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Abstract:

Food Image has began to influence the traveller visit intentions, thus realizing the
connection between the both becomes crucial . Food image is now one of the key
influencer for choosing a place to visit..Food in itself is diverse in nature with lot of
cultures co-existing . Different types of food are used and can be linked with a specific
location for destination branding ,marketing and promotion purpose .Since food is the
basic human need and travller’s would love to visit the place where authentic and
genuine food is being served .This research work is focused to highlight the connection
among food image of a destination & traveller’s visit intentions .Fifty research papers
have been extracted from the last fifteen years i.e from 2010-2024 with keywords food
image,destination,traveller’s visit intentions .Conclusions and findings of this paper will
definitely help the stakeholders,destination branding companies to promote,popularise
and market a destination .This paper provides a applied recommendation for labelling
culinary tourism in a particular place of visit. . Provides a valuable insight to the
destination marketers who are looking forward to reform a local food into a tourism
product thus leading to the promotion of culinary and sustainable tourism. Scholars can
also get valuable insights from this paper getting the future scope of research .It has also
been analysed that generation z wants to spend least time in cooking and fulfills their
interest in food as taking part in culinary tourism.

Keywords: Food Image ,Destination, Traveller ,Visit Intentions, Motivations,
Systematic Literature Review.

Introduction :

Exploring local food cultures has become a key motivator for many travelers, elevating culinary
tourism to a prominent position within the tourism industry (Hjalager, 2002). The connection among
cuisine, culture, and travel has attained limelight , as culinary experience often shapes travelers’
perceptions and intentions to visit a particular destination (Cohen & Avieli, 2004). As such,
"destination food image," plays a valuable contribution in crafting tourists' preferences and decisions
to visit (Baloglu & McCleary, 1999). This food image covers both tangible aspects for instance
regional food,culinary outlets, and culinary festivals, along with intangible elements including the
perceived quality and authenticity of the food experience (Richards, 2002).
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Understanding the way destination food image impacts travelers' intentions to visit is crucial for
tourism marketing companies and stakeholders seeking to enhance a destination’s appeal through
culinary tourism. The destination food image not only updates tourists about the culinary offerings
of a place but also establishes a link between a traveler’s personal food preferences and their broader
travel motivations (Alves et al., 2018). Literature reflects that the appeal of food-related experiences
can definitely influence both the decision-making process and the overall satisfaction of tourists,
leading to stronger emotional connections with the destination (Gautam & Rani, 2020). However,
despite of the fact that there is a growing body of literature, there remains a need for a deeper
understanding of how the perception of a destination’s food image affects travellers’ visit intentions,
also how these intentions ultimately contribute to the growth of culinary tourism.

A thorough understanding of the diverse variables influencing a tourist's gastronomic journey is
essential for destinations seeking to differentiate themselves. (Mensah et al., 2023). The study
involved a comprehensive analysis and synthesis of 50 research articles published between 2010 and
2023, conducted through a systematic review of the existing literature.Findings of the research
indicates that food attributes ,personal traits and destination attributes influence the gastronomic
experience . This conceptual review work focuses to critically examine existing research on
destination culinary image and its influence on travelers' visit intentions in the framework of culinary
tourism. By extracting findings from a variety of studies, this paper seeks to highlight key factors
that contribute to the development of the culinary image of a place and explore their implications for
tourism behavior. The aim is to deliver a complete summary of the field, offering valuable insights
for academics, marketers, stakeholders,local host population ,destination managers interested in
promoting culinary tourism as a sustainable and attractive tourism product.

REVIEW OF LITERATURE

1. Lertputtarak's research in 2012 explored how perceptions of Pattaya's overall appeal and its
Thai cuisine influenced international tourists' plans to return.. Employing a questionnaire survey of
476 international visitors, the research aimed to understand tourists' perceptions of these factors and
their influence on revisit intentions. Convenience sampling was utilized for data collection. The
results revealed positive association between both destination image and the image of Thai cuisine
and the vacationers' inclination to return to Pattaya. This suggests that positive perceptions of both
the destination's overall appeal and the quality of its cuisine significantly influence tourists' travel
decisions and their desire to revisit the location.

