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ABSTRACT 

The purpose of this paper is to have an in-depth understanding on the 

perspective and experience of the art retailers in UNESCO World Heritage 

tourism sites in Malaysia, exploring tourist intention to purchase art and 

craft products in their stores. According to the statistic report of Tourism 

Malaysia 2019, UNESCO sites of Penang and Malacca is turned to be as 

one of the top tourism destinations in Peninsular Malaysia. Since 

shopping is an important activity during their visit, intention to purchase 

art and craft products also high among travelers. The study followed 

individual case studies with the support of in-depth interviews, to gather 

information about intention to purchase art and craft product. The 

interviews were conducted with 12 art and craft retailers in Malacca and 

Penang. The selection of the samples was based on two main criteria, (1) 

the art & craft shops are operated and located at the tourism sites with 

local and international tourist arrival. (2) the shops provide assorted art 

and craft product items of handmade. The analysis of data was guided by 

the initial conceptual framework relating to concept and theories on 

marketing and consumer behaviour. Overall, the in-depth interviews 

together with insights from the literature led to the identification of 4 sets 

of factors that may influence the purchase intention of the consumer, 

namely product’s country of origin, product's brand name, price and 
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demographic factors. The findings of this case study serve as a basis for 

the development of a new conceptual framework for the large-scale 

survey in future.  

Keywords: Art and craft retailer experience, country of origin, Brand 

name, Price, Purchase intention 

INTRODUCTION 

According to the statistic report of Tourism Malaysia 2019, UNESCO sites 

of Penang and Malacca is turned to be as one of the top tourism 

destinations in Peninsular Malaysia. Since shopping is an important 

activity during their visit, intention to purchase art and craft products also 

high among travelers. This study investigates in-depth, how art & craft 

retailers experience with the art & craft consumers and what made the 

sale of their art and craft product in Malacca and Penang tourism sites, to 

understand better in consumer and collecting behaviour of handicraft 

product.  

REVIEW OF LITERATURE 

Malacca and George Town Penang have been listed as two UNESCO sites 

on 07 July 2008. These two states consist of several art and heritage, 

museum galleries, and most tourists visit these locations in Malaysia 

(UNESCO, 2008). Moreover, Selangor, Malacca and Penang are the most 

populous states with many shopping sites and tourist revenues (Tourism 

Performance Report, 2018). Based on Tourism Malaysia report, Malaysia 

have 26.10 million tourists’ arrivals and 86.1 billion receipts in year 2019.  

As evidenced, shopping remains the top leisure activities among 

(Tourism Malaysia, 2020). Malaysia welcomed 26,100,784 international 

tourists during, 2019, contributing a total of RM86.14bil tourist receipts to 

the country’s economy. The number of international tourists marked a 

small growth of +1.0%, compared to 25,832,354 tourist arrivals in 2018 

(Tourism Malaysia, 2020). 
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Based on previous studies, tourists tend to obtain memorable and tangible 

memories for their particular time's experience while travelling and 

holidaying; they achieved that by collecting or buying souvenirs and 

artefacts (Anderson & Litrell, 1995; Gordon, 1986; Hashimoto & Teller, 

2007; Paraskevaidis & Andriois, 2015; Swanson, 2004; Swanson & 

Horridge, 2006; Trinh, Ryan, & Cave, 2014). Hence, the Craft sector is 

considered as the sister sector of tourism industry in Malaysia creative 

industry (Cendana Report, 2018).  

The art retailers, as part of the SMEs in tourism site who play an 

essential role in the art & craft sector of the Malaysian creative industry 

(Haslina, 2017). Craft sector acts as a significant provider of employment 

in terms of the production in a rural and urban area in terms of marketing 

and sales. More than 90% of the craft producers in Malaysia are small-

scaled players. They usually operate as sole proprietors from the 

production to marketing to promote their business and sell the product to 

the customer (Cendana Report 2018; Faibel, 2016; Hassan, Tan, Rahman, 

& Sade, 2017).  

