Fancy a Malaysian? Or maybe a Bara Brith? 
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[bookmark: _Toc506995315][bookmark: _Toc507257087][bookmark: _Toc507585811]Do you know what Tourism is? 
Firstly, before entering the world of food tourism there must be a definition of what tourism can be defined as. Tourism Society (2018) defines tourism as the activities of persons identified as visitors where the visitor chose to visit a main destination outside his/her environment for any main purpose such as holidays, leisure, business, health or other purposes.
Niche Tourism 
Niche Markets today is becoming more known within the world of tourism today. Niche Tourism, for some readers who may not know, is how a tourism product can be altered and tailored to meet the needs of a particular audience or a target market (Ali-Knight, 2011).
Wine and food are seen to be a significant niche tourism product which acts as a pull factor as it is inseparably linked to any destination around the world (Kivela and Crotts, 2006; Novelli, 2005). Which leads to what actually is food tourism?
[bookmark: _Toc506995316][bookmark: _Toc507257088][bookmark: _Toc507585812]What is Food Tourism?
To understand the motivations behind travellers travelling to Malaysia and Wales, an overview of what food tourism identifies as. 
“Food tourism may be defined as visitation to primary and secondary food producers, food festivals, restaurants, and specific locations for which food tasting and/or experiencing the attributes of specialist food production region is the primary motivation factor for travel”
 (Hall & Mitchell, 2001)

Taar (2014) can also identify food tourism as gastronomic tourism to define three gastronomy definitions. Gastronomy is a fine cuisine; it is a patrimony established by generations of cooks and is the result of a delicate process. Gastronomy is where the study is focusing on the physical characteristics of foods (such as quality) and seeks to understand the processes that occur when food is consumed. Food is the source of inspiration and pleasure. 
As a reader, has the thought of being a ‘food traveller’ crossed your mind? A study shows that in 2016, Food Travel Monitor (2018) proves that 93% of travellers considered food travellers. 
[bookmark: _Toc507257089][bookmark: _Toc507585813][bookmark: _Toc506995317]Background History
[bookmark: _Toc506995244][bookmark: _Toc506995335][bookmark: _Toc507088644][image: ]Mentioned previously, this article will be focusing on the motivators of why travellers travel to Malaysia and the United Kingdom. Below are some statistics of the countries. [bookmark: _Toc507261711][bookmark: _Toc507261777][bookmark: _Toc507696143][bookmark: _Toc507585718]Figure 1 - London to Malaysia (DistanceFromTo, 2018)

Malaysia!
Malaysia consists of two regions, divided by 640 miles of the South China Sea. Peninsular Malaysia or commonly known as the West Malaysia and Malaysian Borneo is the two regions that can be found. (One World Nations, 2018 & BBC News, 2018). Statistics show that Malaysia’s population, currently to date is 31,876,253. 
The United Kingdom!
The United Kingdom with statistics showing 66,573,504, and making up 3,113,200 is Wales! (Office for National Statistics, 2017 & Worldometers, 2018). Now, to reach Malaysia from the United Kingdom will approximately take 11.75 hours which estimates to 6,579 air miles (DistanceFromTo, 2018).
According to Hall and Sharples (2003) states, that food tourism is a tool for agricultural and therefore economic development and a local aspect influenced by the eating behaviours of the tourists. Long (2004) argues that every country has their own means of customs when it comes to different cuisines and how the country prepares, eat and to serve the food.
Gwlad…Gwlad…I am true to my land!
The Welsh Government (2018) set a strategy for Partnership for Growth 2013-2020 which “sets the vision for us and the industry to work in partnership to increase visitor spend to Wales” (Welsh Government, 2016). The five key areas of focuses were set in 2013 and revisited in 2016 in the Strategy Progress Review (Welsh Government, 2016). To apply this strategy to the food motivation, this is what the Welsh Government has applied. 
· Promoting the brand
· Currently, in the review, there have been no changes in food tourism regarding promoting the brand. 
· Although, the Welsh Government (2015) states that the product led approach is evolving with iconic products and experiences, however, there is no mention of how the promotion of food tourism brands.
· Product development and major events
· The Welsh Government (2016) states that the priority for food and drink is to strengthen Wales’ growing reputation as a food destination. 
· People development 
· Currently, in the review, there have been no changes in food tourism regarding promoting the brand. 
· Profitable performance 
· Currently, in the review, there have been no changes in food tourism regarding promoting the brand. 
· Place building 
· Currently, in the review, there have been no changes in food tourism regarding promoting the brand. 
[image: rs3611_ssp1000-14-hpr.1516411764]Sosban fach yn berwi ar y tân! 
(A little saucepan is boiling on the fire!)
Mentioned previously, The Welsh Government created The Food Tourism Action Plan for Wales 2015-2020 where they define Food Tourism as “any activity that promotes a high quality, distinctive, local and sustainable food experience linked to a particular place” (The Welsh Government, 2015). 
[image: ]Statistics released by the Welsh Government (2018) provides an insight of what the tourism figures were in 2015. Wales welcomed international travellers in 2015 with figures soaring at 970,000 spending £410 million. Sadly, Malaysian travellers did not make it to the top 4 generating countries, however, the countries that did make it to the top 4 are Republic of Ireland, France, Germany and USA. [bookmark: _Toc507261712][bookmark: _Toc507261778][bookmark: _Toc507696144][bookmark: _Toc507585719]Figure 2 - Performance by sector (Welsh Government, 2018)

