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Abstract 
People who go on a journey are commonly recognized as visitors and passengers. Travelers 
are someone who travels or who travels regularly, a person who travels for fun, or the concept 
of people who go to travel according to it. Other than that, it means a person who travels from 
one location to another, instead of living for a long time in one place. People can travel to 
enjoy entertainment, discover new things, enjoy their holidays, spend their holidays with 
friends and family. On top of that participate in technical or industry events or even health and 
educational activities, take a study trip, observe different cultures or perform studies are more 
motives to travel. The claims from the previous studies which are the secondary sources for 
this paper were compiled into two main categories which are destination image and, leisure 
and recreational. It is hope that any future studies related to travelling motivation would get 
benefit on it. It is important to know what will inspire people to travel as our country should 
take the opportunity to encourage people to visit Malaysia around the world by offering 
excellent attractions, outstanding facilities and encouraging first-rate. 
 
Keywords: travel; motivation; tourist; travelers; attraction. 
 
 
1. INTRODUCTION  
 
Traveling from one place to another allows us to learn about other places, cultures, history, 
foods, and even traditions. According to Ramesh and Jaunky (2012), travel motivation is a 
critical factor and a driving force behind tourist behavior. Thus, travel motivation can be defined 
as factors that make people travel, which motivates people to travel. There is much reason 
that contributes people to go to travel. Other people might travel because of the business, 
attend conferences, and achieve an agreement with other company, in short for business 
purposes. According to Ozdemir, et al. (2012), understanding travel motivation would enhance 
industry practitioners’ awareness of their customer needs. Offer more and better-customized 
services, help customers create more memorable experiences, and obtain more return 
customers. 
 
People who go to travel has known as a tourist and travelers. Other than that, it also means a 
person who moves around from one place to another place instead of living in one place for a 
long time. People might be traveling to enjoy entertainment, explore new things, enjoy their 
vacation period, and spend their holiday with friends and family. Other than that, take part in 
professional or business activities or even in fitness and educational activities, attend a 
festival, take a study tour, experience other cultures, or conduct research. It shows that, by 
identifying their travel motivation, it will help segment tourists by the activities they prefer and 
the public benefits they seek (Liu, Gou and Chenung, 2016). Other than that, motivations need 
to drive an individual to act in a certain way to achieve the desired satisfaction (Ramesh and 
Jaunky, 2012). Some many different reasons and motivations that drive people to travel. The 
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previous researcher shows that, by understanding people travel motivation it helps hospitality 
industry to gain more profit by attracting guest to hotels and resorts, offering a great service, 
facilities, accommodation and a great place of attraction Ozdemir, et al. (2012). 
 
This study finds the factor that motivates people to travel, what factors drive people to travel 
from one place to another place. The first factor is a destination image. This is to find out how 
the destination image will drive people to go to travel. Destination image is the perception of 
individual destination attributes of the places. It needs to consider the whole impressions 
created by the destination De Almeida (2019). However, destination image not only focuses 
on the perception of people but also how the destinations themselves attract people to go to 
the destination. The second most contribution that motivate people to go travel is leisure. It is 
widely acknowledged across tourism literature that destination image plays a vital role in the 
traveler in determining a destination they want to go Mazlina et al (2012).  
 
2. DISCUSSION  
 
2.1 Travel Motivation 
Motivations themselves refer to what motivates people to go travel. People's motivation to 
behave is exciting issues that can be explored, especially in understanding education purpose, 
leisure purpose, and work purpose.  Motivation is the primary motive for a particular traveling 
behavior. It plays a vital role in understanding tourists' decision-making process and accessing 
the subsequent satisfaction of tourist expectations (Cheung, 2015). Travel motivation is the 
primary concern on what makes people travel. It involves many factors and also purposes on 
why people have to travel.  As delivered by Kleiven (2005), travel motivation stated that travel 
motivation is a critical factor that persuades people to travel, and it is a driving force behind 
tourist behavior. However, tourism scholar has to remain elusive about the understanding of 
tourist motivation. According to Pratminingsih (2014), the reason for the behavior is travel 
motivation. There have many reasons for people to go to travel. An individual might be 
traveling to enjoy entertainment, visit their family and relatives, enjoy leisure time, participate 
in professional or business activities, attend festivals, take a study tour, and take part in fitness 
or educational activities organized (Farrell and Westlund, 2018). Meanwhile, Cheung and Fok 
(2013) assumed that travel motives determine why tourists choose a travel destination, places 
they want to go, or activities that they want to do while traveling or before they travel to the 
places.  
 
