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Abstract

Despite substantial extant literature on tourists’ visiting behavior, little is known
about the intention to visit, revisit, and stay longer in an emerging destination.
Sarawak is an emerging destination that has demonstrated the capability to attract
tourists from China. The present study lays the groundwork for the exploration of
Chinese tourists’ main motives to visit, revisit, and stay longer in Sarawak based on
push and pull factors. A qualitative research design was adopted, following which
355 interviews were conducted over two stages of data collection. All transcriptions
were then analyzed using thematic analysis. The findings revealed three categories
related to the intention to visit Sarawak, namely “China residents who have not been
to Sarawak”, “China residents who have been to Sarawak”, and “China residents who
consider having a longer stay in Sarawak”. In addition, the pull and push factors
influencing their visiting intention were assessed. This case study offers an
explanatory model that informs local stakeholders on the significant motivation
factors that attract Chinese tourists to Sarawak. From a managerial standpoint, local
agencies, tourism promoters, and marketers could expend more resources to advertise
Sarawak’s attractions, such as ethnic food, festivals, multi-cultural heritage,
adventures, and nature.
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Background

The rise of Asian tourism has received growing attention from scholars in recent years,
especially in the context of emerging destinations. The “emerging” concept is referred
to as an activity exploring tourists’ behavior and engagement in international tourism
activities, or in other words, the investigation of tourist activities in a global context
(King, 2017). Previous research has addressed geopolitical areas in which tourism
activity contributes to economic development, with each destination demonstrating
distinct characteristics and stages (Esu and Ebitu, 2010). Notably, the most substantial
growth of tourism in the next decade is expected to be in Asia, as per a survey by the
UNWTO. In fact, the number of international tourists visiting ASEAN countries is
equivalent to the world's popular destinations, such that the Asian tourism industry is
considered one of the most significant areas to intensify the attractiveness and
uniqueness of countries in the region (The World Bank, 2014). In 2018, 128.7 million
international tourists visited countries in Southeast Asia, contributing 121 billion Euros
to the region’s Gross Domestic Product (GDP) and creating employment opportunities
for 38.1 million people (UNWTO, 2019). Notably, Malaysia received more than half
of all international tourist visits to the region (Trupp and Dolezal, 2020; WTTC, 2019).
Indeed, Malaysia is a popular destination for travel and leisure in the ASEAN region
(Seow et al., 2017).

In addition, the growing tourist segment from China is expected to lead the way in the
Asian tourism market due to the rise of the Chinese middle-class, who have strong
spending power and consumption trends (Dai et al., 2017; Mandal and Vong, 2016).
Previous studies have estimated that China will be one of the drivers of tourism in
ASEAN, with the number of Chinese tourists projected to reach 200 million in the year
2030, constituting a massive portion of the tourist population for ASEAN countries
(Nugroho, 2017). This follows the Chinese government’s selection of a few ASEAN
countries in 1990 as approved tourist destinations for Chinese tourists, Malaysia being
one of them (Rosyidi, 2018). Nevertheless, studies on Chinese tourists’ intention to
visit, revisit, and stay longer in an emerging destination are relatively scarce. Instead,
most extant literature emphasizes Chinese tourists’ behavioral responses to motivation
factors, socio-economic factors, and political influence in different national contexts
(Lai et al., 2018; Piuchan et al., 2018; Rosyidi, 2018).

