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Abstract

Assessing the intention of tourists to visit an attraction is crucial for marketers, and especially
significant in turmoil conditions such as during and post pandemic. For a special niche attraction that
promotes dark tourism like prison, promotional tools are important to set a desirable image for
tourists. This paper investigates the relationship between promotional tools and tourists’ intention to
visit the Malaysia Prison Museum, Melaka. The questionnaires were posted online on various
platforms, and tourists who had not experienced visiting the attraction were selected as respondents.
The results indicated that promotional tools were perceived important and were found positively
related to their intention to visit. However, some issues concerning the applicability of different
promotional tools surfaced. In today’s digital world, having a great webpage and continuous updates
on social media is inevitably one of the key successes in marketing. Furthermore, the study also
concluded that the lack of support from the government and management in promoting the museum
is probably the main reason why this attraction has yet to receive tourists’ attention. This study
provides good insights in tourists’ perception of promotional tools used in niche market; which is dark
tourism, and how it can motivate them to visit. The outcome of the study can be used as a guideline
for any prison museum management that promotes dark tourism to develop more efficient and
updated promotional tools and strategies.

Keywords: Promotional Tools, Dark Tourism, Museum, Intention to Visit, Perception of Tourist.

Introduction

Tourism comprises several types of segmented attractions. A mass tourism attraction includes nature,
islands, and mountains, but a more focus-oriented tourism attraction includes gastronomic tourism,
culture-based tourism, rural and community-based tourism, wildlife, green, and even dark tourism. As
stated by Hartmann (2014), Logan and Reeves (2009), as well as Stone and Sharpley (2008), the start
of dark tourism market is a result of a switch phenomenon in tourists’ interest, and this is not new in
tourism industry. Dark tourism is defined as “the act of travel to sites associated with death, suffering,
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and the seemingly macabre” (Stone, 2006, p. 146). Furthermore, it is seen as an activity of visiting
places that represent misery, catastrophe, crime, disaster, or death. The focus on the latter also means
that it is associated with the extensive 'thanatopic' tradition (Foley and Lennon, 1996; Sharpley, 2009;
Stone, 2006). As tourism becomes more accessible, the constant desire of tourists for something new
has had some impact on the popularity of these ‘dark’ places and it is reported that hit or searches for
dark tourism on the internet has risen to 4 million in 2017 (Light, 2017).

Malaysia is famous for its gastronomy, cultures, and Muslim-friendly destinations. Melaka, for
example, is well-known for culture, heritage, food, and history. Mahorm (2018), in an article published
by The Star mentioned that Melaka is a second topmost visit destination by tourists in Malaysia with
an achievement of having 17.02 million tourist arrivals in 2018. From the figure, 11.33 million or 66.6%
were domestic tourists while the remaining 5.68 million or 33.4% were foreign visitors. One of the
iconic attractions in Melaka are the museums. There are more than ten existing museums in Bandar
Hilir, Melaka which were established in the ancient times, such as Maritime Museum (Flor de la Mar),
Folk Museum, Museum of Stamps Melaka, and Melaka Sultanate Museum. These museums are
famous for their history that relates to the Melaka Sultanate era. The management which falls under
the responsibility of Perbandaran Muzium Melaka (PERZIM) preserve their own heritage values. It is
interesting to note that Melaka also has a dark tourism attraction, i.e., the Malaysia Prison Museum.
It is the second oldest prison in Malaysia after Jerejak Island, Bidong Island, and Batu Lintang, Kuching
(Braithwaite & Lee, 2006) and has been established as a tourism attraction since 2014.