According to Liu, Gou and Chenung (2016), travel motivations are a critical aspect of 
understanding travel behavior. One of the factors that motivate people to travel is the 
destination image. Meanwhile,  according to Ramesh and Jaunky (2012), travel motivation 
refers to a set of needs that will cause an individual to participate in tourist activity. Motivation 
is referred to and cited in Dimitrovski and Crespi-Vallbona (2016) as psychological/biological 
needs and wants, including vital forces that stimulate, direct, and amalgamate a tourist's 
behavior and activity. Thus, travel motivation also can be referred to the reason tourist choose 
to engage in something, which is the time they are willing to spend in order to stand with the 
activity and how passionately they are going to pursue it (Chow, Cheng, & Cheung, 2017; 
Alebaki, Menexes, & Koutsouris, 2015). While Dimitrovski and Crespi-Vallbona (2016), who 
researched travel motivations of tourists to Northern Cyprus (in the Mediterranean Sea), 
identified eight 'push' motivational factors: excitement, knowledge/education, relaxation, 
achievement, family intimacy, escape, safety/fun, and away from home and seeing. They also 
identified nine pull motives: modern atmosphere and activities, vast space and activities, small 
size and reliable weather, natural scenery, different culture, cleanliness and shopping, nightlife 
and local cuisine, exciting town and village, and water activities.  
 
Furthermore, motivation also can be explained by the term "motive." Both motive and 
motivation is a general mean incentive or a drive. However, according to Farrell and Westlund 
(2018), stated that "each motive has its distinct type of contents in the form of goals of 
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behavior," but the "motivation usually contains the result of situation-person interactions." He 
also mentioned that there is an important relationship because motives are categorize as the 
energy to moves people to act and on the other is allow these motives to be expressed 
differently by a different individual. Destination image is frequently described as merely an 
"impression of a place" or "perception of an area" (Cavicchi and Santini, 2019), the process of 
destination image highlighted two crucial points. Firstly, it suggests that individuals can 
imagine a destination even though they never visited the place or been exposed to the forms 
of information. Secondly, since there are modifications in the destination image earlier and 
after a visit, it is necessary to separate the images of those who have visited and those who 
have not visited that place. It can be talented when measuring images by either controlling or 
monitoring those who have visited the place through visiting. Destination image could be 
considered in terms of both an attribute-based component. Some destinations could also be 
based on directly recognizable or measurable characteristics (scenery, price levels, 
attractions, accommodation facilities). In contrast, others could be based on more abstract 
and intangible characteristics: friendliness, safety, and atmosphere. 
 
2.2 Destination Image 
Destination image is a vital factor for tourists as a better image of the destination will bring 
more tourists (Ahn and Yu, 2019). The better the place of attraction, the more tourist will be 
attracted to visit the place, and it is essential to have a fascinating destination image. In 
contrast, according to Astuti (2015), the destination image is about a person's perception 
toward the destination and the universal impression made by the destination. A person's 
perception of the destination need to be considered, but the universal view about the 
destination area is equally important. While Dimitrovski and Crespi-Vallbona (2016) stated that 
tourists choose a destination they want to spend their vacation based on the places that will 
fulfill their internal needs or push factors. From that, it can be concluded that the destination 
image is one of the factors that will drive or motivate people to travel or other words; the 
destination image is one of the travel motivations. According to Ahn and Yu (2019), destination 
image repeatedly had been found to have some influences on travel-related behaviors, which 
are destination choice and future travel intention.  
 
Destination image has been defined as "the sum of belief, idea, and impressions that a person 
has for that particular destination Kleiven (2005). Destination image has been categorized into 
two major components, congnitive and affective Maroofi and Reza Hassani (2017). The 
cognitive component represents the physical characteristics of the destination, both the feeling 
and artificial. The affective component is the emotional reaction or feeling towards these 
physical characteristics of a destination images can be made in three methods. First, the living 
image results from an information source that has not been sought out or non-commercial 
information from independent sources (Ahn and Yu, 2019; Cleave, 2016). Second, the 
induced image results from commercial information from the destination, which is projected 
with a deliberate attempt to attract tourists. Destination image includes brochures, web sites, 
and other forms of information from the destination. Last, the intricate image results from the 
actual visitation of the destination (Cheung and Fok, 2013). Branding of destination for 
positioning purpose is essential in differentiating the product from those of competitors. Strong 
brands attract more customers who are ready to pay a premium to acquire a good brand 
(Cavicchi and Santini, 2019). 
 
According to Maroofi and Reza Hassani (2017), destination image can be described as a 
cognitive components, the beliefs and attitudes of an object that lead to the characteristics' 
picture. As for components are the motivations for tourists to choose one destination rather 
than another destination. Other than that, Alebaki, Menexes, and Koutsouris  (2015) stated 
that destination image plays a prominent role in the decision-making process because 
decision making to travel also involves factors such as money and time. Image of destination 
is to satisfy decision-maker motivation either it will influence to visit for the first time or revisit 
a destination. According to Cheung (2015), tourist holiday experiences are affected by cultural 
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deviations in value orientations and social behavior. Essential elements to determine joyous 
tourist holidays and experience are that the host can respond effectively about the destination 
image culture. It s essential to understand the nature of travel choice, experience, and 
attention. It is crucial to understand consumer behavior and travel and tourism destination. 
People who had nothing to do, such as retired folks, tend to travel because they have free 
time. This type of traveler falls under leisure travelers; travel for leisure is also considered as 
travel motivation. According to Liu, Gou,  and Cheung (2016), leisure travel can involve some 
significant amount of personal investment and individual expenses. The travelers tend to 
spend more on other things to get satisfaction, such as spending money on luxury hotel rooms, 
traveling to other states or countries, and spending money on relatives' souvenirs. They also 
like to seek challenges and explore new as according to De Almeida (2019). 
 