2. Ab Karim et al 2010 study explored influence of local culinary image on travel intentions,
focusing on France, Italy, and Thailand. Utilizing an online survey of 294 individuals from tourist
and culinary groups on Yahoo and MSN paltforms , the research employed multiple regression
analysis to examine the connection among perceived culinary image and the intent to visit these
destinations. The results showed that a strong, positive perception of a country's food significantly
increased the chances of travelers wanting to visit, emphasizing the critical role of food in attracting
tourism.
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3. Alderighi et al.'s 2016 study investigated the influence of regional culinary delicacies on the
choice to revisit a tourist place. Through interviews with 1100 Italians, the study aimed to determine
the effect of these unique food dishes offerings on travel intentions. A key finding revealed that a
positive appreciation for regional delicacies significantly impacts the intention to revisit a
destination. The research underscores the significant impact of food-related experiences on tourists'
choices and their likelihood of revisiting a destination.

4. Birch and Memery's 2020 study delved into the "intention-behavior gap" concerning tourist
consumption of local food and drink in Southeast Queensland, Australia. Recognizing that many
tourists express interest in local cuisine but ultimately fail to engage with it during their visit, the
study surveyed 546 respondents through an online panel. Employing regression analysis, the research
explored the factors influencing this gap, examining differences in attitudes, behaviors, perceived
barriers, and motivators. The findings confirmed the existence of an intention-behavior gap,
highlighting the need for further investigation into the factors that prevent tourists from translating
their interest in local food into actual consumption experiences.

5. In their 2020 study, Yasami et al. explored how Chinese tourists' perceptions of Phuket's food
influenced their likelihood of returning. By examining data from 411 individuals, they identified four
core aspects of food image: restaurant service, hygiene, variety, and taste. Among these, food taste
and popularity had the strongest impact. Using statistical modeling, they confirmed that a positive
food image directly increased loyalty intentions. Furthermore, they found that food satisfaction acted
as an intermediary, meaning that positive food experiences significantly contributed to tourist loyalty
and repeat visits.

6. Bjork and Kauppinen-Réisénen's 2016 work examined the role of local food in destination
attraction. By surveying attendees at a travel fair, the research explored travelers' food-related
behaviors, including finding out the right place and insights of culinary understanding. The study
identified three distinct traveler segments: "Experiencers," who prioritize authentic and unique local
food, actively seek food-related information, and consider food crucial to their travel decisions;
"Enjoyers," who value food but with a more casual approach; and "Survivors," for whom local food
primarily fulfills basic needs. This research highlights the diverse motivations and behaviors of
travelers regarding regional gastronomy and its significant effect on travel experiences and
destination choices.

7. Tsai's 2016 study investigated the relationship between memorable travel experiences, place
attachment, and behavioral intentions for consuming local food in Tainan, Taiwan. Utilizing data
from 378 tourists, the study found that consuming local cuisine creates positive and unforgettable
travel memories. These positive memories, in turn, foster a stronger connection and attachment to the
destination, ultimately influencing tourists' future travel intentions. This research highlights the
significant role of local food experiences in shaping tourist perceptions, fostering emotional
connections, and driving repeat visitation.
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8. In 2019, Lai et al. investigated how food image contributes to a destination's brand
perception, focusing on three key culinary areas in Baja California, Mexico. They analyzed data from
518 US tourists using a statistical method called Squares SEM to test four hypotheses. The study
successfully confirmed a model that integrated various elements of a food destination's appeal,
considering both local and visitor viewpoints. This research delivers a thorough conceptual
framework for food tourism branding and offers a strong basis for future studies on destination image
and branding.