People visit, revisit and intend to stay longer in a place for several different purposes.
This study explores the tourist’s intention to visit an emerging destination by assessing
the intention to visit, revisit, and stay longer; the findings are discussed together with
the push and pull factors as a proposed framework in the study. Previous tourism
research has mainly addressed the factors influencing the intention to visit or revisit a
country (Celik and Dedeoglu, 2019; Chen et al., 2017, Khuong and Nguyen, 2017),
with intention considered to be a predictor of tourists’ first-time and recurrent behaviors
(Ajzen, 1991). Accordingly, destination image, satisfaction, destination quality, travel
motivation, and customer satisfaction have been associated with travel behavior to a
destination (Chang et al., 2017; Khan et al., 2017, Prayag et al., 2018; Wong et al.,
2013). Additionally, scholars have studied the antecedents to tourists’ revisit intention
to the same country to understand the motivation behind such behavior (Li and Ying,
2018; Meleddu et al., 2015).
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The literature concurs that push factors define tourism demand and are related to
intangible features, such as the inherent desires and socio-psychological motives of
travelers (Baniya and Paudel, 2016). These intangible characteristics include tourists’
desire for novelty, rest, knowledge, and relaxation, which ultimately affect their
behavior (Dolinting et al., 2015). Pull factors, on the other hand, attract tourists to a
place and are related to a specific destination’s tangible characteristics (Fam et al.,
2017). The beauty of a location, scenic attractions, events, and natural landscapes are
among the pull factors that influence travelers' decision-making process (Kim et al.,
2012). Substantial tourism studies have focused on push and pull factors to determine
tourists’ motivations to visit and revisit a place and thereby develop suitable tourism
marketing strategies (Baniya and Paudel, 2016; Dolinting et al., 2015; Fam et al., 2017,
Yousefi and Marzuki, 2015). However, limited research has discussed tourists’ visiting
intention by combining the three types of behavioral intentions (visit, revisit, and stay
longer), especially in the context of emerging destinations, although people visit,
revisit, and intend to stay longer in a place for different purposes.

In the present years, Asia has served as an emerging destination in attracting
international tourists. In 2018, 128.7 million international tourists have visited the
countries in Southeast Asia and contributed Euro 121 billion to the region’s Gross
Domestic Product (UNWTO, 2019). Such activities also open up significant
employment opportunities employing 38.1 million people, and Malaysia, as one of the
emerging destinations, has also received more than half of all international tourist visits
in the region (Trupp, and Dolezal, 2020; WTTC, 2019). In addition, the prior research
literature has addressed that China will be one of the drivers of world tourism in
ASEAN, with estimated Chinese tourists of 200 million travelers in the year 2030
(Nugroho, 2017). Nevertheless, the studies about the Chinese visiting intention to visit,
revisit and stay longer in Sarawak as an emerging destination is relatively unknown.
Most of the extant literature focuses on studying Chinese tourist’s behavior towards the
motivation factors, socio-economic factors, and political influence in different country
contexts (Lai, et al., 2018; Piuchan, Chan and Kaale, 2018; Rosyidi, 2018).

In ASEAN, Malaysia is a popular destination for traveling and vacation (Seow,
Choong, Moorthy and Chan, 2017). Previous literature demonstrated that tourism
activity has transformed into a global relaxation action, especially for Malaysia,
Thailand, Lebanon, Egypt, Spain, and Greece (Khan, et al., 2013). The tourism industry
had contributed RM19.4 billion worth of investment, and it offered 1.77 million jobs in
the tourism industry (Theobald, 1995). The tourist’s expenditure on goods and services
contributed approximately seven percent of total world export receipts and 4.6 percent
of the world's national income (World Tourism Organization, 2017). As one of the
emerging tourism destinations in Malaysia, Sarawak is a union of colonial and mixed
societies from both Asian and European backgrounds. Bordering Brunei and Indonesia,
the state is located on the island of Borneo and is the largest Malaysian state by size.
Notably, Sarawak’s rich historical and cultural background is unique and distinctive
(Ting et al., 2019). Despite extensive literature on tourism in Sarawak, gaps still exist
from a different perspective. Specifically, though scholars have addressed the factors
influencing tourists’ visit intention and consumption behavior, little is known about
tourists’ intention to visit, revisit, and stay longer in Sarawak (Chin et al., 2018; Fam et
al., 2020; Sinvadasan, 2017: Ting et al., 2019). Therefore, this study explored Chinese
tourists’ intention to visit, revisit, and extend their stay at the emerging destination of
Sarawak with regard to push and pull factors.
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The current study aimed to fill the aforementioned literature gaps by exploring Chinese
tourists’ visit intention to Sarawak as an emerging destination, based on the influence
of push and pull factors. Accordingly, three research questions were formulated to
guide this exploratory study, as follows:

1. What are the push and pull factors affecting Chinese tourists’ intention to visit
Sarawak as an emerging destination?

2. What are the push and pull factors affecting Chinese tourists’ intention to revisit
Sarawak as an emerging destination?