Destination image is a valuable factor for tourists to decide which better destination that they 
can visit. The destination image is like systems with thoughts of opinion, feelings, 
visualizations, and intention towards that destination. Other than that, the destination image 
is not an individual perception but also relates to the destination's holistic impression. 
Pratminingsig et al. (2014) stated that destination image consists of two aspects: a functional 
characteristic concerned with tangible aspects. The other one is psychological characteristics 
that concern intangible aspects. According to what they are stated, destination image also has 
rational cognitive and emotional, which affective elements are. These elements are referred 
to as beliefs or knowledge about the destination image that is evaluated by resources and 
attraction. Also, it is related to the value that individuals attach to their destination based on 
their motivation. 
 
Meanwhile, Chow, Cheng, and Cheung (2017) indicated that travel motivation relates to why 
people travel, a force that drives people to travel. Motivation to travel to other places covers a 
wide range of individual behaviors and experiences. There is a list of travel motivations, which 
would include: relaxation, excitement, social interaction with friends and family, adventure, 
status, physical challenges, escape from life routine or stress due to work. Kleiven (2005) has 
identified some differences and similarities between younger (55 to 64) and older seniors (65 
or older). Their study revealed that younger senior travelers were more interested in relaxation 
and leisure activities. In contrast, older seniors were interested in the destination places' 
educational or natural attractions during the vacation. Understanding the travel requirement 
of senior tourists will be useful for travel planners marketers to design specific market 
strategies and adapt tourist products to the senior tourist's potential needs. Cavicchi and 
Santini (2019) reviewed previous studies and reported that seniors’ citizens' most common 
travel motivation factors were relaxation and social interaction between themselves and 
friends. Physical exercise such which they can walk around the places and participate in the 
activity hosted in the places, learning a new culture and new knowledge, nostalgia, and 
excitement. In addition to the information, Chow, Cheng and Cheung (2017) also have stated 
that travel motivation can be classified into relaxation, social interaction, health, learning, 
exploration, escape, value for money, nostalgia, and the opportunity to visit historical sites. 
 
2.3 Leisure and Recreational 
Meanwhile, according to Liu, Gou and Cheung (2016), shopping is also considered a leisure 
activity. He identified that a recreational shopper is a person who views shopping as a fun 
social activity, a way to spend free time. Shopping can be considered travel motivation 
because some people are willing to travel to other places solely because they want to shop. 
They are keen to travel to other places to buy things they want, which do not become available 
in their places or want to buy them for lower prices. According to Ahn and Yu (2019), the word 
leisure is used by people as an opportunity to cope with work stress. By taking a break from 
work, they can relax their mind and body through leisure travel. 
 
According to Su et (2018), people's travel motivation leads to travels not being realized due to 
constraints. These constraints play a crucial role and sometimes are a severe barrier because 
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they prevent an individual from traveling or even taking part in other leisure (free time) 
activities. "Staff of public leisure service agencies has long been concerned about the barriers 
that would prevent an individual from participating in their attempt to improve service delivery" 
(Maroofi and Reza, 2017). As the pleasure travel constraint, motivation is a causing factor for 
traveling, which can be realized when no constraints exist and may not be realized due to 
constraints. There can be two types of constraints, which are severe and negotiable. The 
serious constraint would lead to no desire to travel and thus no participation in traveling or 
other leisure (free time) activity. In contrast, negotiable constraint, on the other hand, would 
lead to either traveling or other leisure activities according to the level of desire affected by 
positive or negative influencing factors such as traveling experiences. Therefore, these 
constraints would not necessarily keep people from leisure activity participation, as noted by 
scholars such as Pratminingsih, (2014). 
 
3. CONCLUSION 

 
It has been highlighted that travel motivation is a factor that motivates people to travel or, on 
the other hand, is what factors drive people to travel. This paper is solely based on secondary 
sources collected from existing research that has been made before by other researchers from 
all over the world. A few reseach and study that is written by Malaysians is hard to find on this 
topic. However, there are a few research on this and one of it is research done by Mazlina et 
al. (2012) on "Examining Structural Relationship between Destination Image, Tourist 
Satisfaction, and Destination Loyalty”. It is essential to know what factor would motivate 
people to travel as our country can take a chance to attract people around the world to visit 
Malaysia by providing excellent places of attraction, outstanding services, and first-rate 
facilities. Besides that, it will bring more benefits to Malaysia, such as better economic 
circulation, a chance to attract foreign investors, growth in the hospitality industry, and 
Malaysia's most visited countries by foreign tourists. Therefore it is vital to know what factor 
would motivate people to travel, especially to Malaysia. In other means, more research on this 
field will be much help because they will explore and elaborate more about travel motivation 
in Malaysia. 
 