9. Toudert & Bringas-Rébago's 2019 study examined the effect of cognitive destination food
image on visitor expectations, satisfaction, and future intentions within the context of the US-Mexico
border. Utilizing Structural Equation Modeling, the research analyzed data from 518 US tourist in 3
important culinary regions of Baja ,California and Mexico. The findings revealed significant
differences in how tourists and excursionists perceive and value dimensions of destination food
image. This research emphasizes the importance of understanding these nuanced differences to
effectively tailor marketing strategies and enhance the visitor experience within border regions.

10.  Babolian Hendijani (2016) investigated the influence of food experiences on tourist
satisfaction in Indonesia. The study aimed to explore the food-related experiences of international
tourists visiting Indonesia and how these experiences affect their overall satisfaction with their trip.
Data was collected through self-administered questionnaires distributed randomly to tourists at
Jakarta International Airport and various tourist areas around Jakarta. Statistical analyses, including
factor analysis, multiple linear regression, and descriptive analysis, were employed to analyze the
collected data. The results of the multiple linear regression analysis revealed that "heritage" and
"ingredients" were significant factors impacting tourists' overall satisfaction. This suggests that
tourists who appreciated the heritage associated with Indonesian cuisine and the quality of the
ingredients used were more satisfied with their overall experience. The findings imply that
destinations can differentiate themselves and enhance tourist satisfaction by leveraging their unique
food offerings, emphasizing both the cultural heritage embedded in local dishes and the quality of
their ingredients. This highlights the importance of culinary tourism as a tool for destination
marketing and enhancing the overall tourist experience.

11.  Zhang et al.'s (2019) study conducted field research in Shunde County, China, to investigate
the role of authenticity within the quality-satisfaction-loyalty framework in food tourism. The
findings challenged traditional perspectives by demonstrating that perceived authenticity of rural
local food significantly influences the relationship between quality attributes, tourist satisfaction, and
subsequent loyalty. This research emphasizes the critical role of authentic cuisine in shaping overall
food tourism experience and highlights its importance for sustainable tourism development.

12. Seo et al.'s (2017) study investigated the effect of destination culinary image on Korean
tourists' intentions to cherish local cuisine. Utilizing structural equation modeling on data collected
from 357 tourists, the research found that both cognitive and affective dimensions of food image
significantly impact tourists' preferences for and intentions to eat destination foods. Notably,
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cognitive image exerted a stronger influence. Furthermore, the study highlighted the crucial role of
preference for destination foods in predicting actual consumption intentions. These findings
emphasize the importance of effectively communicating the cognitive image of destination foods to
tourists, promoting authenticity, and encouraging firsthand experiences to enhance their desire to
partake in local culinary offerings. Eat

13.  In 2019, Promsivapallop and Kannaovakun investigated how tourists from China and
Australia perceived Phuket's culinary offerings and how those perceptions affected their food choices
and consumption. Employing a survey-based quantitative methodology, they discovered five primary
elements influencing tourists' views of a destination's food: the quality of restaurant service, the
flavor of the food, cleanliness and safety standards, the range of food options and dining etiquette,
and the unique cultural aspects of the dining experience. While Australians tended to rate these
factors more positively than their Chinese counterparts, the researchers found that 'food taste' was the
most significant predictor of both food preferences and actual consumption for both groups.
Additionally, it was observed that the perceived image of the food had a greater impact on what
tourists wanted to eat than on what they actually ate, emphasizing the power of perception in shaping
tourists' culinary decisions.

14.  Tsai and Wang's (2017) study addresses the limited research on branding within the emerging
food tourism industry. Focusing on Tainan, Taiwan, a city renowned for its street food, the research
utilizes a novel value-driven approach to investigate the role of experiential value in shaping food
tourism branding. The study found that "consumer return on investment" (CROI), a specific type of
experiential value, significantly enhances a destination's food image. Furthermore, this enhanced
food image directly influences tourists' behavioral intentions toward food tourism. This research
contributes significantly to the theoretical understanding of experiential value in food tourism by
identifying CROI as a key antecedent of place food image and provides valuable practical
recommendations for developing effective food tourism branding strategies for destinations.