For museums, the support from government bodies, public agencies, travel agencies, and tour
operators are important to ensure this particular type of attraction exist in the minds of the tourists
when planning their tours. However, it is sad to admit that lacking in terms of support is the reason
why this type of attraction is facing challenges to grow (Bhuiyan, Siwar & Ismail, 2013). Zahari,
Hanafiah, Mahbob, and Zain (2016) also agreed with the statement as tourism stakeholders in
Malaysia show less interest in promoting this particular product. Cavlek (2002) argued that, in order
to be sustainable, any existing or new tourism product should be aggressively promoted through the
communal efforts of all those involved in the tourism industry. For this reason, it is clear that there is
a need for a strong collaboration and commitment on the part of the tourism stakeholders to develop
and promote dark tourism sites. Three aspects in the management of places of death and suffering
(dark tourism) for tourists are management of problems, interpretation, and marketing or promotion
(Light, 2017).

Mat Som (2014) stated that only about 100,000 domestic and international tourists had visited
Malaysia Prison Museum located in Bandar Hilir Melaka since its operation in 2010. This indicates
that the area is receiving less attention although it has been operated for a decade.

Compared to other popular museums nearby such as Maritime Museum Complex, they have received
about 171,657 visitors from January until August in 2019 alone and more than ten million in the past
five years (PERZIM, 2019). Hence, Malaysia Prison Museum is left very far behind. Understanding the
dimensions of tourists’ consumption value might have an important impact on improving the value
perceived by tourists to settle for dark tourism. Therefore, promotional tool is crucial in marketing
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the attraction to raise awareness and draw tourists’ intention to visit. It has been proven that this
tourist attraction spot was not challenged in its promotion strategy. Thus, this study is aimed to (i)
to identify the perception of tourists on promotional tools used by Malaysia Prison Museum and (ii)
to assess the relationship between promotional tools and tourists’ intention to visit Malaysia Prison
Museum. Up to this date, multiple studies on dark tourism have been conducted in Malaysia, looking
at motivational factors (Mahbob et al., 2013; Khamis & Syariff, 2016), importance of dark tourism in
war and memorial places (Braithwaite & Lee, 2006), acceptance towards locals (Masanti, 2016), tour
operators’ perceived value (Zahari et al., 2016), and potentials of dark tourism (Tan & Lim, 2018).
However, limited studies measured the effectiveness of promotional tools for this unique type of
tourism. Hence, an empirical investigation needs to be undertaken to fill the gap of such studies,
particularly looking at prison museums in Malaysia.

Literature Review

Prison as Dark Tourism Attraction

Prison tourism can be considered as part of an unusual practise known as ‘shadow’ tourism (Clarke,
Dutton & Johsnton, 2014). It is a growing attraction but not the latest trend in tourist attraction. Prison
tourism sites are also called prison museums due to their relatedness in conserving and exhibiting
historical, social, and/or cultural objects or interests in architecture. Therefore, they possess many
features of traditional museums. They are places where human misery, black site of death, and
suffering occur (Sharpley, 2009). Welch and Macuare (2011) claimed that representations of
unoccupied prisons can re-enhance public discourse on contemporary prisons. Their representations
may become "monumental museums" (Walby and Piche, 2011: 452) reflecting and even replacing the
frameworks they have in the general public. Their views are becoming facts for the public.

Prison visitors observe the neutral collection or objects inside a museum. They somehow engage in a
project in which the present draws on previous events to construct its modernity (Welch & Macuare,
2011). For these reasons, the image of jail history in prison museums plays a vital role in influencing
the viewers' opinions regarding contemporary punishment. The prison museums also vary as far as
education and entertainment are concerned (Ross, 2012). According to Yilmaz (2009), one of the ways
to attract the visitors is by participating in the prisoners’ production such as handicrafts like carpentry,
joinery, and carving that exist in the prisons. As an instance, a case of Sinop Fortress Prison which
became popular because of the visitors could not escape into the historical phase, thus, handmade
prison ornaments contributed significantly to the promotion of Sinop.