References 
 
Ahn, D., & Yu, S. (2019). The influence of tourist destination familiarity on tourist destination 

image, tourist destination trust and tourist destination loyalty. Journal of Tourism and 
Leisure Research, 31(9), 99-119. https://doi.org/10.31336/jtlr.2019.9.31.9.99 

Astuti, S. A. (2015). Law enforcement of cyber Terorism in Indonesia. Rechtsidee, 2(2), 157. 
https://doi.org/10.21070/jihr.v2i2.82  

Alebaki, M., Menexes, G., & Koutsouris, A. (2015). Developing a multidimensional framework 
for wine tourist behavior: Evidence from Greece. Wine Economics and Policy, 4(2), 98-
109. https://doi.org/10.1016/j.wep.2015.11.002 

Cavicchi, A., & Santini, C. (2019). Food tourism and foodies in Italy. Sustainable Tourism 
Practices in the Mediterranean, 137-152. https://doi.org/10.4324/9781315104911-9 

Cheung, L. T. (2015). The effect of Geopark visitors’ travel motivations on their willingness to 
pay for accredited geo-guided tours. Geoheritage, 8(3), 201-
209. https://doi.org/10.1007/s12371-015-0154-z 

Cheung, L. T., & Fok, L. (2013). The motivations and environmental attitudes of nature-based 
visitors to protected areas in Hong Kong. International Journal of Sustainable 
Development & World Ecology, 21(1), 28  
38.  https://doi.org/10.1080/13504509.2013.832711 

Chow, A. S., Cheng, I. N., & Cheung, L. T. (2017). Self-determined travel motivations and 
ecologically responsible attitudes of nature-based visitors to the Ramsar wetland in 
South China. Annals of Leisure Research, 22(1), 42-
61. https://doi.org/10.1080/11745398.2017.1359791 

https://doi.org/10.31336/jtlr.2019.9.31.9.99
https://doi.org/10.21070/jihr.v2i2.82
https://doi.org/10.1016/j.wep.2015.11.002
https://doi.org/10.4324/9781315104911-9
https://doi.org/10.1007/s12371-015-0154-z
https://doi.org/10.1080/13504509.2013.832711
https://doi.org/10.1080/11745398.2017.1359791


 Terengganu International Business and Economics Conference 2021 (TiBÉC VII)   

TeMIC 2021   eISSN 2600-9145 308 

Cleave, P. (2016). Foodies and food tourism. Tourism Management, 52, 533-
534. https://doi.org/10.1016/j.tourman.2015.08.007 

De Almeida, C. R. (2019). Foodies and food tourism. Tourism Culture & Communication, 
19(3), 225-226. https://doi.org/10.3727/194341419x15554157596155 

Dimitrovski, D., & Crespi-Vallbona, M. (2016). Role of food neophilia in food market tourists’ 
motivational construct: The case of la Boqueria in Barcelona, Spain. Journal of Travel 
& Tourism Marketing,34(4), 475-487. https://doi.org/10.1080/10548408.2016.1193100 

Farrell, K., & Westlund, H. (2018). China’s rapid urban ascent: An examination into the 
components of urban growth. Asian Geographer, 35(1), 85-
106. https://doi.org/10.1080/10225706.2018.1476256 

Kleiven, J. (2005). Measuring leisure and travel motives in Norway: Replicating and 
supplementing the leisure motivation scales. Tourism Analysis, 10(2), 109-
122. https://doi.org/10.3727/108354205776259312 

Liu, K. S., Gou, G. R., & Cheung, L. T. (2016). Understanding participants’ motivation and 
willingness to pay for joining ecotourism training courses in Hong Kong. Asian 
Geographer, 33(1), 23-34. https://doi.org/10.1080/10225706.2016.1158117 

Mazlina, Shazali, Azlizam, Kalzum (2012). Examining Structural Relationship between 
Destination Image, Tourist Satisfaction and Destination Loyalty, International Journal 
of Independent 

Maroofi, F., & Reza Hassani, S. (2017). Relationship between destination image, tourist 
satisfaction, and destination loyalty. Tourism Marketing, 25-
56. https://doi.org/10.1201/9781315365862-3 

Ozdemir, B., Aksu, A., Ehtiyar, R., Çizel, B., Çizel, R. B., & İçigen, E. T. (2012). Relationships 
among tourist profile, satisfaction and destination loyalty: Examining empirical 
evidences in Antalya region of Turkey. Journal of Hospitality Marketing & Management, 
21 (5), 506 - 540. 
https://doi.org/10.1080/19368623.2012.626749,https://doi.org/10.1080/10225706.201
8.1431554 

Pratminingsih, S. (2014). Roles of motivation and destination image in predicting tourist revisit 
intention: A case of Bandung – Indonesia. International Journal of Innovation, 
Management and Technology, 5(1). https://doi.org/10.7763/ijimt.2014.v5.479 

Ramesh, V., & Jaunky, V. C. (2020). The tourist experience: Modelling the relationship 
between tourist satisfaction and destination loyalty. Materials Today: Proceedings. 
https://doi.org/10.1016/j.matpr.2020.07.723 