15. Choe and Kim's (2018) study investigated the impact of tourists' perceived value in
consuming local food on their attitudes, destination image, and behavioral intentions. Utilizing data
collected through a quota sampling survey, the research found that tourists' perceived value
significantly influenced their attitudes towards local food, their overall perception of the destination,
and their intentions to engage in future travel behaviors. Importantly, the study also revealed that
cultural background moderates these relationships, highlighting the need for culturally sensitive
marketing strategies. The study undertaken offers deep dive into the critical role of local food
consumption value in shaping tourist experiences and offers valuable guidance for destination
marketing organizations in leveraging local food as a key marketing tool.

16.  Tikkanen's 2007 study explores the diverse verticals of food tourism in Finland by applying
Maslow's hierarchy of needs. Departing from previous research that primarily focused on food as an
attraction or cultural phenomenon, this study examines food from both productional and motivational
perspectives. Utilizing a combination of secondary data and interviews, the research identifies five
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distinct sectors of food tourism, each linked to a specific level of Maslow's theory of hierarchy of
needs. The framework provides a valuable lens for understanding the motivations and experiences of
food tourists in Finland, offering insights for tourism development and marketing strategies.

17. Horng and Tsai's 2010 study conducted a cross-national analysis of government websites
from six East Asian destinations: Hong Kong, Japan, Korea, Singapore, Taiwan, and Thailand. The
research aimed to understand the techniques employed by these countries to promote their culinary
tourism through official online platforms. Utilizing a five-stage content analysis model, the study
examined the content and presentation of cuisine and gastronomy on these websites. Key findings
revealed that crucial dimensions for effectively promoting culinary tourism through government
websites include comprehensive information on "Cuisine and Food Culture," detailed presentations
of "Featured Foods & Recipes," guidance on "Table Manners," dedicated sections on "Culinary
Tourism" experiences, information on "Restaurant Certification" programs, and comprehensive
"Restaurant Guides." These findings provide valuable insights for destination marketing
organizations in developing effective online strategies for promoting their unique culinary offerings
to international travellers.

18. In 2015, Sanchez-Caiizares and Castillo-Canalejo compared how tourists in Spain and
Slovenia viewed food-focused travel. Through the use of 392 surveys collected in Ljubljana and
Cordoba, they sought to determine the importance of food as a travel motivator, evaluate how
tourists perceived culinary tourism, and analyze its influence on overall travel enjoyment. The study
revealed distinct needs for improvement in both countries. In Spain, the findings emphasized the
need to enhance language skills among tourism professionals, invest in human capital development
within the culinary sector, and foster innovation in traditional dishes. In Slovenia, the study
highlighted the importance of increasing international visibility for this emerging sector of tourism.

19. Pestek and Cinjarevi¢'s 2014 study explored the underlying dimensions of local cuisine image
among foreign tourists visiting Sarajevo, Bosnia and Herzegovina. Utilizing a multi-attribute
approach, the research identified four key dimensions: "food uniqueness and cultural heritage," "food
nutrition and health benefits of food," and "affective image of food." These

nmn

quality and price,
dimensions were found to significantly influence tourist satisfaction with their food experiences. This
research provides valuable insights into the factors that shape tourist perceptions of local cuisine and
highlights the importance of understanding these dimensions for developing effective food tourism
strategies in emerging tourism markets.

20. Chi et al.'s (2013) work explored the intricate connection among tourists' seeming culinary
image, contentment with the dishes served, standards of food preparation, and behavioral intentions
within the Malaysian context. Utilizing structural equation modeling, the research revealed a
complex interplay between these factors. Specifically, the study found that tourists' perceived food
image directly influenced both their food satisfaction and their evaluation of culinary quality.
Furthermore, culinary image indirectly impacted behavioral intentions through its influence on
quality of food. Tourist contentment was found to directly influence perceived culinary quality and
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also directly impact behavioral intentions. Finally, the study concluded that perceived culinary
quality directly influenced tourists' behavioral intentions. These findings underscore the critical role
of food as a key driver of tourist behavior, emphasizing the importance of managing and enhancing a
destination's food image to attract and retain visitors.