3. What are the push and pull factors affecting Chinese tourists’ intention to stay
longer in Sarawak as an emerging destination?

The current study offers a new perspective for practitioners and policymakers
pertaining to the importance of emerging tourism destinations for growing tourist
segments, since little attention has been paid to Chinese tourists’ visit intention to
Sarawak. In addition, this study provides insights into the push and pull factors that
attract Chinese tourists to travel, thus enabling effective and suitable strategic planning
from the managerial perspective. It also proposes recommendations for the sustainable
development of Sarawak’s tourism sector, given that creating a sustainable tourism
environment requires fulfilling customers’ satisfaction and positive experiences. To
enrich the existing literature, the present study’s findings provide an explanatory model
that addresses the critical pull and push factors affecting tourists’ behavior in an
emerging destination.

Methodology

Research Design

As the current study intended to explore Chinese tourists’ visit intention to an emerging
destination, a qualitative research design was adopted. The constructivism paradigm
was assumed, since the experiences shared by Chinese tourists are viewed as a social
reality constructed through human interaction and experience (Chandra and Shang,
2017; Tsang, 2014). Previous literature has further confirmed that a qualitative study is
appropriate to assess the interactions and experiences among a group of people or to
obtain insights into particular social processes within a specific natural setting
(Creswell and Poth, 2016; Ting et al., 2018). Therefore, the current study focused on
the detailed interactions and realities behind Chinese tourists’ visiting intention, as
directed by push and pull factors.

Data Collection

There were two stages of the data collection in the current study. In the first stage, semi-
structured interviews via an online survey were conducted with 300 participants from
China. Social media platforms, such as WeChat, were utilized to collect responses. In
the second stage of data collection, 55 participants were interviewed face-to-face using
open-ended and flexible probing questions to generate additional insights. Data from
the second stage interviews was intended to triangulate the data obtained in the first
stage for the purpose of enhancing the validity of the research. Scholars have stated that
if findings across all a study’s methods produce similar conclusions, validity is
established (Guion et al., 2011; Natow, 2020).
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The target respondents comprised middle-class Chinese tourists, either employed or
retired, with an average annual income of CNY 50,000 to CNY500,000, because this
segment has the ability and proclivity to travel. The purposive sampling technique was
adopted to select respondents who met these predetermined criteria (Polit and Beck,
2012), as it would not have been possible to randomly choose each participant from a
large population like that of China (Maxfield and Babbie, 2011). In terms of sampling
size, there are no specific guidelines on the number of cases or participants in qualitative
studies; however, reaching the point of data saturation is suggested (Corbin and Straus,
2014; Perry, 1998). Following this recommendation, a sample size of 355 adults was
ultimately achieved over the two stages of data collection. All interviews were
conducted in Mandarin and were audio-recorded and transcribed simultaneously
(Kurasaki, 2000).

Data Analysis

The current study utilized semi-structured, open-ended questions to obtain insights
from the participants. The textual data derived from the online survey and interview
transcripts were transcribed verbatim and translated into a single language (English) by
the researcher and coders. Quirkos, a powerful analytical software, was used to perform
data sorting, coding, and organizing (Harvey and Powell, 2020). This software enabled
the researchers to manage and understand the textual data by identifying connections
between codes, themes, and categories (Basit, 2003). Thematic analysis and coding
procedures using the grounded theory approach were then used to analyze the data.
Thematic analysis is a method for identifying, analyzing, and reporting patterns (Braun
and Clarke, 2006) that is deemed appropriate for textual data derived from interviews,
where topics focus on an individual’s thoughts and experiences (Joffe, 2012). The
coding procedure began with a careful evaluation of the textual data, following which
underlying concepts and clusters of concepts were carefully examined (Polit and Beck,
2012). Open coding was the first stage of coding analysis, where the researcher and
coders read and examined the transcripts via the comparison of line to line reading
(Corbin and Strauss, 2014). Accordingly, categories and subcategories were developed
based on the codes that emerged in the open coding process. The final stage of coding
involved the selective coding process, where themes and properties related to the
discussion topic were finalized by the researcher and coders. The transcripts were then
condensed into themes supported by inter-coder agreement and team coding (Saldana,
2021). Any discrepancies were resolved through multiple discussions and final
consensus among the researcher and coders.