Malaysia Prison Museum which operates in Melaka city is one of the tourist attractions that allows
exploration of the interior of a former jail which has been turned into a museum. This museum focuses
its eyes on Malaysian jails; both from the past and present prison systems that had been used since
18th century. It was developed under the British rule and second oldest in Malaysia after Jerejak
Island. Ambience inside of the prison museum can be felt practically due to its ‘prison’ vibes when
tourists visit exhibits, such as the isolation cells, questioning rooms, and hanging gallows. The
immersive videos on corpuscle punishment and the interior of jail cells make it more disturbing,
especially for small children. Tourists who explore a prison are regarded as emotionally strong. It is
indeed part of the political tactics for advocates who seek to criticise prisons and punishment attitudes
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and to keep prison discussions alive. The museum is also used to display photographs of original
sketches and scrawler walls by the inmates, as well as pictures of the inmates’ buttocks during the
abuse of the whipping cane. The historical context and imagery which have been built over time
appear more real over prisons. These earlier texts' haunted' the current architectural space (Fiddler
2011).

Destination Marketing for Dark Tourism

Marketing is the performance of business activities that direct the flow of goods and services from
producers to consumers. Under marketing mix, there is the existence of promotion, i.e., a dimension
known as promotional tools, which is subject to internal and external circumstances. As stated by
Peattie and Peattie (1994), usually it is the time, place, or customer community that promotes
customers’ direct responses or marketing intermediaries through the additional advantages offered.
According to Minic (2012) promotions of dark tourism should exist and it is part of the key areas of
dark tourism industry. The benefits of good promotions will be great if the attraction is properly valued
and the supply is properly placed on the market.

For a unique attraction like dark tourism, marketing needs more considerable efforts. The
popularity of dark tourism is dependent on the number of tourists opting for vising dark sites.
Motivating factors for tourists can be clubbed into biological and socio-cultural forces that stimulate
the behaviour of people. The desire to explore the unknown and unusual or paranormal can be
considered as the pushing factors for dark tourism (Saha, 2020). Marketing and promotional efforts
must be tailored and meet the specificity of the market.

Sharpley (2009) emphasized that dark tourism popularity has been greatly increased by the
advertising that mass media can provide. Stone (2009) agreed that the media of advertising have a
strong connection with dark tourism and a widespread of media reports have succeeded in integrating
the prison into popular culture (Wright & Cropanzano, 2000). Moreover, as mentioned by Govers and
Go (2003), the consumers of tourism are 'actively engaged in developing and adding value to the
picture of the tourist destination'. In advertising, there are things which need to be considered while
planning, such as objective setting, budget calculation, message decisions, and campaign evaluation
(Pike, 2004).

On the other hand, Farooq (2018) indicated that public relations differ a lot from advertising
and are more important than these ads. The interaction between the media and other individuals
involves news stories, incidents, and features which are considered more genuine. It is known as
consumer "news" rather than a correspondence that focuses on sales. Public relations are known as
the result of an organization where the methods are specific to press releases, newsletters, press
conferences, and news reports. For coverage of notable business activities, small companies often
must establish relationships with the local newspapers and TV stations (Kokemuller, 2019). KeSetovi¢
(2011) stated that public relations’ approach should be used for future crisis management and
preparedness measures for dark tourism, especially in terrorism attack sites. Itisimportantin creating
the desire for potential tourists to visit. Seitel (2001) mentioned that the roles of public relations help
to create and sustain reciprocal ties between the authorities and tourists. Giving visitors knowledge
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about the area becomes a basic cornerstone and essential for developing a relationship, especially in
marketing dark tourism.