The Wales Tourism Business Barometer gives an insight of how Wales is performing in the tourism industry as this survey has been running since 2005. 2017, overall, was a successful year for tourism in Wales as 42% of operators such as restaurants, pubs and cafes (Welsh Government, 2017). 
Throughout the survey, each organisation was given questions to answer, where all the percentages were finally added up. 





Figure 2 shows question 2 and that 54% of restaurants, pubs and cafes express that the organisation has received more visitors than last year, 32% who believe that they had the same and then only 14% of had fewer. [image: ]
[bookmark: _Toc507261779][bookmark: _Toc507696145][bookmark: _Toc507585720]Figure 3 - Origin of visitors (Welsh Government, 2018)

Figure 3 then shows the origin of visitors than travel to Wales and the market trends of the visitors. The selection of ‘rest of the world’ is at a higher percentage than Wales, Republic of Ireland and is equal to North America. The Welsh Government (2017) comments that some operators have noticed more British people enjoying their holidays and short breaks in Wales, as shown in the above chart this has reflected on the results as operators have seen two in five more non-Welsh UK visitors this year. 
Malaysia
Malaysia can see a massive rise in tourism statistics from 2015 to 2017 as recent statistics show. The year 2015 showed that over 25,72 million travellers arrived in Malaysia spending over 69.1RM billion which can be seen as an impressive number compared to Wales. However, arrivals by country, 1,078,953 of Europe visited Malaysia in 2015 (Tourism Malaysia, 2018). 
Just as Wales, Malaysia has a Tourism Strategy Plan called ‘Kuala Lumpur Tourism Master Plan 2015-2025’, which reviews their 9 key tourism segments – culture, shopping, nature & adventure, sports, heritage & places of interest, businesses & MICE, entertainment, luxury travel, education and medical & wellness. In this ‘master plan’, Tourism Unit identifies that culture, heritage & places of interest will be the main focus where the Tourism Unit looks to attract tourism to the different cuisines and wish to become a world-class cultural and heritage city by 2025 where the aim is to establish food tourism products as the Unit believes that KL has achieved the development of food tourism products and the [image: ][image: ]hygiene of street food back in 2005 (Tourism Unit, 2015). [bookmark: _Toc507261780][bookmark: _Toc507696146][bookmark: _Toc507585721]Figure 4 - Culinary experiences in KL (Tourism Unit, 2015)
[bookmark: _Toc507261781][bookmark: _Toc507696147][bookmark: _Toc507585722]Figure 5 - Key initiatives of cuisine heaven (Tourism Unit, 2015)

Figure 4 validates the key initiatives of the overview and position of KL as a Malaysian cuisine heaven. 
Tourism Unit (2015) has selected three recommendations which are believed to improve and develop the Malaysian cuisine heaven. 
1. The overall awareness of KL’s vibrant street food scene should be improved and enhanced. 
2. To develop the greater variety of ways and a more immersive manner in which Malaysian food can be explored. 
3. Enforcement of acceptable hygiene and safety standards. 