Validation Check

The current study conducted two stages of data collection, which allowed for the
validation of the data through triangulation. Triangulation facilitates innovative ways
to understand human interactions and experiences in a qualitative study by revealing
data that integrates theories (Natow, 2020). In addition, inter-coder agreement was
performed in exploring the insights shared by Chinese tourists. Inter-coder agreement
is a crucial stage of qualitative data analysis. Prior studies have recommended that
multiple researchers should perform coding to enhance inter-coder reliability in the
analysis of interview data (Kurasaki, 2000). Accordingly, in this study, the researcher
and coders reviewed and explored related codes and categories until an agreement was
reached. Team coding with cross-checking at every session was also done to reach a
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confirmation and consensus on the selected codes and themes. No basic requirement of
percentage was set to reach an agreement among team members (Saldana, 2021).

Findings
Participants’ Demographics
Demographically, the sample had slightly more women than men. Most of the
participants were below 25 years old and were students or working adults. Interestingly,

a large majority of respondents had neither visited nor heard of Sarawak. Table 1.0
presents the participants’ demographic profile.

Table 1: Respondents’ Demographic Profile

Variables Frequency Percentage
Gender Male 172 48.45%
Female 183 51.55%
<20 58 16.34%
21-25 130 36.62%
26 - 30 56 15.77%
31-35 43 12.11%
Age Group 36 - 40 21 5.92%
41-45 24 6.76%
46 - so 13 3.66%
51 and above 10 2.82%
Northeast 14 3.94%
North 91 25.63%
East 156 43.94%
China Region Central South 18 5.07%
South 32 9.01%
Southwest 33 9.30%
Northwest 11 3.10%
Occupation Working Adults 175 49.30%
Students 169 47.61%
Others 11 3.10%
(Housewife)
Visited Malaysia Yes 89 25.07%
No 266 74.93%
Heard of Yes 94 26.48%
Sarawak No 261 73.52%
Visited Sarawak Yes 48 13.52%
No 307 86.48%
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Themes of Chinese Tourists’ Visit Intention to Sarawak

Chinese tourists’ intention to visit Sarawak, based on push and pull factors, was
explored using thematic analysis. Three main themes emerged from the analysis and
were categorized into three separate categories: 1) China residents who have not been
to Sarawak; 2) China residents who have been to Sarawak; and 3) China residents who
consider having a longer stay in Sarawak.

Theme (1) China residents who have not been to Sarawak

The findings suggest that most Chinese residents who have not been to Sarawak have
never heard about Sarawak and do not even know its location as an emerging
destination. The experiences shared by Chinese tourists indicated only a handful of
information and uncertain awareness about the destination. Promotional activities
regarding the destination are limited at best, since social media information on Sarawak
appears to be lacking. In addition, knowledge about the state’s cultural background and
societal activities is unclear. This situation is evidenced in the following excerpts:

1 do not know where Sarawak is and have never heard of such a place.

I am not aware of this city as there is a lack of promotion and marketing.

I am unsure on the local people’s perception towards Chinese tourists, language
barriers, and foods.

Neither my friends nor I have heard about this place.

I have been to Sabah; I never knew that Sarawak is just next to Sabah.

I have never heard about this city, so I choose not to travel there because I am
concerned about my safety.

The scenery is beautiful with sandy beaches like Sabah. But I do not know how to travel
there due to logistics issues.