Another form of marketing that is fast becoming significant is internet marketing. It is known
as digital marketing which acts as a key strategy in gaining popularity for a destination to grow
(Makosa, 2019). According to Kaur (2017), digital marketing today has become an indispensable part
of every business irrespective of its nature and size, especially in tourism industry. It is then, being
revolutionize as interactive marketing where customers can connect and communicate with the
buyer. Under interactive and internet marketing, there are social media, websites, emails, electronic
word of mouth (e-WOM), blogs, and even video blogs (VLOG). In the last two decades, the use of
internet increased and therefore, the Destination Management Organisation (DMO) such as dark
tourism industry has to consider an online marketing way as well (Jahnke, 2013). Social media play
an increasingly important role in the travel industry as they reshape the way travellers search for
information, create a plan, and decide to travel (Leung & Bai, 2013; Xiang & Gretzel, 2010). Based on
these studies, lacking information or knowledge regarding the site, especially dark tourism, makes a
person less interested and intention to visit. Garcia (2012) mentioned that this approach is even
important for dark tourism industry and employing such approach has shown some evidence of
increased visitation.

The objective of most marketing strategies attempts to influence behavioural intentions and
increase probability for travellers to visit (Hennessey, Yun, & MacDonald, 2016). The prediction of
visitors’ future behaviour is therefore a vital part of planning and forecasting the number of visitors
for marketers. Tracking visits with actual visits is an important measure in the effectiveness of a
marketing strategy for many tourist destinations. This is because tourists' intentions are formed
through a rational choice and decision as Vogt, Winter, and Fried (2005) indicated, intentions are
assumed to accurately predict actual behaviour. For the case of Melaka Prison Museum, the
responsibilities of marketing rely on PERZIM as the management authority and efforts have been
made to market the place as a dark tourism attraction in Melaka. Advertising, public relations, and
online marketing have been conducted to promote this place; however, the number of visitors has
not been likely to show the successfulness of the efforts made. As mentioned earlier, the Melaka
Prison Museum is not receiving a comparable amount of visitors as other museums under PERZIM.

Methodology

To determine the relationship between promotional tools and tourists’ intention to visit, a
descriptive research design was used along with a quantitative approach through the present cross-
sectional study. The instrument developed was adapted from the previous studies by Arshad and
Aslam (2015); Alananzeh et al (2015); Weng & Huang (2018); Kennedy (2016) and Hidayat and La
Are (2018). A pilot study was conducted prior to the data collection phase and the reliability values
obtained for all the variables tested were above 0.70.
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The questionnaires were distributed using social media platforms, and a non-probability
sampling technique was employed. Based on the latest number of tourists visiting Melaka, the
targeted respondents were 382. The respondents were tourists who visited Melaka and must satisfy
the screening question and had no experience visiting Melaka Prison Museum. Respondents were
asked for permission prior to their agreement to participate in the survey. Attached together with
the questionnaires were examples of marketing materials of Melaka Prison Museum. These were the
actual materials used by PERZIM which comprise of media advertising, paper cutting of public
relations programs ran by the prison, and four webpages and social media accounts of the prison. A
total of 379 were successfully obtained and after undergoing the data cleaning process, a valid of
316 responses were analysed. Correlation analysis was used to determine the level of correlation
between the perceptions of tourists of the promotional tools used (independent variables) towards
intention to visit (dependent variable) the Malaysia Prison Museum.

For this study, the hypotheses proposed were as stated below:
H; : Thereis arelationship between promotional tools and tourists’ intention to visit.
H,1: Thereis arelationship between advertising and tourists’ intention to visit.
H,,: Thereis arelationship between public relations and tourists’ intention to visit.
H,3: There is a relationship between interactive and internet marketing and tourists’
intention to visit.

Result and Analysis

Demographic Analysis

The total respondents analysed from the survey was 312, which included 60.4% (n=191) males and
39.6% (n=125) females. Based on age group, 3.5% of the total fell within 18-19, 59.2% within 20-29,
13.0% within 30-39, 13.9% within 40-49, 9.5% within 50-59, and 0.9% within 60 and above. 95.3%
were Malaysian respondents while the rest were international. Most respondents who held a high
school qualification were 15.8%, 24.7% with diploma, 49.4% with degree, and 7.6% were
postgraduates. Meanwhile, the rest held a certain professional certificate. 16.8% of the respondents
were employed in government sectors while 33.2% worked in private sectors. 30.7% of the
respondents were students, whereas 10.1% were unemployed. When asked whether they knew
about the existence of Malaysia Prison Museum, 65.7% were not aware, 33.9% were aware, but most
of them have had the experience of visiting Melaka at least once (97%).

