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[bookmark: _Toc89889505]Executive Summary
The host's attitudes towards the tourists are essential to the sustainable development of the tourism industry.  The theoretical support from Doxey's (1975) Irridex model explains the effect of the perspectives on tourists and the tourism industry and also complements the views of Butler's (1980) life cycle model. The reason of choosing Malysia because of the public resources in Malaysia turn foreign tourism into an income-earning endeavor for the country, focusing on the treatment that tourists get when they visit Malaysia. Through Butler's Tourism Area Life Cycle (TALC) model, one can examine  the physical development of the destination and the evolution of the market.  In light of this, the resources and evolvement of tourism are viewed through six phases of development, consolidation, exploration, stagnation, rejuvenation, and involvement. Applying the two models will thus help understand the process of change of Malaysia from a least known destination and turn tourism in Malaysia into a productive enterprise for the country as it will be sustainable.  
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Induction
This report is discussing the sustainibilty in Maysia as a tourist distinations, along with pillar of sustaiibility social, economy and environment, and discrip the sustainable Tourism in Malysiaand overall views of Brundland (1987), also discussing Bulter (1980) Model.  
Then explaining Health and Wellness Tourism Economy in Malysia and the affection of Covid-19.

[bookmark: _Toc89889507]Sustainable Tourism
		The tourism industry has been growing rapidly in terms of economic growth and employment,. In the same breath, it is detrimental to the local cultures, communities, and the environment.  Tourism is responsible for over 9% of the world's GDP. It also accounts for 8 % of the world's employment (Rifai, 2010).On the other hand, it is responsible for over 6% of the world's greenhouse gas (GHG) emissions.  The environmental issue comes in reducing energy, water consumption, management of cultural heritage, GHG emissions, waste management, and loss of biological diversity.  The tourism industry has the potential to allow sustainable development. Sustainable tourism refers to activities that can be maintained for long periods in their economic, environmental, cultural, and social contexts, considering their effect on the areas (Harris et al., 2012).  
[bookmark: _Toc89889508]Brundland (1987):		
Sustainable tourism is made up of three pillars of environmental integrity, social justice, and economic development.Brundtland 1987.(Borowy, 2013).   It enhances the prosperity of the local arena through maximizing the tourism contribution to the economic prosperity of the area in consideration. In this case, the tourist destination in Malaysia, which is an emerging economy.  The amount of visitor spending retained locally is also under consideration as it contributes to economic prosperity. It should be able to do so without negatively affecting the culture of the destination and the environment. It also ensures the competitiveness of destinations, their viability, and if they can contribute to the country's prosperity. 
[bookmark: _Toc89889509]Malaysia
In Malaysia, tourism is relatively young; thus, it is not known as much as a destination. After the 1980's tourism development, Malaysia realized that tourism could be a source of economic and social development. It can also influence unity and national integration. Malaysia had been viewed as an element of a wider circuit of neighboring Indonesia, Thailand, and Singapore but not as a destination worth investing in (Timothy, 2021).  The country's resources are unique, like scenery, beaches, forests, and wildlife. Others are beaches, heritage, food, shopping, business, resorts, jungles, and cities. Its location makes it easy to develop tourism since it is strategically located in the center of southeast Asia. Malaysia's strategic advantages are being price-effective for middle-class tourists, being a multicultural country, enabling sentimental visits, and having an equatorial climate that allows all-year travel and attractions(Basri et al., 2015). For this reason, the tourism market is heterogeneous and diverse. 
	
[bookmark: _Toc89889510]Butler (1980) Model:	
According to Butler's (1980) model, it aids in understanding the physical development of the destination and the evolution of the market.  It proposes that destinations evolve in six phases of development, consolidation, exploration, stagnation, rejuvenation, and involvement (Wang et al., 2016).  The exploration phase signifies the early stages of tourism, where the market share and the destination product are unknown. In this case, Malaysia can adopt correct strategies to indicate the future issues ahead.  This will be through selling their products to other markets by building awareness to the tourists.  Through this, the country can attain a strong market position against its competitors.  In the second stage of development, the idea is to maintain the existing demand, create new products and reach new customers from competitors. Malaysia should develop a  sustainable cost advantage by applying lower costs than the competitors. Malaysia is capable of this as it is price effective for middle-class tourists.  Since the country is relatively cheap it allows many tourists to visit.  Through this, Malaysia will price its product competitively and get a high-profit margin due to attracting consumers at low prices.  The result is that tourists perceived value is a competitive advantage.  