Though literature has covered many studies on small art retailers, 

from Sabah and Kelantan tourism sites, very few of the studies from the 

tourism sites relating the art collecting behaviour of the tourist shopping 

artwork in Malacca & Penang. Existing research on Malaysian handicraft 

industry is mostly focusing on batik related product and wooden product. 

Only a few studies focus on understanding the handicraft producer 

experience related to the tourist art consumption and behaviour. Up to 

date, the data on SMEs are limited (Ayyagari et al., 2003; Isa, 2012).  

Reviews need to be conducted on SMEs, particularly on the art 

retailer in creative industries in developing countries, also the craft sector 

in Malaysia, where this sector is poorly documented (Cendana Report, 

2017, Faibel, 2016, Haslida, 2019, Mega Science 3.0, 2017). Using the case-

study method, this study explores the tourism sites' art retailer’s 

experiences with the tourists' purchase intention of the art & craft 

products.  
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RESEARCH QUESTIONS 

Research questions that guide the research inquiry include: 

1. What is the typology of the art and craft products in the shop and its 

country of origin?  

2. What is the typology of tourist (international/local)?  

3. What is the country of origin of the tourists?  

4. What type of art and craft products that tourist do purchase more?  

5. What is the brand name of the art & craft products? 

6. Any other art and craft products distribution (the type of product 

availability). 

7. What is the tourist age group and gender?  

8. How does the price of the art & craft products influence the sale?  
 

In the beginning, the investigators review the literature for retail 

spectacles and explore the experience of the art retailer and the purchase 

intention of the tourist in the UNESCO site of Malacca and Penang. 

Malaysian Tourism Site and Creative Industries 

Malaysia as one of the developing countries, the importance of art and 

craft industry in Malaysia creative economy cannot be undermined. It has 

been linked to the tourism industry in Malaysia as a sister industry. It 

plays a crucial role as a source of income for the rural people and has high 

potential as a source of foreign exchange earnings (Faibel, 2016 & 

Shaharuidin, 2002). There have been many other industries linked to these 

sectors and attempted to tap the potentials of their market through 

government support, agencies and marketing strategy, which are from the 

business production start-up stage to how-to commercialize the rural 

product in the market (Faibel, 2012).  

In figure 1, there are six significant sectors of visual art, performing 

arts, music, craft, literature and publishing. According to Cendana Report 



Qualitative and Quantitative Research Review, Vol 6, Issue 2, 2021. 
ISSN No: 2462-1978  

eISSNNo: 2462-2117 
 

5 
 

2010, Kuala Lumpur to be among top 10 internationally recognized cities 

of the culture and creativity by 2020 (Cendana Report, 2018).  

SMEs and Art Retailer 

More than 90% of the craft producers in Malaysia are small-scaled players, 

and they usually operate as sole proprietors and reluctant to adapt 

changes, from the production to marketing strategy, such as deploying 

new methods and unwilling to adapt changes, from production to 

marketing strategy, such as deploying new ways of craft production to 

increase economies of scale to promote their business beyond the local 

marker (Cendana Report 2018; Faibel, 2016; Hassan, Tan, Rahman, & 

Sade, 2017).  

The primary constraints and challenges for decades are as follow, 

such as lack of talent succession, lack of platform to promote the crafts 

industry, figure 1.2; these microenterprises do not seem motivated to 

enhance their skills, production capabilities or business acumen and lost 

motivation to competition from imported craft, Figure 1.3. (Cendana 

Report, 2018 & Hassan et al., 2017). In figure 1.4, it showed that the craft 

sector with the weakest performance in terms of employment and GDP 

contribution to Kuala Lumpur’s Cultural & Creative Industry (Cendana 

Report 2018).  

A retailer refers to the formal and informal retail store/retailer 

selling art and craft products where the art consumers experiences and 

consumes the art and craft products. However, in this study, the focus of 

the research is on those art retailers at Malaysian UNESCO sites who had 

previous experience with the tourists collecting art and craft products 

which located at Malacca and Penang.    