Perception on Promotional Tools

The respondents agreed that the frequency of advertisements makes them aware of the attraction
(M:4.21, SD: 0.796). It also serves as a useful resource on the attraction (M:4.19, SD:0.836). They
agreed with the use of national language and English language in advertisements (M:4.11, SD:0.906),
and the ability of the contents to persuade (M:4.00 SD:0.997). Meanwhile, the respondents perceived
that brochures give them truthful information on the attraction (M:3.98, SD:0.936) and the choice of
colours of both text and page background in advertisements catches their attention (M:3.98,
SD:0.974). The respondents perceived that printed advertisements are still very important for
creating
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awareness of this attraction (M:3.91, SD:0.935). In addition, advertisements are also perceived to be
helpful in making their travel decisions (M:3.87, SD: 1.125). As for public relations, the respondents
mostly agreed that activities by the organization provide them information about the attraction
(M:3.99, SD:0.772). They also perceived that this promotional tool allows their engagement with
other visitors and the authority (M:3.88, SD:0.809). In fact, such public relations assist in making them
well-informed of the attraction (M:3.62, SD:1.061) and minimize the cost to obtain information of
the attraction (M:3.43, SD: 1.221).

Promotions through the internet were perceived to provide updated information (M:4.42, SD:
0.679). For internet and interactive marketing, respondents agreed that shared photos and videos on
the internet make awareness (M:4.40, SD: 0.681). They also perceived that social media reviews give
them confidence in searching the place (M:4.38, SD: 0.667). Availability of contents on the internet
draws their attention to the attraction (M:4.34, SD:0.698). The respondents were more exposed to
interactive and internet marketing rather than traditional marketing (M:4.32, SD:0. 761) and they
noted that comments on social networks act as relevant sources of information (M:4.29, SD:0.732).
Besides, the respondents perceived that posts in social media describe the reality of the attraction
(M:4.25, SD:0.763). In addition, they agreed that the homepage of the museum website is considered
to be the most important element in providing first impression of the attraction (M: 4.24, SD:0.888).

In this study, the researchers were able to analyse the tourists’ intention to visit in which the
respondents conceded recommendations of other users which affect their intentions to visit place
(M:4.05, SD: 0.773). The respondents were willing to visit the place after they were aware of the
promotions and media contents (M: 4.04, SD:0.747). They also sought positive opinions of others
about the attraction (M:4.01, SD:0.756). Furthermore, the respondents planned to visit the place in
the future (M: 3.93, SD:0.844). There were also positive views among the respondents to make
Malaysia Prison Museum a popular tourist destination (M: 3.88, SD:0.840). Nonetheless, the
respondents were least agreed with visiting the attraction compared to others (M:3.38, SD:0.983)
and ranked the attraction to become their first choice when travelling to Melaka (M3.21, SD:1.234).

Relationship between promotional tools and intention to visit

To assess the relationship between promotional tools and intention to visit, a correlation
analysis was conducted. Based on Table 1, promotional tools showed a moderate correlation with
intention to visit (r=0.58). This was based on the rule of thumb of correlation coefficient by Natarajan
and Xiaojia (2016), which classified relationship between 0.4 and 0.6 as moderate. Moreover, both
are in positive sign of r, which indicated the relationship of promotional tools and intention to visit
as positive. p=0.000 which is less than 0.01 shows significant to each other. Thus, promotional tools
were moderately positive to intention to visits.

As for Table 1 below, the variables such as advertising, public relations, and interactive and
internet marketing were measured to determine the relationship with intention to visit. All variables
were at moderate level of correlation, i.e., advertising (r=.537), public relations (r=.503), and
interactive and internet marketing (r=.467). The three that showed a positive sign indicated a positive
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relationship between advertising, public relations, and internet and interactive marketing towards
intention to visit.

