 
2015; Paraskevaidis, Andriotis, 2015; Wong, Cheng, 
2014).

Table 3. Results of Hierarchical Analysis 

Predictor Model 1
Std. β

 Model 2
Std. β 

Step 1: DV: Destination 
Image

Core Tourism Products 
Attributes

0.637***

Step 2: DV: Destination 
Image

a. Core Tourism Products 
Attributes 
b. Tourism By-Products

0.318***
0.242***

R2
Adj. R2 
R2 Change
F-Change

0.405
0.402
0.405
121.348***

0.497
0.491
0.091
232. 118***

Note: *p < 0.05, **p < 0.01, ***p < 0.001
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Conclusion
This study highlighted the role of niche tourism prod-
ucts in destination development. This study also pro-
vides evidence that tourism core product is necessary 
for amplification of a destination image. The research 
findings indicate that Sarawak has a lot of valuable re-
sources in the eye of the international tourists through 
its tourism core products namely marine, nature and 
culture. These tourism products offer destinations spe-
cifically Sarawak an opportunity to differentiate and 
reposition themselves to a more distinct, lucrative mar-
ket. However, despite having a thousand wonderful 
products, it would not be meaningful if there is no mu-
tual relationship and good cooperation from all parties 
or the state image will go nowhere. Therefore, there is 
a need to sustain and continuously improve the exist-
ing tourism products including the local by-products 
which will uplift the image of Sarawak as a tourist des-
tination in the eyes of the international tourists. 

Theoretical Contribution
From the summary of the findings, no doubt that 
Sarawak as a state has rich and valuable tourism core 
products which comprise of culture, adventure, and 
nature. These three tourism core products are attract-
ing not only to the local but the international tourists 
as well. This result is evident when most of the inter-
national tourists perceived that this land of handbills 
is having a vast, unique and exciting culture, adven-
ture and nature attractions. Their positive perception 
is turned into various activities related to those attrib-
utes. In fact, the magnificent culture, adventure, and 
nature perceived by the international tourist undenia-
ble building and strengthening the image of Sarawak 
as a tourist destination. 

As expected and in line with other researchers’ 
findings, culture is one of the pillars of the tourism 
in the state. The result of this present study indicates 
that the majority of the international tourists enjoyed 
the cultural activities the most. This conjecture is sup-
ported through all the proposed main and sub- hy-
potheses of the study. In addition to the above positive 
results, the most remarkable findings from this study 
are that the local by-products also contributed and in-
creased the image of Sarawak. Despite experiencing 
the tourism core products, the Sarawak local by-prod-
ucts also clasp the attention of the international tour-
ists to visit the state, and without a doubt, they pur-
chased and spent a lot on it during their holiday on 
various types of local by-products. 

Practical Contribution
This study proves that the impact of tourism by-prod-
uct on destination image is undeniable. Therefore, the 

state government through the Ministry of Tourism 
Sarawak and the Sarawak Tourism Board with oth-
er associations like the Sarawak Craft Arts and Craft 
Heritage Center, the Sarawak Craft Council and other 
related bodies should not ignore the role of the local 
by-products in lifting the image of the state. The re-
sponsible bodies need to disseminate information on 
the importance of the local by-products to handcraft 
sellers as well as in the tourism industry for the sake 
of the state image. 

Other initiatives also can be done by responsible 
authorities by creating awareness to the tour opera-
tors. Besides bringing the tourists to the three Sarawak 
tourism core attractions, the tour operators can aid 
the handicrafts and souvenir sellers by taking them to 
shop at the respective premises. Creating awareness 
of the availability of the local by-products can also 
be done through a variety of promotional materials 
such as books, brochures, booklets, postcards, movies, 
events, and broadcasting. By doing so, it will not only 
directly strengthen the tourism core products, but in-
directly it also promotes the Sarawak local by-prod-
ucts to both international tourists as well as to entire 
of the world. 

Future Studies and Limitations
This study entails several limitations. First, this study 
only focusses on three specific core products: culture, 
nature, and adventure, in which neglect other core 
and complementary tourism attribute from the study 
framework. Therefore, further studies should inves-
tigate the nature of this relationship using different 
products. Also, future study should assess and con-
firm this study framework using the advance Struc-
tural Equation Modeling. 
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