Small and Medium Enterprises (SMEs) related o the creative product in 

Tourism site.  

A considerable amount of literature has been published on SMEs. There 

are numerous definitions of SMEs that has been defined. They are based 
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on the number of employees, total net assets, sales, and investment level. 

Among the numerous definitions, the most common purpose of SMEs is 

defined by Ayyagari, Beck and Demirgue-Kunt (2003), which involves 

staff numbers; many sources define SMEs as having a cut-off range of up 

to 250 employees (Isa, 2012). On the other hand, De Berranger and 

Meldrum (2000, 1828) asserted that SMEs have wide variations in factors 

such as size, location, and industrial sector (Isa, 2012). Most creative 

companies employ less than 250 staff, which are predominantly SMEs. 

Nonetheless, the data on SMEs is limited (Ayyagari et al. 2003; Isa, 2012) 

and most studies are needed on SMEs particularly on the art retailer in 

creative industries in developing countries, where this sector is poorly 

documented. This study addresses this issue by focusing on how to know 

the purchase intention of the art consumer in UNESCO Tourism site, 

specifically in Malaysia. 

METHODOLOGY 

To understand the experience of art retailers in Malaysian tourism site of 

Malacca and Penang, which were listed under UNESCO sites in the world 

since 07 July 2008 (UNESCO 2008), the researchers employ a case study 

method. The study is exploring and analyzing an individual's subjective 

perceptions and experience with the tourist's art and craft consumption 

behaviour at the UNESCO World Heritage Sites of Malacca and Penang. 

Qualitative in-depth interviewing was used in this study because of its 

inductive, epistemology and ontology features (Bryman, 2004; Fabeil, 

2016), which allow the researcher to understand social reality in its own 

terms.  In qualitative research, there are various types of procedures, 

inquiry approaches and research design (Creswell &Poth, 2018).  

Case studies are a design of inquiry found in many fields, 

especially evaluation, in which the researcher develops an in-depth 

analysis of a case, often a program, event, activity, process, or one or more 

individuals. Case are bounded by time and activity, and researchers 

collect detailed information using a variety of data collection procedures 

over a sustained period (Stake, 1995, Yin, 2009, 2023, 2014, Creswell & 
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Creswell 2018, p. 51).Therefore, personal interaction and discussion with 

participants play a key role in the research as each participant’s reality 

differs from the next, and the information given comes from their own 

frame of reference. Interviews consisted of 12 depth conversations.  

Table 1, Malacca, Jonker street and Table 4, Penang, George Town) 

summarize the demographic information of the respondents. A range of 

informants took part in this study representing: There are 7 females and 

10 males, various ages from 25 years old to 70 years old running the art 

and craft stores, with a diverse set of product categories (wood sculpture, 

batik fabric, traditional costume, female accessories, painting & 

drawings). Most of the informants were operating their business more 

than 5 years, many of them are self-proprietor. To ensure the 

confidentiality, all the names reported in this article are pseudonyms. 

During the interview, informants were asked open-ended questions 

regarding their experiences and probed to fully understand concepts, 

behaviours or ideas. Besides, informants conveyed the details and courses 

of their experience through story telling. Interview occurred 3 to 7 days in 

the respective tourism sites. The sessions were audio taped and 

transcribed, also photographed. Table 2, Table 3, Table 4 and Table 5 are 

the analysis of the category.   

SUBJECT OF STUDY 

The study focuses on the handicraft shop's owner who is operating art 

retailing stores in the tourism sites of Malacca, Jonker Street and Penang, 

George Town. Their customers are the tourists both from local and 

internationally. 

DATA COLLECTION 

Initially, the sample for in-depth interviews are human-intensive and time 

consuming, thus, a small sample befitting the research objectives was 

selected. Besides, it was believed that large-scale interviews could be 

problematic if the large quantities of information collected were irrelevant 

to the research objective. Conveniently, the art and craft stores located at 
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Malacca’s Jonker street, Penang’s Almeria street, Jetty Chew and Hinbus 

were chosen as the areas for the study because most art and craft shop 

owners are based in this districts, famous tourism sites of Malaysia.  