Unlike like Wales, the Tourism Unit has created a strategy of building new and immersive culinary experiences as shown in Figure 5.
To understand the motivations of why people travel to Wales and Malaysia is to understand Gastronomy tourists motivations. 
[bookmark: _Toc507257090][bookmark: _Toc507585814]Gastronomy Tourists Motivations 
Motivations of the tourists begin revolving around food and experiencing new tastes, Hall and Sharples (2003) explain that this does in-fact become gastronomic tourism as the tourists will be exploring the history or culture of food tourism. Gastronomic Tourism (2004) explains that gastronomic tourism is a new form of tourism, and gastronomic travellers are essentially the same market as cultural holidays: above average income, professional couples in their thirty and fifties. A study Smith & Costello (2009) food-focused travellers travel as a couple, they have a higher education, they are able to spend more than other cultural tourists, are able to stay longer and accommodate in hotels and their main motivation is that they want to rest, relax and personal indulgence. 
To understand the amount of money that these stereotypical food-travellers need to spend within Malaysia, Budget Your Trip (2018) can estimate that meals for one day in Malaysia is 66RM which is equivalent to £12 a day or a more in-depth approach is roughly how much a dish cost and what to expect while the traveller eats in Malaysia. It is found that a Noodle soup or a Fish curry is roughly 6RM (£1) a casual lunch for 2 is 19RM (£3.50) a sit-down dinner is for 2 is 32RM (£6) or finally, an Italian lunch based on 2 people sharing is 48RM (£9). As mentioned previously, relates back to Gastronomic Tourism (2004) comment that above average income and professional couples in their thirty and fifties. 
Food tourism has benefits such as economic impact. Research conducted throughout the years on Food Travel Monitor (2018) can indicate that visitors roughly spend approximately 25% of their travel budget on food and drinks. This figure can reach up to 35% for expensive destinations. Although the economic impacts are positive, the tangible benefits for the destinations, which can help visitors, with sustainable food and drink tourism, engage more.
For British travellers travelling to Malaysia, this is a positive as the overall spend on food is much cheaper than if the traveller went for food in a local pub in Britain. Office for National Statistics (2018) can determine the amount of expenditure in a total household. This statistic shows that household expenditure is averaging over £40.00 per week as shown in Figure 6 unlike Malaysia dishes of £12.00 in the result of this if Malaysia travellers come to the United Kingdom they will find that spending money on food will be much pricier. 
[image: ]
[bookmark: _Toc507261782][bookmark: _Toc507696148][bookmark: _Toc507585723]Figure 6 - Breakdown of average total household expenditure (Office for National Statistics, 2018)

[bookmark: _Toc506995319]Tourism products can also play a major part in why travellers choose to visit a country, such as the 6 categories that Smith (1997) address: ethnic, cultural, historical, environmental, recreational and business tourism. Cultural, historical and recreational tourism may be identified with the reasons to taste the local cuisine. 
[bookmark: _Toc507257091][bookmark: _Toc507585815]The ladder of motivation
There are many theories that authors have put in place to why travellers travel to different countries other than their own. Maslow’s Hierarchy of Needs can provide an insight of the reasons why travellers are motivated to travel to certain locations with specific foods in Malaysia and the United Kingdom (Maslow, 1954).  Maslow (1954) has been applied to the travellers and the needs they require when they travel. 
Physiological needs
· Eating, regardless where you are in the world is one of the main stages in the hierarchical need pyramid (Tikkanen, 2007). Found in the physiological need. Lowenberg (1970) relates Maslow’s motivation agrees that the physiological needs, food consumption classified them as a basic food element to survive. 
[image: ]Belonging needs
· The belongingness stage can see the food being used as an interaction and cultural identify medium (Karim, 2006). Food is more than nourishment; it is part of the local culture. 
· [image: ]Local culture plays a major part within Wales and Kuala Lumpur as each country has their own original dishes (these dishes can be can be found in table 1 & 2). [bookmark: _Toc507585619][bookmark: _Toc507585670][bookmark: _Toc507585832][bookmark: _Toc506995265][bookmark: _Toc507261692]Table 2 - Welsh Food Traditions (Visit Wales, 2018)


[bookmark: _Toc507585620][bookmark: _Toc507585671][bookmark: _Toc507585833]Table 1 - Malaysians' traditional food (Serious Eats, 2018)Table 2 - Welsh Food Traditions (Visit Wales, 2018)
[bookmark: _Toc507585621][bookmark: _Toc507585672][bookmark: _Toc507585834][bookmark: _Toc506995264][bookmark: _Toc507261693]Table 1 - Malaysians' traditional food (Serious Eats, 2018) 


[bookmark: _Toc507585622][bookmark: _Toc507585673][bookmark: _Toc507585835]Table 1 - Malaysians' traditional food (Serious Eats, 2018) 