		Through the differentiation strategy, the value for which tourists are willing to pay is increased. For this reason,  the destination should ensure that the cost of adding value is invested 
in parts of the country that tourists deem essential and unique. Malaysia has experienced a growth of US$11 400 GDP per capita as of 2019.  The effects of the COVID 19 pandemic have reduced the growth by 5% (Rahmana & Senusia, 2019).  Thus, if the country can build up from the adverse effects that the pandemic has caused the country, it can go back to its status before the pandemic. The focus strategy focuses on the market segment that the destination wants to reach. In this case, the country intends to appeal to middle to high-class tourists as they can afford tourism. 
	The role of the government:	
The third stage is the consolidation and stagnation or mature stage, where formulation of policies is necessary. The policy strives to retain the status quo. The role of the government has been in the formation of rules and regulations to regulate tourism. Through the Tour Promotion Brand Act, the government promotes tourism and attracts investors and tourists (Shafaei and Mohamed, 2017).  For this reason,  the government earns a lot of revenue from the industry, which is reinvested in promoting tourism and development.  The cat that the government incorporated was meant to prevent the decline of tourism and prolong it. This idea is promoted through 3 strategies. One is selling the new product to existing markets, maintaining the market share, and selling the existing product to clients. The fourth stage is the Post-Stagnation, also referred to as the Decline and Rejuvenation. One way of doing this is by reviving the resources it has to make it more attractive to tourists. According to Goh, H.C., ( 2021), Malaysia, in this case, has been reviving Sabah, a state in Borneo island that tourists love visiting for its esthetic nature and culture.   
[bookmark: _Toc89889511]Affection of Covid-19:
The Covid 19 pandemic has caused a closure of the national orders through restricted travels. The government has thus responded to the same through some strategies that will ensure the sustainability of tourism in Sabah if it contributes to Sustainable Development Goals.  The idea of rejuvenation is to restore the area for tourists to find it more attractive. Under the post stagnation stage,  the destination is substitutable and can be affected by economic changes and price changes. For this reason, the travelers will base their decision to visit Malaysia or the area merely based on price if they are not aware of the value of the place. Malaysia, for instance, survived the financial crisis of 2008 because it had reformed its economic systems. For this reason, tourism would thrive in such a market.   
		The strategic options of this stage are harvesting the product or withdrawing from the market if it performs poorly to prevent or stop further losses. The problem is that the choice is difficult to follow as
 the country may have made a high investment in it. This is the case for Malaysia's Sabah. For this reason, the government opted to change the existing facilities. the strategies in this line are delaying decline in destination through the addition of certain features. 
For instance, adding a feature like hiking and mountain climbing adds value to the area.  In other cases' developing concepts such as travel wellness and health tourism have led to an introduction of innovative services and products, which have changed the traditional landscape in hospitality and tourism. Health and well-being are described as consistent efforts to accomplish and maintain mental stability and physical fitness through the modification of lifestyle and dietary behaviors. In the hospitality industry context, health and well-being is the provision and accessibility of high-quality physical and nutritional packages that conform to the expectations of the target market segment and social expectations (Greene, 2017).
		The scope of physical and mental fitness movement has gained prominence due to consumer desires to maintain healthy lifestyles to improve the quality of life free from lifestyle-related diseases (Li, N. 2013). I it is estimated that the health and well-being market segment increased by 10.6% between the years 2013 and 2015, with an estimate of $3.72 trillion (Greene, 2017). The wellness growth exceeds the previous value estimation in 2013 by the same organization, Global Wellness Institute, which anticipated that the health and well-being segment would advance to become a $678-billion market. The upward trend was not affected because the global economy reduced by 3.6 percent (Hoisington, 2013). The resulting difference between the two economies illustrates that the wellness niche is one of the fastest developing market segments in hospitality.
[bookmark: _Hlk89888883][bookmark: _Toc89889512]Health and Wellness Tourism Economy:
		Health studies indicate that frequent travelers are more likely to develop cardiovascular health-related such as high blood pressure and obesity (Li, 2013). These findings have promoted the expansion of a health-conscious society that connects various life aspects to healthy living. For instance, sufficient sleep is associated with beauty, mental wellness, and productivity, while food is akin to better living standards, cognitive capabilities, and stress management (Holloway, 2017). Fitness is believed to enhance mental agility, experience, physical health, and disease avoidance. A survey targeting business travelers conducted by the Global Business Travel Association in 2013 established that 65% of individuals interviewed believed that maintaining healthy nutritional habits was significant when traveling. Similarly, another 46% of the sampled population emphasized the value of having and retaining exercise schedules during businesses trips (Hoisington, 2013).
[bookmark: _Hlk89887747]Statistics obtained from the Global Wellness Tourism Economy report suggest that health-conscious travelers will spend 130% more than typical global vacationers. Domestic travelers are also likely to spend about 150% more than average local travelers (Hoisington, 2013). Moreover, Cornell Center for Hospitality Research data reveals that millennials will form more than 50% of the total number of travelers in the United States of America population by the end of the year 2025 (Smart Meetings, 2017). Frequent vacations characterize these population segment exploratory tendencies attributed to their personalities and priorities. The millennial population also forms the most significant percentage of early adopters of advanced technology products. Besides, many millennial travelers are likely to post pictures of their trips; food served in luxurious restaurants, and fitness programs or workout suites in hotels (McGroarty, 2016). Millennial behaviors are likely to influence their peers to adopt the culture of health and well-being in their holiday or business voyages.
 