The sample for the in-depth interviews was purposely selected 

from the population based on primary characteristics befitting the 

research objective. Some interviewees were the sole proprietor and from 

the snowball sampling. There are about 20 art and craft stores in Malacca, 

Jonker Street, and more than 40 art and craft stores in Penang, George 

Town. 

Face to face structured interviews were conducted at the 

interviewees’ art and craft shops at UNESCO tourism site of Malacca and 

Penang. 

The interviews were in the form of free-flow conversations and 

were guided by an interview guide which contained an outlined script 

and list of open-ended questions relevant to the topics to be discussed. 

These related to respondents’ experiences and history of their business, 

operation and management of their businesses, what they thought of 

factors that encouraged or inhibited the tourist’s art collecting behaviour. 

All interviews were conducted in Mandarin and English language. Note 

taking and digital recording were employed to record the interview 

responses and photographs were also taken. Interviews lasted anywhere 

from 30 mins to 60 minutes in length and took place in a public setting 

(their respective store).  

The period’s visit was from 28 April to 30 April 2020 in Malacca, 

Jonker street, 20 September 2019 to 25 September 2020, in Penang, George 

Town, of Almeria Street. Jetty Chew, and Hinbus respectively. These visits 

allowed subsequent personal contact and a follow-up interview with the 

art and craft retailers. The researchers divided this study into 2 sections. 

The section A is UNESCO tourism site of Malacca- Jonker street, the in-

depth interview was conducted with 6 art retailers from this tourism site.  
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The section B is Tourism site of Penang-George Town, and several 

in-depth interviews was conducted with 6 art retailers who are with art 

retailer store at George Town Penang. Therefore, there is a total of 12 art 

retailers who has been operating in the 2 UNESCO tourism sites for more 

than 5 years. 

Section A: UNESCO Tourism Site, Malacca- Jonker Street 

Table 1: Profile of Informants in Tourism Site of Malacca-Jonker Street. 
 

No Art 

Retailer  

Race Age  Gender Operating 

experience (year) 

Sole 

Proprietor 

1 Store A Chinese 33-37 F > 8 yes 

2 Store B Malay 27-29 M > 5 no 

3 Store C Chinese 70 M > 10 yes 

Chinese 30-35 M > 10 yes 

Chinese 35-40 M >10 yes 

4 Store D Chinese 45-49 M > 5 yes 

Chinese 43-47 F > 5 yes 

Chinese 43-47 F > 5 yes 

5 Store E Chinese 37-39 F > 5 no 

6 Store F Chinese 57-59 M > 17 yes 

 

Informants’ Profile at Malacca Tourism Site 
 

Participants consisted of 6 owners of art retailer stores which are located 

at Malacca Jonker street, with the age of 27 to 70 years. They have been 

operating the art retailer stores at the populous tourist of Jonker streets of 

Malacca, on full-time basis for more than 5 years. 4 of the stores are sole 

proprietors, store C is owned by 3 art producers, who are father and sons. 

Store D is owned by 3 art producers, who are siblings.  
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DATA ANALYSIS 
 

This section A presents and discusses data organized by the categories, as 

follows, Country of origin, brand name, Price and Demographic. 

Table 2: Malacca, Jonker Street-Typology of Product and Its country of 

Origin, Typology of Tourist and type of Product purchase more.  

Store Typology of 

Product 

Country of 

origin 

Typology 

Tourist  

Type of 

Product that 

Purchases 

more 

Functionality 

A Handmade 

batik related 

product 

Malaysia European & 

Singaporean  

 

Batik hand 

made 

products. 

Utilitarian 

 Keychain, 

opera mask & 

Chinese 

brushes 

China  Not 

significant 

Utilitarian  

      

B T-Shirt with a 

slogan related 

to Malacca 

Malaysia Not 

significant  

T-shirt & 

Ethnic wear  

Utilitarian 

 

 Ethnic wear 

(pants) under 

customer 

requested. 

