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Abstract: Couples choosing to tie the knot are overwhelmed by a variety of products and services 
offered in Malaysia to make that special day truly memorable. This research note aims to explore 
factors that motivate Malaysian couples in choosing their wedding venue and to identify which of 
these factors are most significant to the Malaysian couples in their decision-making process.  The 
practical implications of the findings would benefit wedding service providers such as wedding 
planners, hoteliers, caterers and venue owners in designing compatible wedding packages that 
meet the desires and budget of Malaysian couples. Apart from the hospitality, food and beverage 
industry players, and event organisers, this area of research may assist the government, particularly 
the Ministry of Tourism to enhance their efforts in promoting Malaysia as a premier wedding 
destination.
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Introduction

A wedding, in any culture, is a momentous occasion when a couple plans a celebration 
that shares their love story with their families and friends, in a wedding venue of the 
couple’s choice. It is a celebration filled with emotional moments in a memorable way, 
regardless of ethnic or culture. Wedding tourism is becoming increasingly popular 
(Major, McLeay & Waine, 2010). Acorn Consulting Partnership Ltd (2008) defined 
wedding tourism as travelling internationally for the purpose of getting married 
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or celebrating a wedding. Boden (2001) highlighted that weddings have become a 
commodity, providing opportunities for each host destination to market itself as a 
place where a special life event can be commemorated in an unforgettable way. 

The public perception of Malaysia as a wedding destination is usually associated 
with its rich diverse culture and beautiful natural scenery (Zamri, Darson, Wahab & 
Lim, 2013). Despite the growth of weddings as a commercial activity in Malaysia, 
not many studies have examined the decision-making process of couples with respect 
to venue selection for their wedding ceremony and reception (Lau & Hui, 2010).   

In Malaysia, the hotel industry has benefited tremendously from the boost for 
wedding venues and has become a tourism product in demand. In cognisance, many 
hotels and resorts now come equipped with attractive facilities and amenities as well 
as have started providing professional wedding planner services at an affordable price. 
With these attributes, Malaysia can potentially rise to be a top choice for preferred 
wedding destination. The purpose of this research note is to explore the perceptions 
of Malaysian couples in venue selection and attributes for their wedding. 

LITERATURE REVIEW

Globally, the popularity of wedding destinations has increased over the past decade 
and well accepted as a significant market segment for destinations. According to 
Mintel (2010), a United Kingdom (UK)-based market research firm, one in five 
UK weddings takes place abroad; between 2005 and 2010, the number of weddings 
abroad increased by 27%. Statistics New Zealand (2010) reported that the number 
of couples travelling inbound to get married increased from 800 per year in the 80s 
(3% of weddings) to approximately 2,000 per year (8-9% of weddings) during the 
period 2001- 2009. Studies on Japanese consumers also highlighted the growth in 
the wedding tourism market segment; it was reported that an average of 40,000 
Japanese couples have destination weddings each year (Ma, 2011). In India, this 
niche market has been on the increase by almost 100% annually (Kaul & Khanna, 
2011). 

In Malaysia, the Tourism Malaysia Board works closely with the Association 
of Wedding Professionals (AWP) (Tourism Malaysia, 2015). The AWP was formed 
to increase awareness of wedding services and safeguard the professionalism and 
credibility of its members in order to improve the quality of services. Malaysia has 
always been recognised for its vast tourist appeal due to its rich culture, heritage 
and exotic cuisine. A melting pot of distinct cultures of Malays, Chinese, Indians, 
Portuguese, Eurasians as well as indigenous people, Malaysia provides the perfect 
setting for a wedding set in the rich flavour and culture of Asia. 
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PROBLEM STATEMENT