Esteem needs
· The traveller identifies the class of people and place, people who eat with them and with what the traveller eats, describes the social status.
· This can also be related to the amount of *stars or even Michelin Stars are rewarded to a restaurant but also money motivation as some restaurants can be more expensive than others and it is what the traveller can afford. 
· [image: C:\Users\P140639\Downloads\25398947_10210885003345879_4729273790472350447_n.jpg]The Debrief (2018) article shows a few Michelin starred restaurants customers can afford; 
· The Clove Club
· Thackeray’s
· Barrafina
· Arbutus
· Social Eating House
Self-actualisation [bookmark: _Toc507261785][bookmark: _Toc507696149][bookmark: _Toc507585725]Figure 7 - UWTSD Mtour Students eating local cuisine (Authors own credit)

· The fifth stage in the Maslow’s hierarchy is the self-realisation where the traveller is motivated to experience cultural and local foods (Karim, 2006). 
· When a traveller is motivated by Kuala Lumpur and Wales due to the food festivals that they offer to travellers. 
Self-actualisation continued… 
· Figure 7 shows UWTSD Mtour Students experiencing the local cuisine before adventuring further on their education field-trip. This consisted of plain rice with chicken. A comment made by one of the students is that “the field trip was a positive cultural experience the food however was not an acquired taste”. 
· This shows an example of how UWTSD students are willing to experience the local cuisine as it differs from what Wales has to offer. 






[bookmark: _Toc506995320][bookmark: _Toc507257092][bookmark: _Toc507585816][image: C:\Users\P140639\AppData\Local\Microsoft\Windows\INetCache\Content.Word\261710005_mustdo_se_Abergavennyfood_16x9.jpg]Food Festivals [bookmark: _Toc507696150]Figure 8 - Abergavenny Food Festival (Visit Wales, 2018)

Food festivals are a wonderful way for countries to promote their local cuisines they have to offer. Welsh and Malaysia are among the countries that celebrate food festivals each year. Wales’ mission statement for the food festival is that;
“The experience of a Welsh food festival is one not to be missed – our food festivals are outpourings of flavours, colours, and smells. You will find a myriad of different stalls and activities, but the star attraction is the produce brought to you by people with a real passion and talent”. 
 (Visit Wales, 2018) 

These food festivals are continuous throughout Wales in the year accommodating in Abergavenny Food Festival (as seen in Figure 8), Cowbridge food and drink festival, Narberth Food Festival, Cardiff Bay Beaches largest outdoor festival, Neath food and drink festival and Mold food and drink festivals. 
In contrast to this, Malaysia holds a Food Festival similar to Wales that has been occurring since 1972. Malaysia Food Festival (2018) mission statement is; 
“A journey of where our food comes from and who is bringing it to our tables”. 
(Malaysia Food Festival, 2018)
The inspirations behind Malaysia food festivals is that the food is safe, healthy, secure, sustainable, the cooking is done by chefs and live demos, the technology is done by processing and packaging, the dining experience is done by cuisines and menus (Malaysia Food Festival, 2018). They [image: ]claim to target specific types of travellers. 





Although these are created by Malaysia Food Festival (2018) Wales’ likelihood of using a similar targeting visitor strategy is more than likely. There are advantages and disadvantages of food festivals that take place either in Wales or in Malaysia. The advantages are;
· Boosting the economy
· Fostering community pride
· Teaching new things
· Strengthening relationships
· Value of training 
(University of Minnesota, 2018)
As the celebrations make travellers feel extrodinary about the time to socialise with their families and friends there are regional standards there are weaknesses of celebrations. 
· The location may be incorrect for the right target of audience
· Finding a repeat audience may be difficult. 
· Ensuring the right sort of marketing for the targeted audience. 
(Sumelius, 2016)



[bookmark: _Toc507585817]Conclusion
In conclusion, 2018 for both Wales and Malaysia seem a promising year in the food tourism industry. Throughout the year visitor numbers are increasing and the Food Tourism population is becoming more popular, Wales increasing to 18% of new visitors and Malaysia understanding the need of improvement within the sector as three new strategies have been put in place in their tourism masterplan for food tourism. Stated that the expenditure in Wales is more than £410 million visitors spend whereas Malaysia’s expenditure is 69.1RM billion. As discovered in Maslow’s Hierarchy, food is one of the priority needs as it falls in the physiological needs. Although Malaysia has many more (25) traditional cuisines than Wales (5) this still gives visitors the inspiration to try new food. This helps all food organisations as humans do in-fact need to eat to survive which gives the motivation of visitors to experience new and local cuisines in the country. 
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7. ORIGIN OF VISITORS

Q5 "Looking at the origin of your visitors, how is the
level of business to date this year from each of
the following markets compared to the same period
lastyear?"