Thailand   Utilitarian 

 

      

C Landscapes & 

abstract 

painting and 

drawing 

Malaysia 

 

International   

 

& 

Not 

significant 

 

Hedonic 

 

 Portrait & 

figure 

drawings 

Malaysia 

 

Local  Hedonic 

 

 Seal 

engraving 

China   Hedonic 

 

      

D Nyonya 

costume wear  

Malaysia Local  

& 

Singaporean 

Traditional 

costume & 

Utilitarian 
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Nyonya 

costume 

 Batik 

traditional 

costume 

Malaysia    Utilitarian 

 

      

E Wooden 

handmade 

mask 

Malaysia-

Sabah & 

Sarawak, 

also 

Indonesia, 

Thailand & 

China 

 European  Wooden 

mask from 

Sabah & 

Sarawak 

Hedonic 

      

F Hand 

Painting & 

drawing on 

Handmade 

wooden shoes 

Malaysia  Local 

 & 

International 

Not 

significant 

Mixed 

 

 Hand 

Painting & 

drawing on 

fabric 

Malaysia   Mixed 

 

 

Product’s Country of Origin, Typology of Tourist and Typology of 

product bought the most by the tourists. 
 

The informants of store A, store B, and store E mentioned that COO 

led to the tourists’ purchase intention.  

Store A said" we will stop selling the synthetic product made from 

china as there are too familiar and are not favour item of the tourist.  

Most female from European countries looking for batik materials 

as souvenir item while the tourists from Singapore interested in the batik 

related products, such as pencil box, bag and clothes with the practical 

function".  
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Store E said: The wooden mask sculptures from Sabah & Sarawak 

is the most wanted item by the tourists compared to the wood sculptures 

imported from China, Thailand & Indonesia. 

Table 3: Malacca Tourism Site-Jonker Street: Brand name, Distribution, 

Age & Gender, Price. 
 

Store  Brand 

name 

Distribution Age Gender Price Peak 

Season 

A No 

 

No export, 

only in 

Malacca 

 

Not 

significant 

Yes, Female Yes June, July & 

year-end. 

B No 

 

No export, 

only in 

Malacca & 

Kuala Lumpur 

 

Not 

significant 

No 

significant 

Yes 

 

Not 

significant 

C Yes 

 

No export, 

only in 

Malacca 

Not 

significant 

No 

significant 

No 

 

Not 

significant 

D No 

 

No export, 

only in 

Malacca 

Not 

significant 

No 

significant 

No 

 

Not 

significant 

E No 

 

No export, 

only in 

Malacca 

Not 

significant 

No 

significant 

No 

 

Not 

significant 

F No 

 

No export, 

only in 

Malacca 

Not 

significant 

No 

significant 

No 

 

Not 

significant 

 

Brand name 

The data shows that 5 out of 6 of the art retailers responded that there is 

no brand for the art and craft products. However, there is only Store C, 

who has been operating for more than 10years at the UNESCO tourism 

site of Malacca, the owner asserted that brand is important due to the 

artwork items are mostly paintings, drawings and photographs produced 
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by the owners (father & sons). They are the artists who created the 

artworks; therefore, the artist name is the brand of the product. 

Distribution and product availability 

All the stores mentioned that their products only available in Malacca, 

there is no export. Store A, store D & store F said that "No export to other 

countries, only available in Malacca due to not enough manpower to 

mass-produce it as it made by hand". Store B said: The products in his 

shop is available in Kuala Lumpur too".  

Age & Gender 

Age and gender seem to the least contributing factor in explaining the 

differences in art collecting behaviour across the generation. Majority of 

the respondents said that age and gender are not necessary. There is the 

only store A said that “There are more female tourists from European 

countries to buy the batik related product or batik fabric. 

Price 

Store A and store B said that "Price led to purchase intention of the 

tourist". However, store C, store D, store E, and store F mentioned that 

"price is not an important factor for the tourists who purchase the art & 

craft products from their stores". 