Su, D. N., Johnson, L. W., & O’Mahony, B. (2018). Analysis of push and pull factors in food 
travel motivation. Current Issues in Tourism, 23(5), 572-586. 
https://doi.org/10.1080/13683500.2018.1553152 

  

https://doi.org/10.1016/j.tourman.2015.08.007
https://doi.org/10.3727/194341419x15554157596155
https://doi.org/10.1080/10548408.2016.1193100
https://doi.org/10.1080/10225706.2018.1476256
https://doi.org/10.3727/108354205776259312
https://doi.org/10.1080/10225706.2016.1158117
https://doi.org/10.1201/9781315365862-3
https://doi.org/10.1080/19368623.2012.626749
https://doi.org/10.1080/10225706.2018.1431554
https://doi.org/10.1080/10225706.2018.1431554
https://doi.org/10.7763/ijimt.2014.v5.479
https://doi.org/10.1016/j.matpr.2020.07.723
https://doi.org/10.1080/13683500.2018.1553152



	Cover page
	TiBEC e-Proceeding
	Table of Content
	Track 1: Accounting & Economics
	ID17 Fertility and Financial Development in Developed and Developing Countries
	1*Asma’ Rashidah Idris, 2Muzafar Shah Habibullah, 3Jaharudin Padli,

	ID25 The Relationship between Human Capital Investment and Economic Growth in Selected ASEAN Countries
	1Sharmila Thinagar, 2*Mohd Khairi Ismail, 3Low Ai Vy, Aainaa 3Amirah Haron

	ID36 A Conceptual Paper on the Determinants of Economic Growth during Pandemic
	1*Nur Azwani Mohamad Azmin, 1Muhamad Nur Aiman Mohd Noor, 2Rosmaiza Abd Ghani, 1Nik Noor Afizah Azlan

	ID45 Quality of Life in The East Coast Region of Malaysia: A Preliminary Study of Fishermen at Kuala Dungun, Terengganu
	*1Ahmad Suffian Mohd Zahari, 1Baharom Abdul Rahman, 1Zuriyati Ahmad, 1Nik Noor Afizah Azlan, 1Wan Maziah Wan Ab Razak, 2Ramli Ibrahim Tinik

	ID53 The Role of E-Readiness and Dynamic Capability: Evidence from SMEs in Indonesia
	Vellinda Fitriyana Syafia, Maya Indriastuti

	ID57 Financial Literacy for MSMEs’ Sustainability in Semarang with Digital Transformation as Intervening Variable
	Jihan Athaya Salsabila, Winarsih

	ID84 Public Debt, Budget Deficit and Malaysia’s Economic Performance: An Assessment using the Long Run Equilibrium Approach
	*Zuriyati Ahmad, Ahmad Syakir Ammar Ahmad O’llia, Rosman Mahmood


	Track 2: Entrepreneurship
	ID11 The Importance of Infoprenuership Training for Information Science Students in Higher Learning Institutions
	*Nurussobah Hussin, Uzma Liyana Abdul Rahman

	ID13 SME’s Performance in East Coast Malaysia: Antecedents of Customer Orientation and Marketing Innovation
	1*Najdah Abd Aziz, 2Rusnah Ismail, 3MA. Irfan Rahmana, 3Mulyana

	ID14 Entrepreneurship as a Career Choice: Intention towards Entrepreneurship among University Students
	1*Noorul Huda Zakaria, 2Noor Erni Fazlina Mohd Akhir, 3Norhamimah Rani

	ID18 Effectiveness of Entrepreneurship Learning Approaches: A Comparative Study
	*Norchahaya Johar, Nazlin Emiza Ngah, Marha Abdol Ghapar, Norlaila Ibrahim,  Azlina Shamsudin, Rusnah Ismail

	ID26 The Level of Public Responses towards Social Enterprise through Social Media Sites (SNSs)
	1*Nik Fakrulhazri Nik Hassan, 1Noorazlina Ahmad, 2Abd Razak Abu Kassim, 3Nur Raihana Mohd Sallem, 4Muhammad Abi Sofian Abdul Halim

	ID35 Students’ Awareness on Self-Employment – A Case Study in UiTM Cawangan Terengganu
	*Kartini Mat Rashid, Azlina Shamsudin, Nasiha Abdullah, Norchahaya Johar, Zuraini Jusoh

	ID40 A Theoretical Framework to Explain The Impact Of Personal Factors On Entrepreneur Resilience
	1*Dalili Izni Binti Shafie, 2Salmi Mohd Isa

	ID88 The Relationship between Elements of Online Business Platform and Business Growth Among Entrepreneurs Society in Terengganu
	*Khalid Amin Mat, Siti Rapidah Omar Ali, Nur Shafini Mohd Said, Nasiha Abdullah, Muhammad Hafiz Husain

	ID92 The Significance of Marketing Management Capabilities for New Business Model Transformations on SMEs Business Performance during COVID-19 Pandemic: Do Geographical Marketing Segmentation Indicator Differs?
	1Haslenna Hamdan, 1*Zalinawati Abdullah, 1Wan Maziah Wan Ab Razak, 1Nurul Ulfa Abdul Aziz, 2Ken Sudarti