		In light of the given findings,  the perfect solution to ensure sustainability is through ensuring that tourists have an unforgettable experience through wellness. A perfect example of how wellness architecture has revolutionized hotels and restaurants in modern times is Dubai hospitality amenities. Dubai is famous for business travels and elegant hotel suites. It has become a global hospitality fountain for a city established and built literally from the sand in the middle of a desert. Most hotels have indoor facilities that promote healthy living (Morch, 2016). Perhaps, the peak of wellness architecture and how it has revolutionized the hospitality industry is explicitly demonstrated by the Dubai Healthcare City, whose blueprint was initiated in 2002 (Megson, 2016). The city, which has since been declared as a World-Care Wellness Village, is designed to accommodate vacation villas, leisure and health amenities, customized spas, dietary services, and modern sports centers The nature of services and products offered in restaurants has also been affected in a significant way. This is attributed to the concerns and criticism associated with synthetic nutritional products, genetically modified organisms, and convenient or fast foods. These concerns are supported by scientific research associating related products to certain diseases and chronic health conditions (Li, 2013). Consequently, this has encouraged the consumption of organic food products that has led to radical dietary plans in restaurants. 
	
[bookmark: _Toc89889513]Conclusion:	
 Moreover, the intensification of health and well-being interests has impacted the business model in the management of hotels and industries (Morch, 2016). Lucrative financial benefits attached to wellness in hospitality continue to attract great small and medium enterprises plus corporate or large scale investors targeting health-conscious travelers as well as average tourists. The resulting competition has forced vital players to use various marketing techniques (Megson, 2016). Whereas some business opts for product specialty in creating a solid wellness brand, others prefer product diversification to escalate market shares and sustain financial performance (Hoisington, 2013). Even though the relationship between specialization or diversification and wellness products and requires primary economic principles to obtain a conclusive pattern, apparent that some restaurants and hotels offer wide-ranging health and well-being packages to boost sales. It is also obvious that others enterprises concentrate on specific suites to create a robust wellness reputation (Puczko, 2017). Thus, it is rational to conclude that wellness patterns have influenced business models in the field of hospitality and, in relation, tourism. 
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