Section B: UNESCO World Heritage of Tourism Site, Penang-

Georgetown 

[Table 4: Profile of Informants in Tourism Site of Penang- George Town. 
 

No Art 

Retailer  

Race Age  Gender Operating 

experience (year) 

Sole 

Proprietor 

1 Store G Malay 25-27 F > 5 yes 

2 Store H Chinese 57-60 M > 23 no 

3 Store I Chinese 43-47 F > 5 yes 
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4 Store J Chinese 57-60 M > 5 no 

5 Store K Chinese 57-60 M > 5 no 

6 Store L Chinese 43-47 M > 10 Yes 

Chinese 43-47 F > 10 yes 

 

Informants’ Profile at Penang Tourism Site 
 

Participants consisted of 6 owners of art retailer stores which are located 

Penang tourism site- George Town, with the age of 25 to 60 years. They 

have been operating the art retailer stores at the populous tourist of 

George town’s Almeera streets, Jetty Chew and Hinbus of Penang on a 

full-time basis for more than 5 years. Therefore, these people have lived 

through the experience with the tourist’s art collecting and purchase 

intention. 3 of the art retailers are a sole proprietor. They are selling what 

they have produced on tourism sites. 

DATA ANALYSIS 
 

Table 5: Penang -George Town: Typology of Product and Its country of 

Origin, Typology of Tourist, and type of Product purchase more.  
 

Store Typology of 

Product 

Country 

of origin 

Typology 

Tourist 

Type of 

Product that 

Purchases 

more 

Functionality 

 

G Artwork with 

Henna drawing 

techniques 

(Tote bag, 

Fridge magnet, 

Earrings). 

Malaysia  International 

(UK, 

Germany, 

China & 

Japan) 

& 

Fridge 

Magnet & 

Purse - by 

European. 

Utilitarian 

 

 Hand-painted 

painting with 

Malaysia 

Cultural 

heritage. 

Malaysia Local Earrings- by 

Asian 

 

      



Qualitative and Quantitative Research Review, Vol 6, Issue 2, 2021. 
ISSN No: 2462-1978  

eISSNNo: 2462-2117 
 

15 
 

H Textile fabric-

related product 

(sewing & 

patches work 

by hand) 

Malaysia International 

(most UK’s 

tourist)  

& 

Local 

Textile fabric 

Products & 

tiles with 

Malaysian 

cultural 

heritage 

elements- by 

British. 

Utilitarian 

 Tile painting 

with subject 

matters of 

Malaysian 

Cultural 

heritage 

elements, such 

as old building 

images. 

Malaysia    

      

I Handmade 

Leather 

jewellery box 

by goatskin. 

Sri 

Lanka 

International  

& 

Local  

Not 

significant 

Mixed  

 Painting on 

canvas. 

Malaysia    

 Natural wood 

hand carving. 

Sri 

Lanka 

   

 Hand painting 

on rock & 

stone. 

Sri 

Lanka 

   

 Bracelet, 

handmade 

paper doll (by 

using recycled 

paper). 

Sri 

Lanka 

   

 Handloom 

related 

products (bag, 

purse, pencil 

box and doll). 

Sri 

Lanka 
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K Paper made 

related product 

(tote book, 

paper bag). 

Malaysia International  

& 

Local 

Not 

significant 

Mixed 

 

 Drawing & 

paintings. 

Malaysia    

 Handmade 

fabric toys. 

Malaysia    

      

L Clay related 

accessory & 

Jewelry 

(Earrings, 

necklets). 

Malaysia International 

& 

Local 

Not 

significant 

Mixed 

 

 Tote bag Malaysia    

 

Product’s Country of Origin, Typology of Tourist and Typology of 

product bought the most by the tourist. 
 

Store G and store H mentioned that “ COO led to the consumer and art 

collecting behaviour of tourist".   

Besides,  store G and store H also stressed that international 

tourists are highly interested in Malaysian handmade art & craft products. 

They are looking for the authenticity and sentiments of the product; their 

customer mainly is the international tourists from the UK, Germany, 

Japan, China.  