21. Youn and Kim's 2017 study, conducted in Perth, Australia, investigated the impact of
unfamiliar food-related attributes on consumer perceptions of authenticity and purchase intentions in
Chinese restaurants. The research examined the influence of factors such as unique ingredients,
distinctive dishes, and tales about a dish's origin. Findings revealed that these unfamiliar attributes
significantly increased consumers' perceptions of authenticity. Recognizing the critical role of
authenticity in customer satisfaction and purchase intentions within the ethnic restaurant sector, the
study confirmed the mediating role of perceived authenticity in driving consumer behavior. This
research provides valuable insights for Chinese restaurant managers, emphasizing the importance of
incorporating unique ingredients, creative food names, and engaging origin stories to enhance the
perceived authenticity of their offerings and ultimately drive customer demand.

22. Sims' 2009 study, conducted in the Lake District and Exmoor regions of the UK, argues that
local food has an important part in creating a sustainable travel experience by fulfilling visitors'
desire for authentic travel encounters. Through in-depth interviews with 78 individuals, the research
delves into the values and desires underlying travellers culinary preference during their holidays. By
challenging existing definitions of "local food" and "authenticity," the study emphasizes that local
food consumption can enhance the visitor experience by connecting travelers with the unique culture
and heritage of their destination. This research provides valuable insights for tourism stakeholders in
developing sustainable tourism strategies that prioritize authentic local food experiences.

23.  Rahman et al.'s (2018) study aimed to understand the factors influencing tourists' selection of
local foods in restaurant settings. Utilizing a quantitative approach with 280 respondents, the
research developed and empirically tested a framework that examined the relationships between
tourist satisfaction, food quality, perception, purchase intention, and purchase behavior. The findings
revealed that tourist satisfaction and perception significantly impact the intention to purchase local
foods, while purchase intention mediates the relationship between satisfaction and actual purchase
behavior. Furthermore, tourist satisfaction was found to be positively influenced by perceived food
quality. These findings provide valuable insights into the decision-making process of tourists when
selecting local food, highlighting the critical role of factors such as satisfaction, perception, and
intention in influencing their consumption behavior.

24.  Pérez Galvez et al.'s (2017) study investigated the importance of food as a key attraction for
foreign travelelrs visiting Lima, Peru, a renowned culinary destination. By classifying tourists into
three groups — Survivors, Enjoyers, and Experiencers — based on their attitudes towards local cuisine,
the research identified distinct tourist motivations for engaging with Lima's culinary scene. These
motivations were categorized into three dimensions: new food experiences, cultural immersion, and
social interaction. The study found that the aspect of "new food experience" and "socialization"
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significantly contributed to tourist satisfaction with their gastronomic experiences in Lima. The study
undertaken gives indepth knowledge into the diverse motivations and expectations of food tourists,
highlighting the importance of understanding these nuances for developing effective culinary tourism
strategies in destinations like Lima.

25. Lopez-Guzman et al.'s (2017) study explored the motivations of North American tourists
visiting Cuenca, Ecuador, with a specific focus on the role of gastronomy. By segmenting tourists
based on their gastronomic motivations, the research identified distinct groups with varying levels of
interest and engagement with local cuisine. The findings revealed that tourist satisfaction with their
culinary experiences varied significantly across these segments, highlighting the importance of
understanding and catering to the diverse motivations and expectations of different types of food
tourists. This research provides valuable insights for tourism stakeholders in Cuenca to develop
targeted marketing strategies and enhance the overall culinary tourism experience for visitors.
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Table 1: Review of Literature on factors affecting destination food image and visit intentions.
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local context of the | validation obey
USA-Mexico was carried | differen
border. The | out assessing | t
differences between | the dimensi
tourists and | measurement | ons
excursionists ~ were | and structural | when
also assessed for | model. structur
their possible | Additionally | ing
implications in | a multi-group | cogniti
strengthening an | analysis was | ve
active market | performed to | destinat
strategy  in  the | test the | ion
framework of the | tourists and | food
same objective. excursionists | image
moderation which
effect. The | showed
study used |a
518 signific
questionnaire | ant
s completed | impact
by US | on
visitors  in | visitor
287
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three satisfac
important tion
gastronomic | and
regions  of | future
the coast of | intentio
Baja ns.
California,

Mexico.