This research note proposes that the manner in which couples choose their wedding 
venues can be comparable to how tourists’ choose a travel destination. The tourists’ 
choice of destination is based on their needs and wants at the particular point in time 
similar to motivation to travel. Studies on travel motivation are rooted in theoretical 
frameworks of sociology and social psychology (Hsu & Huang, 2008). A review 
of literature indicates that travel motivation is regularly examined by motivation’s 
theory based on push and pull factors (Mohammad & Som, 2010). Although push 
and pull motivation has been accepted as a useful framework for explaining travel 
motivation and destination attributes (Bansal & Eiselt, 2004; Fluker & Turner, 
2000; Goossens, 2000; Jang & Cai, 2002; Kim, Lee & Klenosky, 2003; Kozak, 
2002), most of the empirical studies on travel motivation have focused on North 
American and European countries (Kim & Prideaux, 2005; Rittichainuwat, 2008) 
while empirical findings relating to Asian regions remain insufficient (Hsu, Tsai 
& Wu, 2009). In particular, there is limited theoretical or conceptual framework 
towards understanding wedding destination choices in terms of venue selection and 
attributes in Malaysia. 

PURPOSE

This research proposes the use of the push and pull motivation factors, common to 
the tourism industry, to develop a framework for the selection of wedding venue and 
attributes as presented by Seebaluck, Munhurrun, Naidoo and Rughoonauth (2015). 
Push factors are defined as the social-psychological needs that urge someone to travel 
to a specific destination (Crompton, 1979). A large portion of the push components 
comprise natural and intangible components that push individuals to travel. These 
social-psychological intentions can be connected to the yearning to get away, rest and 
relax, experience, popular and social activities. Curiosity too has a heavy influence on 
travel choice as individuals are pulled to novel and varied things and look forward 
to visiting new places or doing new things to fulfil their social-psychological needs 
(Yuan & McDonald, 1990). A component that pushes individuals to travel and 
which is exceptionally important to wedding tourism is the need to demonstrate 
belongingness/love (Awaritefe, 2004). Travellers seek anomie and ego enhancement 
to satisfy their other intrinsic needs (Dann, 1981; Fodness, 1994). This suggests that 
venue selection is a symbol of social status for couples. 

Pull elements are known as external inspirations that emerge as a result of the 
engaging quality of a destination (Kassean & Gassita, 2013). For wedding tourism, 
the exoticism of the place itself plays a significant part of the pull factor which 
incorporates both tangible and intangible components like shorelines, streams, 
scene, biodiversity, the 3S – sun, sea, sand and other elements (Phillips & House, 
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2009; Prayag & Ryan, 2012; Seebaluck et al., 2015). Combined with push factors, 
pull factors such as supply of wedding venues and its attributes will influence a 
couple’s choice in selecting the ideal venue provider.

Weddings are strongly dependent on the availability of amenities (Uysal, 
McIellan & Syrakaya, 1996) and man-made pull factors which will influence 
whether Malaysia’s hotels and resorts are chosen as “the” location to get hitched. 
These factors range from location, facilities/amenities, cost, quality service and 
good accommodation (Awaritefe, 2004) and should encompass all vital services and 
requirements needed to satisfy the client’s travel and wedding experience; resulting in 
a competitive edge for the venue. While push components are recognised as internal 
want or need that pushes one to select their desired venue, pull elements are generally 
external properties or factors that draw people into choosing a certain place as their  
their wedding venue.

The discussions in this research note are preliminary. An important aspect that 
needs further studies is the economic contribution of wedding tourism to Malaysia, 
as this country has all the right attributes such as satisfactory facilities and amenities, 
‘sun, sea and sand’ and capacity to meet any budget, similar to other successful 
wedding destinations such as Hawaii, the Caribbean, Italy, Mexico, Fiji, Maldives, 
Mauritius, and Bali (Del Chiappa & Fortezza, 2015; Major et al., 2010; Seebaluck 
et al., 2015). Further studies on the suitability of the push-pull motivation theory 
needs to be properly presented and supported by literature. This can be done by 
engaging research perspectives and introducing further clarification.
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