Table 1: Pearson correlation of variables to intention to visit

Correlation Advertising Public relations Interactive internet Intention to
marketing visit
Advertising 1
Public relations .686** 1
Interactive internet  .616** 572%* 1
marketing
Intention to visit 537** .503** A467** 1

** Correlation is significant at the 0.01 level (2-tailed).
*Sample size=316

Hypothesis Testing

In determining the hypotheses, sig value for each of the variables must be observed. Sig
value should not exceed p=0.05. The values shall be less than alpha 0.05 for the hypothesis to be
accepted. After the analyses were conducted, the values of such were obtained: advertising;
1:4.263, p=0.000, public relations; t:3.162, p=0.002, and interactive internet marketing, t;2.796,
p=0.005. As all the values were less than p=0.05, hence, all hypotheses were accepted.

Conclusion

Promotional tools of Malaysia Prison Museum have contributed to tourists’ intention to visit.
The use of printed advertising such as brochures, signage, and online posters are able to be perceived
in creating awareness among tourists to visit. It is similar to public relations programs where
collaborations with local universities and exploration activities of the museum had gained the
perception of tourists towards one of the promotional tools. In terms of interactive and internet
marketing, the use of Facebook and the website has shown some positive influence in creating
awareness.

It helps in receiving latest information of the attraction along with shared photos and videos
that makes the positive impact. However, the analysis has shown that the value scored was the least
for this variable. Thus, this may require attention from the management of the attraction. In today’s
trend, tourists and visitors are depending more on social media and digital marketing to help them
make travel decisions. Management should do digital marketing with fresh conceptual and technical
tools to articulate and tackle problems (Xiang, 2018).
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In general, all variables have relationships with intention to visit. Advertising placed the highest
score followed by public relations and interactive and internet marketing to be correlated with
intention to visit. Although they play an important role in creating awareness of the place, these
variables however were placed under moderate score where promotional tools might not be a major
contributor in enhancing tourist arrivals and motivating them to visit. Therefore, other aspects like
facilities such as parking space, directory, signage, or settings (e.g., information inside of the
attraction) must be analysed to determine the most influential contributor. Light (2017) conceded
this matter under managing the dark tourism attraction to attract tourists, hence the management
aspect should be focused on. The management aspect covers the operation of providing tour
operators or tour guides which is also deemed helpful in influencing tourist intention to visit. Garcia
(2012) stated that dark tourism attraction requires having a proper tour guide and tour operator to
boost this market. This proposition is linked to Zahari et al (2016) urge for tourism stakeholders,
especially tour operators to foresee dark tourism market as a selling point to be promoted in
Malaysia. It is also said that the motivation of the tourists plays a role in their intention to visit certain
attractions.

Even though the study highlighted a range of interesting, significant, and meaningful findings,
several limitations were encountered, especially during the research processes. Firstly, the study was
merely focused on promotional tools when there were other existing factors that can be the main
contributors in solving the issue. Secondly, the result of this finding cannot be generalized to all
museums and treated them as the same when this museum is pruned to be a dark tourism market.
As a result, the researchers faced difficulties to link it to the market. Lastly, due to the current
pandemic, the researchers had difficulties in explaining to the respondents about the research;
therefore, some hardly cooperated. In creating public awareness and receive more tourists on this
attraction, the management must not only focus on promotional strategy, but also other aspects,
such as to develop a 360 google street view or a plan to improve the facilities. This study can also be
areference for other researchers who intend to explore this attraction genuinely. Moreover, the style
of promotional tools will constantly be changing due to technology advancement. Regardless, dark
tourism should still be preserved as the experience is different from the others. Therefore, it is
essential for researchers to continue investigating the aspects that influence intention to visit to the
attraction.
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