Prior studies have indicated that most Chinese travelers depend on information from
local authorities and other social media platforms. In fact, social media channels like
WeChat, Sogou, QQ, and Baidu are widely used in China and are useful in promoting
tourism activities (Yu, 2013; Zhou and Wang, 2014). Ultimately, Chinese tourists
choose not to visit Sarawak since their awareness of the mentioned destination is low
and they are unsure of the destination’s image in terms of security. Hence, destination
image and access to destination information are considered pull factors that influence
Chinese tourists’ intention to visit Sarawak.

Theme (2) China residents who have been to Sarawak

The second theme that emerged is Chinese tourists who have visited Sarawak. The
tourists’ interviews divulged several preferences and concerns upon visiting the
destination. Their main concern pertains to the lack of promotional information and
marketing materials by local authorities, which has left them with a low awareness
level. Also, transportation and communication network problems are travel motivation
factors that hinder their decision to revisit Sarawak. In a more positive light, Chinese
tourists give credit to Sarawak as an emerging destination for its attractiveness and
limited language barriers.
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The following quotes support this theme:

There is not much information and marketing material about this city.

There is no direct flight, and it is very troublesome.

The local tour agent did not promote this city, only Sabah and Genting Highlands.
There are not many interesting places available due to transportation and logistics
issues.

In China, I seldom bring anything with me when I go out, except my mobile phone. All
my payments can be made through a digital wallet on my mobile phone. Just scan, and
it’s done.

The city is beautiful, and the people over there are friendly.

1t is a hometown of my friend; I have been there once. It is a beautiful city, and there
are no language barriers.

Theme (3) China residents who consider having a longer stay in Sarawak

The third theme that emerged is the intention of Chinese tourists to stay for a longer
period in Sarawak when they visit the destination. The findings show a lack of
motivational or attractive factors that entice tourists to stay longer. Therefore, their
intention to have an extended stay when visiting Sarawak was found to be relatively
low. Pull and push factors such as destination image, destination information, security
and safety issues, communication, infrastructure, and transportation were also cited as
factors that deter their intention to stay longer. Tourists further mentioned that their
peers greatly influence their intention to visit Sarawak. These excerpts by the
participants illustrate these findings:

1 think the city is lacking proper development and infrastructure. Hence, there are not
enough interesting places and tourist spots to visit.

I could not find a travel package by a local travel agent to promote this city and its
interesting places that really excites me to stay longer.

I wish to be there again or apply to be its citizen. China is too crowded and too
competitive.

My friend shared with me some photos of her last visit. I am planning to visit this city
next year and spend some time there because I think this city is truly beautiful.

A few of my friends live in Kuching. It makes me want to visit them someday as they
keep telling me about its stable economy, beautiful scenery, nice food, zero air
pollution, no massive traffic, and good living standards.

Discussion

Based on the findings, the current study proposes an explanatory framework (Strauss
and Corbin, 1997) encompassing the visit, revisit, and extended stay intentions of
Chinese tourists to Sarawak (See Figure 1). Such a framework is by no means
conclusive. Nevertheless, it provides a holistic view of visit intention in three distinctive
forms which, in turn, invites further investigation of behavioural intention to visit any
emerging tourism destination.

The framework incorporates the three themes of intentions to visit, revisit, and stay
longer in Sarawak (indicated in blue). Consumers’ decision-making process, which
includes their awareness, interest, feedback, and search (indicated in white) has been
revealed to influence their intentions. The influence of push and pull factors (indicated
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in yellow), such as communication, information, and tour packages, have been
addressed in the model as well. Lastly, the green boxes show moderating or facilitating
conditions (e.g., online reviews, social influence, infrastructure, direct flights, etc.) that
can weaken or strengthen Chinese tourists’ decision-making and intention to visit or
not visit the destination.