Majority of the tourist (consumer) are female. Typically, the 

customers love to ask such "Is the product handmade in Penang?" If they 

heard the replied, "Yes, it is made in Penang". They showed enthusiasm 

to buy the products. (The international tourists interested in handmade 

artwork/product with local culture and uniqueness).  

Shop H said that the reason is that most UK tourists they purchased 

the products for the sake of they like the product and not the brand, they 

consumed the products as the product with practical function and yet 

they are artistic and unique with local culture fusion and uniqueness, with 

the sentiment as Malaysia used to be colonized by Britain 
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Table 6: Penang- George Town: Brand name, Distribution, Age & Gender, 

Price. 

 

Store  Brand 

name 

Distribution Age Gender Price Peak 

Season 

G Yes 

 

No export, 

only in 

Penang 

Not 

significant 

 

Yes, 

Female 

Yes 

(Local) 

Christmas  

H No 

 

No export, 

only in 

Penang 

Not 

significant 

Not  

Significant 

 

Yes  June & 

July 

I Yes 

(painting 

on canvas 

produced 

by her 

husband) 

 

No export, 

only in 

Penang 

40-60 Yes, 

Female 

Yes 

 

Christmas  

& Holiday 

J No 

 

No export, 

only in 

Penang 

Not 

significant 

Not 

significant 

No 

 

Not 

significant 

K Yes 

 

No export, 

only in 

Penang 

Not 

significant 

Not 

significant 

No 

 

Location is 

more 

important 

L Yes 

 

No export, 

only available 

in Penang, 

Kuala 

Lumpur & 

Online store 

Not 

significant 

Yes, 

Female 

Yes 

 

 

Good sale 

in Publika 

store 

(Kuala 

Lumpur) 

 

Brand name 
 

The data shows that most of the frequency response of the stores, there 

are store G, the store I, store K & store L said that "There is a brand for the 

art and craft products in their stores respectively. However, shop H, who 



Qualitative and Quantitative Research Review, Vol 6, Issue 2, 2021. 
ISSN No: 2462-1978  

eISSNNo: 2462-2117 
 

18 
 

has been operating for more than 23-year-old at the tourism site of 

Penang, after the UNESCO, asserted that brand is not vital for the tourist 

collecting art & craft as a souvenir, mostly those European tourists. 

Store G and store K are sole proprietors; therefore, they created a 

brand name for the art & craft produced by themself. Meanwhile, store I's 

category of artwork item, such as painting on canvas which created by her 

husband with a brand name. 

Distribution and product availability 
 

All of the response given by the informants that "There is no export and 

availability of their products in other places, only store L mentioned that 

there are having a store in Kuala Lumpur's Publika and online store. 

Age & Gender 
 

Most of the informants responded that "it is not significant in age", the 

only store I mentioned that "Yes, most of the customer are in their 40s-60s, 

there are with stronger buying power". In terms of the gender, most of the 

stores said that “not significant in gender”, only store G and store I 

mentioned that “most of their customer are the female tourists”. Mainly, 

these two stores are selling art and craft products of tote bag and female’s 

accessories, such as earring, purse, and necklet. 

Price 
 

There is 4 out of the 6 stores, and there are store G, store H, store I and 

store L mentioned that “yes, price is one of the factors which led to the 

purchase intention". Store G said: most of the local tourist looked at the 

price". Store H stressed that "Price is the main factor led to the sale and 

purchase intention. Generally, the items which are with Price below RM 

15 were the main choice of the tourists and easy to be sold out". Therefore, 

from his point of view, the price moderates the antecedents, which led to 

purchase intention while it also affected the most choice of the tourists. 
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FINDINGS AND DISCUSSION 

The findings of this research indicate that country of origin is essential. 

Most art retailers in UNESCO Tourism site of Melacca stressed that it 

could lead to the tourists' purchase intention. Meanwhile, most of the art 

retailers in Tourism sites of Penang- George town mentioned that 

international tourist was highly interested in a product made in Penang. 