	Track 3: Financial Management & Islamic Banking
	ID22 Internal Factors Affecting the Profitability of General-Insurance Companies in Malaysia
	1Muhamad Hafiz Aizat Hassan, 1Wan Anisabanum Salleh, 2Jaafar Pyeman,  1Suhaily Maizan Abdul Manaf

	ID38 A comparison of performance between the Shariah and the Non Shariah Compliance listed food and beverages firms Malaysia
	Nur Izzatie Zainuddin, *Salwani Affandi, Fathiyah Ismail

	ID59 New Market Segment of Retail Investors in the Malaysian Stock Market: The Characteristics of Millennial Investors
	1*Maily Patrick, 2Noryati Ahmad, 2Amirul Afif Muhamat, 1Imbarine Bujang

	ID62 The Effect of Good Corporate Governance and Company Size on Tax Avoidance: Empirical Evidence from Sharia Banks in Indonesia
	Pravita Wahyu Sayekti, Sri Sulistyowati

	ID76 The Influence of Investment Knowledge, Return, and Risk on Students Interest in Investing in the Capital Market (Research on Student of Faculty Economics and Business, University of Sumatera Utara)
	*Wesley Agustin Siahaan, Beby Kendida Hasibuan, Syahyunan, Isfenti Sadalia

	ID82 The Effect of Size, Board of Commissioners, Public Ownership and Leverage on Enterprise Risk Management Disclosures in Banking Companies Listed in Indonesia Stock Exchange
	*Nurul Fathiya Rhiza, Beby Kendida Hasibuan, Khaira Amalia Fachruddin, Lisa Marlina

	ID86 A Review on Technical Efficiency in Malaysian Telecommunications Industry
	1*Suhaily Maizan Abdul Manaf, 1Wan Anisabanum Salleh, 2Zetty Zahureen Mohd Yusoff

	ID89 The Acquaintance of Statutory Reserve Requirement and Dividend Payout Ratio
	Che Wan Khalidawaty Khalid, *Nurul Syuhada Baharuddin, Nor Jana Salim


	Track 4: Hospitality
	ID27 The Influence of Food Nostalgia on Revisit Intentions in Kopitiam Restaurant at Shah Alam, Selangor, Malaysia
	*Nor Saadah Che Deraman, Zul Hazam Mohd Piah, Izhar Hafifi Zainal Abidin, Nur Farrah Yasmin Abdul Latib, Siti Nurhanifah Sulong

	ID28 Consumer Intention towards Restaurant Online Food Ordering Service
	*Nur Amanina Idris, Mohamad Amiruddin Mohamad, Amir Manshoor, Norhaya Hanum Mohamad, Haslina Che Ngah

	ID29 The Influence of Marketing Strategy (4Ps) Towards Fast Food Consumption among UiTM Dungun Students
	*Norzaidah Ngali, Nor Suriatee Ahmad Sanusi, Nur Sahira Ahmad Tajuaripin, Norazlina Rahmat

	ID30 Eating Habits, Lifestyle and Weight Status amongst Students at Universiti Teknologi MARA Cawangan Terengganu Kampus Dungun
	*Norazlina Rahmat, Aliah Basirah Baseri, Siti Salmiah Che Hassan Norzaidah Ngali

	ID31 Working Environment towards Job Employment among Culinary Students: A case study of UiTM Cawangan Terengganu Kampus Dungun (UiTMCTKD)
	*Siti Nurhanifah Sulong, Norhaya Hanum Mohamad, Aniza Arifin, Siti Nor Fadillah Ahmad Shariff, Malissasahila Abdul Manap

	ID32 The Replicability of Heritage Malay Cuisine in Foreign Market
	1*Rahman Abdullah, 1Aniza Arifin, 1Azlina Samsudin, 2Sabaianah Bachok, 1Harnizam Zahari

	ID33  Traveling Motivation and Factors That Motivate People to Go Travel
	1*Siti Nor Fadillah Binti Ahmad Shariff, 2Massyittah Binti Omar, 1Siti Nurhanifah Binti Sulong , 2Zuratulraha Binti Jaafar, 3Khairul Anuar Bin Mohamad, 1Lily Nurainul Ashikin binti Ishak,

	ID37 Evaluation of Knowledge, Attitudes, and Practices (KAP) of Food Handlers at Ramadan Bazaar in Paka, Dungun
	*Noristisarah Abd Shattar, Nur Farah Syamimi Binti Manan, Wahida Binti Mohamad Aris

	ID39 Is Two Better than One?: The Issues of Co-Branding
	*Nur Syuhaada Kharil Anuar, Izhar Hafifi Zainal Abidin, Azlina Samsudin, Azahar Adzmy

	ID55 Local Tourists’ Perceptions on the Quality of Services among Local Street Foods Vendors during the Covid-19 Pandemic in Malaysia
	1*Nor Asikin Shaharuddin, 2Nurul 'Azwa Kamarudin, 3Sumayyah Shaidin, 3Amirah Mohd Juned