The current findings align with prior studies that have highlighted intention as an
essential factor in predicting consumers’ behaviors, including first-time and recurrent
behaviors (Ajzen, 1991). The emergent themes suggest that Chinese tourists have three
distinct behavioral intentions towards Sarawak, namely the intentions to visit, revisit,
and stay longer. These intentions, in turn, are affected by push and pull factors that have
been documented in the literature (e.g., Baniya and Paudel, 2016; Dolinting et al., 2015;
Fam et al., 2017; Yousefi and Marzuki, 2015). Specifically, research has found that
destination image, satisfaction, destination quality, travel motivation, security, and
customer satisfaction affect tourists’ behavior and intention to visit a destination (Khan
et al., 2017, Chang et al., 2017; Prayag et al., 2018; Wong et al., 2013). In the present
study, the themes depict that Chinese tourists have the intention to revisit or stay longer
in Sarawak due to its attractiveness, scenic locations, events, and natural landscapes
that act as the key motivational factors driving their decision-making process (Kim et
al., 2012). However, the themes also explicitly show the factors that impede them from
visiting, revisiting and staying longer. Both perspectives are equally important to
Sarawak’s development as an attractive tourism destination.

Moreover, the findings parallel the notion of “pull factors’ that attract tourists towards
an actual destination choice (Bindu and Kanagaraj, 2013). As revealed in the case of
Sarawak, accessibility to information on an emerging destination is crucial in
influencing tourists’ intention to visit it. In this regard, the effective use of internet
networks, information technology, and social media would deliver information on
tourist destinations and trigger individuals' decision-making process (Hudson and Thal,
2013; Yu, 2013). Apart from this, the current findings offer an alternative perspective
on the roles of social groups and local policymakers in influencing Chinese travelers’
visiting intentions. For instance, friends’ sharing of Sarawak’s beauty and attractions
encourage tourists to visit, revisit, and stay longer in Sarawak. This concept is currently
lacking in the literature, since most tourism studies focus only on pull and push factors
(Chang et al., 2017; Prayag et al., 2018).
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Figure 1: Proposed Explanatory Framework
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Recommendations and Conclusion

The present study extends the knowledge and scholarly interest on Chinese tourists’
visit intentions to emerging destinations by elucidating that travelers visit, revisit and
intend to stay longer in Sarawak due to various push and pull factors (Celik and
Dedeoglu, 2019; Chen et al., 2017, Khuong and Nguyen, 2017). In particular, the
findings that low perceptions and awareness of destination image, security and safety,
infrastructure, travel motivation, and information access are discouraging tourists’
travel intentions to Sarawak confirm extant research evidence on the importance of
tangible (pull) and intangible (push) factors to predict consumers’ first-time and
recurrent behaviors (Ajzen, 1991; Baniya and Paudel, 2016; Fam et al., 2017). This
study also highlights the need to concurrently explore the decision-making process
behind three distinct behavioral intentions (visit, revisit, and stay longer), since
previous studies have mostly examined only one specific visit intention (Baniya and
Paudel, 2016; Dolinting et al., 2015; Fam et al., 2017; Yousefi and Marzuki, 2015). The
proposed explanatory framework comprehensively depicts the internal decision-
making process of travelers, as well as the external factors and facilitating conditions
affecting their visit intentions. This valuable framework can and should be empirically
tested in the future across different contexts and settings.

From the managerial perspective, the present study suggests the implementation of
competitive strategies by policy makers, local authorities, and tourism service providers
in Sarawak. Based on the findings, the authorities and government bodies must urgently
improve marketing and promotional strategies to increase the brand awareness of
Sarawak as an emerging destination in Asia. Collaborations can also be made with
external parties to improve the accessibility of information through different
communication channels. For instance, digital platforms such as Baidu, WeChat, and
Weibo should be considered in promoting this emerging destination to Chinese tourists,
since these social media channels have the greatest reach towards the target audience.
Such “pull factors” enable Chinese tourists to visit and revisit Sarawak as an emerging
destination, since interaction would be increased and communication would no longer
be a barrier. Other than that, factors like cultural background, historical resources,
security, and infrastructure development need to be reviewed and improved by the local
authorities to enhance tourists’ visiting intention. Focusing on marketing and
promotional strategies as well as infrastructure development would facilitate the
sustainable tourism growth of Sarawak as an emerging tourism destination.