=up * same =Down

Wales
UK outside of Wales
Republic of Ireland

Germany

Other European
countries

North America

Rest of the worid

Encouraging lift in UK visitors
7.1 As previously mentioned in this report, some operators have noticed more British people
enjoying their holidays and short breaks in Wales. This is reflected in the above chart, which
shows that two in five (39%) operators have seen more non-Welsh UK visitors this year.
This includes nearly half of all attraction and activity operators (48%), food venues (48%) and
hostels (43%), but only a third (34%) of self catering operators.

“We noticed that the British market increased in 2017"
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Government, 2017)
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4. YEAR-TO-DATE PERFORMANCE

PERFORMANCE BY SECTOR

Q2"Compared with the same period last year, how
‘many visitors have you had to date this year?"
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Hostels
Attractions / activity operators
Serviced accommodation
Caravan & campsites.
Self catering

Overall

Strong performing tourism sector
4.4 Wales' tourism industry can look back on 2017 with an

a further 39% holding on to similar levels.

Cooking up a storm in 2017

people so far in 2017 than they did last year.
“14% up on this time last year”
“My last five months have gone above expectations”

Visitor numbers hotting up for hostels

'43% reporting an increase from this market.
“Our main customers come from London / South of England”

O Type here to search

Overall, 42% of businesses have seen an increase in visitor numbers compared to 2016, with

4.2 Food venues are doing particularly well this year, with more than half (54%) feeding more

4.3 Around half (52%) of responding hostels say that they have been signing in more visitors this
year compared to 2016. Contributing to this is the increase in non-Welsh UK visitors, with
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they are able to spend more than other cultural

tourists, are able to stay longer and

accommodate in hotels and their main

motivation is that they want to rest, relax and

personal indulgence.

To understand the amount of money that these

stereotypical food-travellers need to spend

within Malaysia, Budget Your Trip (2018) is.

abl

o estimate that meals for one day in

Malaysia is 86RM which is equivalent to £12 a

day or a more in-depth approach is roughly

how much a dish cost and what to exnect while
&
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Ireland and is equal to North America. The

Master Plan 2015-2025', which reviews their 9

key tourism segments — culture, shopping,

nature & adventure, sports, heritage & places

of interest, businesses & MICE, entertainment,

luxury travel, education and medical &

wellness. In this ‘master plan’, Tourism Unit

identifies that culture, heritage & places of

interest will be the main focus where the

Tourism Unit looks to attract tourism to the

different cuisines and wish to become a world-

class cultural and heritage city by 2025 where

the aim is to establish food tourism products
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Just as Wales, Malaysia has a Tourism

Strategy Plan called ‘Kuala Lumpur Tourism

Figure _ validates the key initiatives of the
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Unlike like Wales, the Tourism Unit has
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immersive culinary experiences as shown in
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Welsh Crempog

The recipe for Welsh
crempog should be
cooked ideally on a
hot griddle. It is
thicker than a crepe.

Welsh rarebit

Welsh rarebit can be
seen as a bit like ‘posh
cheese on toast’.

Glamorgan sausage

A traditional Welsh
vegetarian sausage
made with Caerphilly
cheese, leek and
coated in
breadcrumbs.

Welsh Cakes

Welsh cakes are little
cakes flavoured with
spice and dried fruit
and best served warm
and sprinkled with
Sugar.

Traditional Welsh
Cawl

Cawl is, simply put, a
traditional Welsh stew.

Bara Brith

Bara Brith translates to
‘speckled bread’ and is
a traditional Welsh
fruit loaf with tea.
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This .2 classic
Mataysian breakast
for Indian derivation
although this dish can
‘be eaten anytime of
the day

Chicken Curry

Travellers vill find
curries of al sorts in.
Malaysia, s thisis

rather a distinct dish.

=

“Thin, neflike crepes
with turmeric and
coconut milk, the
batter quickly drizzled
in concentric circles to
form the elegant,
deicate shape.

AsamTaksa

“There are endless
variations of laksa as
Mataysian's love
‘acodle soup but there.
are two umbrella
categories: asam laksa
and curry laksa.

Satay

‘Many people believe
that Satay created in
Thailand; however,
Mataysians will
‘proudly declare that
they have the best
Satay.
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e Hoteliers & restauranteurs

e Caterers

e  Chefs

e Hypermarkets & supermarkets

e Reailers & wholesalers

e Exporters & importers

e Distributors & agents

e F&B service providers & consultants
e Government agencies

e Trade promotional boards

e Associations & chambers of commerce
e Food authors & critics

e Food clubs & gourmet associations

e Hospitality, cooking and catering
institutions

e General food lovers

e Media
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