	ID81 Online Grocery Shopping: Purchasing Intention among Malaysian in Kuala Lumpur
	*Fatimah Abd Ghani, Hidayah Marsuki, Siti Nuruul Sa’adah Awang, Noorazlin Ramli

	ID85 Web Content Analysis: Incorporating Halal Information and Local Cuisine into Destination Marketing Strategies for Malaysia
	1*Mohd Hairi Jalis, 2Jefry Elias, 1Muhamad Nazhiim Abdullah

	ID87 Local Tourist Intention to Reuse E-Hailing Services from Smart Tourism Destination Perspectives in Malaysia
	*Maisarah Abdul Hamid, Nur Amanina Idris, Afnie Nadhira Sarbini, Mohamad Uwais Shamsul

	ID95 Online Food Delivery (OFD) Services during Pandemic COVID19: What factors influencing customers to use it?
	*Jazira Anuar, Wan Nazriah Wan Nawawi, Haslina Che Ngah, Zetty Madina Md Zaini

	ID96 Factor Affecting Customer Satisfaction On Utilizing Kiosk At Quick Service Restaurant (QSR)
	Ellya Syaira Mohd Rasmadi, Nur Ernie Ezura Pisol, *Siti Noraisah Dolah @ Abdullah


	Track 5: Human Resources
	ID34 Contribution Factors toward Job Satisfaction among Academicians: A Conceptual Paper
	*Kartini Mat Rashid, Marha Abdol Ghapar, Nasiha Abdullah, Nur Dalila Adenan, Hani Sakina Mohamad

	ID47 The Role of Organizational Relationship Quality in Relation with Lecturer Performance
	1*Zainuddin Zakaria , 1Nik Fakhrul Hazri Nik Hassan, 1Nazlin Emieza Ngah, 1Nurmuslimah Kamilah Abdullah, 1Rusnah Ismail, 2Elisabeth Siahaan

	ID51 Improving Small and Medium Enterprises (SMEs) Innovation Performance through Social Media Orientation and Business Intelligence
	1*Dima Roulina Simbolon, 2Nurhidayati Nurhidayati

	ID52 Human Resources Management Practices Based Gamification in Student's Organization
	1*Indah Rahayu, 2Nurhidayati Nurhidayati, 3Olivia Fachrunnisa

	ID61 A Comparison of Career Satisfaction between Millennials and Baby Boomers Workforce
	Agustiya Fatriya Rizky, Ardian Adhiatma

	ID65 A Model to Increase Career Satisfaction for Millennial Workforce: The Role of Spiritual Work Values and Job Engagement
	Nur Atika Yuniarti, Ardian Adhiatma

	ID71 Millennial Generation Career Expectations And Career Goals
	Rina Agustina, Nurhidayati Nurhidayati

	ID72 Millennials' Career Satisfaction from Islamic Perspective
	Achda IndaUyun, Nurhidayati Nurhidayati

	ID74 Identifying the Meaning of Work on Millennial Generation from Islamic Perspective
	Bella Anindya Karunisa, Olivia Fachrunnisa

	ID90 Graduates Employability: A Conceptual Framework
	1*Noor Malinjasari Binti Ali, 2Kardina Kamaruddin, 3Rahayu Izwani Borhanuddin, 1Hasmida Mohd Noor, 4Hasmi Mokhlas


	Track 6: Management & Operations Management
	ID50 An Interaction Model of Knowledge Creation, Knowledge Acquisition, Knowledge Sharing, Knowledge Application, Green Innovation, and Corporate Sustainable Development for MSMEs
	*Siti Sumiati, Sri Wahyuni Ratnasari, Erni Yuvitasari

	ID56 Identification of Road Users Involved in Commuting Accident
	*Zuraini Jusoh, Nur Shahirah Shafie, Zainuddin Zakaria, Kartini Mat Rashid, Nur Shafini Mohd Said

	ID58 Centralization: A Strategic Solution for Improving Hospital Management Effectiveness and Efficiency
	1Tri Wahyu Martanto, 2Tika Widiastuti, 2Dien Mardiyah, 2Imron Mawardi, 2Eko Fajar Cahyono, 2*Taqiyah Dinda Insani

	ID66 New Emerging Challenges at Workplace during Covid-19 Pandemic
	*Azian Abd Ghani, Zainuddin Zakaria, Rusnah Binti Ismail, Siti Najihah Amir Hamzah

	ID69 Meaning of Work and Career as Calling: A Model to Determine Millennial's Career Satisfaction
	Selly Septianingsih, Olivia Fachrunnisa.