Significantly, the female tourists from the United Kingdom, they were 

looking for the product with local culture and uniqueness due to the 

sentiments of colonialism.  

Most of the art retailer mentioned that brand name is not important 

as the tourists are not interested in the brand name of the art & craft 

product in the tourism sites. Only a few of the art retailers, they created a 

brand name for their art product because they are self-proprietor, and the 

brand name is limited to the product category of painting & drawing, as 

artist name as a brand. Brand has been defined as a symbol or name that 

differentiates and influences the purchase decision, assigning the product 

a utilitarian and/or symbolic value (Aaker 1992; Farquhar 1989; Hernando 

& Campo, 2015). The concept of brand works in multiple ways, one of 

which is to create meaning for the consumer (Aaker 1992; Hernando & 

Campo, 2017). According to several authors (Aaker 1992; Hoeffler and 

Keller 2002; Keller 1993), a strong brand generates competitive advantages 

and can act as a barrier hindering consumers from switching to another 

brand (Hernando & Campo, 2017). The results show that the name of the 

artist as a brand influences both the general assessment of a work and 

specific aspects, such as economic value and what a collector is willing to 

pay for it. These results illustrate the importance of promoting an artist’s 

name in order to increase the perceived value of his/her work (Hernando 

& Campo, 2017). 

All of the respond given by the informants, that there is no export 

and availability of their products in other places. There is only one store 

mentioned that they are having online store and seasonal stores in Kuala 

Lumpur’s Publika, The reason is that they don’t get enough man power, 

most of the art products produced by the local domestic art producer or 
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housewife or friends. The age is not a significant factor contributed to the 

art collecting behaviour of the tourists in UNESCO world heritage of 

tourism sites of Malacca and Penang. However, gender is substantial in 

the art collecting behaviour of the female tourists concerning the product 

categories, such as female accessories of an earring, purse, fridge magnets 

and batik fabric. 

Price is not significant among the factors which led to the art 

collecting behaviour of the tourist in Malacca, Jonker Street. There are 

only 2 stores mentioned that tourists looked at price when they purchased 

the art & craft product. On the other hand, price is significant among the 

factors which led to the art collecting behaviour of the tourist in the 

tourism site of Penang, George Town. Most of the responds of the art 

retailer, with a total of 4 out 6 mentioned that price is one of the factors 

which affect the sale of their product. One of the art retailers stated that 

the local tourist was looking at the price. Another store with the more than 

25 years, the most extended operating experience among the art retailer 

stressed that whatever item which is below RM 15 is the primary choice 

of the tourists.  

CONCLUSION 

Overall, this research project provides an insight into the experience of a 

small group of art retailers to explore the factors of art consumption 

related to the tourist’s art collecting behaviour and purchase intention in 

UNESCO tourist sites of Malacca and Penang. The results of the analysis 

of country of origin has a relatively significance influence on the 

international tourists in UNESCO Tourism sites of Malacca, Jonker Street 

and Penang, George Town, as most of the art retailers stressed that COO 

could led to the tourists’ purchase intention. Most of the international 

tourist looking for Penang or Malaysian handmade art and craft product 

in Penang, George Town while most of the tourists were looking for local 

handmade batik related product, nyonya customized attire, and also the 

wooden mask sculptures origin from Sabah and Sarawak. Meanwhile, the 

price has a relatively significance influence on the local tourist in Penang, 
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George Town. Therefore. The in-depth interviews conducted in this study 

were quite exploratory and the development of the art collecting and 

purchase intention of the art consumer in the tourism site are beneficial to 

art marketer and future researcher. 

FUTURE RESEARCH 

Using alternative research paradigms future research could be 

undertaken to test the art consumer and collecting behaviour of tourist 

with a revised model. There is the opportunity to use quantitative 

methods to test a broader scope of art consumer’s purchase intention with 

a revised model, whether they have different factors with the art & craft 

consumption of tourists among. Location & atmosphere are potential 

factors; it should be addressed in future research too.  
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