Additionally, this study provides a new prospect for local stakeholders and
policymakers to target tourists based on their characteristics. For instance, the current
findings suggest diverse preferences among Chinese tourists with regards to their desire
for unique, natural, and cultural attractions. Therefore, local stakeholders should
introduce Sarawak's unique environment, natural scenery, and cultural heritage as a
motivational ‘pulls’ for targeted tourists. In addition, the present study offers a pathway
for local authorities and tourism service providers to look into potential tourism events
that can attract inbound travelers from China. For example, food tourism, medical
tourism, shopping tourism, and sports tourism are increasingly popular events that draw
Chinese tourists. Moreover, community engagement is essential since it allows for
community empowerment, which serves the state's tourism development. Ultimately,
to establish itself as an emerging destination in Asia, Sarawak’s state government,
authorities, and stakeholders must demonstrate the capabilities to come together and
support the local tourism industry (Ting et al., 2021).
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Practical Implications for Asian Businesses

In the Asian context, the current study underscores the importance of Chinese tourists
as a main contributing group to national income, on account of their booming outbound
travel activities. Based on the present findings, Chinese travelers intend to visit, revisit,
and stay longer in a destination for different push and pull purposes, including
destination image, motivation, infrastructure, and cultural barriers. These factors should
be examined closely and improved upon to attract inbound tourists to the destination.
Apart from that, local and international authorities (e.g., travel agents, transportation
agencies, and tour operators) need to collaborate to develop attractive travel packages
that appeal to Chinese tourists. The advancement of telecommunications in tourism has
created opportunities for various countries’ national and regional tourism organizations.
Hence, further exploration on the usage of integrated marketing channels to
communicate with international tourists is imperative to enhance tourist engagement.
In addition, the availability of accommodation facilities is a significant factor driving
international tourists’ visit intentions at an emerging destination. Therefore,
accommodation facilities with various options should be presented, especially since
international tourists no longer invariably choose to stay in hotels, but are expanding
their options to places like homestays, inns, guesthouses, and so on.

When traveling in Asia, infrastructure like taxis and public transportation are the most
common means of transport for Chinese tourists. For instance, in Japan, a country with
a well-developed public transportation system, 80 percent of Chinese tourists use public
transportation; in Thailand, where the public transportation system is less developed,
Chinese tourists prefer to use taxis. Hence, Sarawak’s local authorities must ensure that
logistics and transportation development is upgraded from time to time, especially by
collaborating with other regional trading partners to develop a larger consortium. For
example, local airlines could propose standardized pricing for ASEAN tickets at an
agreed price, so that tourists can fly to all regional destinations without paying more.
Besides, collaborations can work towards a centralized destination theme that
encourages multi-country travel, ranging from sports destinations to leisure ones.

Despite its valuable findings, this study is not without limitations, particularly because
it was conducted before the Covid-19 pandemic. The impact of the pandemic on
Chinese tourists’ visit intentions to emerging destinations thus calls for more
investigation in the future. In fact, the proposed explanatory framework in this study
can be used to examine the push and pull factors of countries’ tourism in the post-
pandemic context and when borders begin to open for travel. It could be adopted as a
basis for future investigation to validate contextual and facilitating factors and thus
elucidate tourists’ decision-making and intention to visit an emerging destination.

To sum up, based on the case of Sarawak, this study offers some insights into the
sustainable tourism development of emerging destinations in Asia. The key factors that
attract Chinese tourists are assessed in three distinct forms of visit intention. Although
travel and tourism activities are badly affected by the COVID-19 pandemic, it is
important that tourism officials and professionals, such as destination marketing
organisations and (online) travel agencies, take the opportunity to reset and restrategise
to improve their tourism offerings not only to attract tourists to visit, but also revisit
and spend longer time at the target destination.
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