	ID70 Millennial Leadership Skill, Training Model and Spiritual Work Value to Increase Career Satisfaction
	Nofia Sulistianingrum, Olivia Fachrunnisa

	ID73 Identifying Career Expectation of Millenial Generation
	Atik Rodiah Kurniawaty, Nurhidayati Nurhidayati

	ID78 Service Quality and Customer Satisfaction of Rail Transport: A Conceptual Framework
	*Noor Malinjasari Ali, Raslina Mohamed Nor, Siti Fatimah Mardiah Hamzah, Ruzaidah A Rashid, Suzila Mat Salleh, Hasmida Mohd Noor

	ID79 Overcoming Knowledge Sharing Barriers in Public Sector Organizations: A Conceptual Perspective
	*Wan Zuhaila Wan Abd Rahman, Nazlin Emieza Ngah, Rusnah Ismail,


	Track 7: Marketing
	ID10 Exploring Islamic Commodification as Symbolic Interactionism in Advertising
	1*Mohd Fauzi Harun, 2Nur Safinas binti Albakry, 3Abdul Halim Husain 2Harleny binti Abd Arif

	ID21 Customer Intention and Perception on Healthy Ice Cream
	*Noorazlina Ahmad, Nik Fakrulhazri Nik Hassan, Rajeswari A/P Raju, Hayati Adilin Mohd Abd Majid

	ID23 The Customer Consumption Trends and Marketing Strategy on Healthy Ice Cream
	1Nik Fakhrulhazri Nik Hassan, 1*Noorazlina Ahmad, ¹Abd Razak Abu Kassim, ²Yusnita Hamzah

	ID24 The Adoption of Smart Digital Marketing Technology Acceptance Model (MTAM) by AAREZ Holding Sdn. Bhd.: A Case Study of a Housing Developer Company In Kuala Terengganu
	1*Syahrul Hezrin Mahmud, 1Mohd Husnin Mat Yusoff, 2Mohd Ariff Nafizi Ibrahim, 3Muhammad Fauzi Embong, 4Ramizatunnisah Jais

	ID49 Interaction of Architectural and Specialized Marketing Capabilities with Retail Fashion SMEs Performance
	1 Hendar Winarsih, 2Baharom Abdul Rahman,  2*Azian Abd Ghani

	ID67 The Functional, Social and Emotional Value Co-Creation Role in the Relationship between Concerted Interaction Capabilities with Market Performance in the Beauty Salon Creative Service Industry in Central Java
	Burhanuddin Rif’at, Hendar

	ID68 The Effect of Relational and Empowered Interaction Capability on Market Performance in Salon Beauty Creative Services in Central Java: The Role of Social Value Co-Creation Mediation
	Aditya Ilham Farohi, Hendar

	ID75 Role of Relational and Individual Interaction Capability in Improving Social Value Co-Creation and Market Performance
	Abdurrahman Very Cakasana, Hendar

	ID77 Towards Socially Responsible Business Model: Do Religiosity and Attitude Affect Consumer Boycotts?
	1*Zalinawati Abdullah, 2Marhana Mohammed Anuar, 3Mohd Rafi Yaacob

	ID94 Impact of Consumer’s Demographic Factors Towards Online Shopping Behavior: A Study in Malaysia
	1*Nurul Ulfa Abdul Aziz, 1Zalinawati Abdullah, 1Haslenna Hamdan, 2Hendar Hendar, 2Siti Sumiati,

	ID99 The Importance of Experiential Marketing and Electronic Word of Mouth Communication on E-Loyalty among Bukalapak Users: A Case of Student at Faculty of Economics and Business, Universitas Sumatera Utara (USU).
	Irhamsyah Pulungan, *Arlina Nurbaity Lubis, Endang Sulistya Rini, Beby Karina Fawzeea


	Track 8: Technology, Innovation & Others
	ID19 Students’ Acceptance on Online Educational Games
	*Marha Abdol Ghapar, Norlaila Ibrahim, Azlina Shamsudin, Norchahaya Johar

	ID42 Wanita dan Keganasan Jenayah (Women and Criminal Violence)
	*Nasiha Abdullah, Kartini Mat Rashid, Khalid Amin Mat, Nur Shafini Mohd Said, Siti Rapidah Omar Ali

	ID44 Penggunaan Aplikasi Teknologi dalam Pengajaran dan Pembelajaran (PdP) Secara Kolaboratif Dikalangan Pelajar Universiti Sepanjang Tempoh Perintah Kawalan Pengerakan (PKP) (The Application of Technology in Teaching and Learning (T&L) for Collaborat...
	*Nor Hamiza Mohd Ghani, Mohd Khairi Ismail, Sholehah Abdullah

	ID46 A Proposed Framework to Evaluate the Effectiveness of Online Learning Among Students of Public Universities In Terengganu During COVID-19
	1*Amirudin Mohd Zani, 2Mohd Ariff Nafizi Ibrahim, 3Azlinda Mohammad, 4Siti Munirah Muda, 5Ramizatunnisah Jais

	ID83  The New Norms and Students’ Motivation in the Pandemic Sphere
	1*Nurul Aisyah Awanis binti A Rahim, 1Wan Maziah binti Wan Ab. Razak, 1Ahmad Ismail bin Mohd Anuar, 2Nurul Aisyah Munirah binti A.Rahim

	ID93 Western Materialism and Islamic Religiosity: A Genuine or False Compatibility?
	1,2*Anita Md. Shariff, 2Muhammad Irwan Ariffin, 2Mustafa Omar Mohammed

	ID97 Knowledge Sharing Behavior via Online Learning Environment:  Systematic Literature Review
	Yau’Mee Hayati Hj Mohamed Yusof


	Notes

	Last page