10 Effect of food | (Babolian | 2016 The paper aims to | Data was | The
experience on | Hendijani investigate food- | collected finding
tourist ,2016) related experiences | through self- | s of the
satisfaction: among international | administrated | multipl
the case of tourists visiting | questionnaire | e linear
Indonesia Indonesia and the | s that were | regressi

effect of food on | distributed on
their overall | randomly to | analysis
satisfaction. tourists at | showed
Jakarta that
International | “heritag
Airport and | ¢’ and
some tourist | “ingred
areas around | ients”
Jakarta. were
Statistical signific
analyses such | ant
as factor | factors
analysis, that
multiple affected
linear the
regression overall
and satisfac
descriptive tion of
analysis were | tourists.
used to | Results
analyze the | imply
data. that
destinat
ions
can
have
differen
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tiated
themsel
ves
through
using
their
unique
foods.

11

Authenticity,
Quality, and
Loyalty:
Local
and

Food

Sustainable
Tourism
Experience

(Zhang et
al., 2019)

2019

The study examines
the role of
in the

quality—satisfaction—

authenticity

loyalty framework

The field
research was
performed in
Shunde
County,
Guangdong
Province,
China.

The
results
challen
ge the
traditio
nal
view of
quality
attribut
es by
highlig
hting
that
authenti
city is a
key
anteced
ent to
the
quality
satisfac
tion—
loyalty
framew
ork of
food
tourism
In
contrast
, the
relation
ships

https://internationalpubls.com
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among
quality
attribut
es,
tourist
satisfac
tion,
and
tourist
loyalty
are
conting
ent on
the
extent
to
which
food
tourists
perceiv
e the
authenti
city of
rural
local
food.

12

Destination
food image
and intention
to eat
destination
foods: a view
from Korea

(Seo et
al., 2017)

2017

Food image has
begun to influence
tourist behaviour, so
understanding  the
food image of a
destination 1s
important. This
study examined the
relationships among
destination food
image, preference,
and intention to eat
destination foods.

A total of
357 tourists
in Korea
participated
in this study.

The
results
of
structur
al
equatio
n
modelli
ng
confirm
ed
empiric
ally
that
image

https://internationalpubls.com

290



Communications on Applied Nonlinear Analysis
ISSN: 1074-133X
Vol 32 No. ICMASD (2025)

affected
behavio
ural
intentio
n as it
applied
to food.
Cogniti
ve
image
had a
stronge
r
influen
ce than
affectiv
e image
on
prefere
nces for
destinat
ion
foods
and
intentio
n to ecat
destinat
ion
foods.
In
additio
n,
prefere
nce for
destinat
ion
foods
predicte
d
intentio
n to eat
destinat
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ion
foods.
This
study
indicate
s that
the
cogniti
ve
image
of
destinat
ion
foods
should
be
identifi
ed and
that
image
strength
ened to
increas
e
tourists'
intentio
ns to
eat
destinat
ion
foods.
Marketi
ng
strategi
es
should
appeal
to both
authenti
city and
the
unique
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cogniti
ve
image
of
destinat
ion
foods
as well
as
encoura
ge
tourists
to
experie
nce
destinat
ion
foods
and
gain
internal
informa
tion.

13

Destination
food image
dimensions
their
effects on
food
preference

and

and

consumption

(Promsiva
pallop &
Kannaova
kun,
2019)

2019

The

investigated
destination food
image  dimensions
and their effects on
the food preference
and consumption of
independent Chinese
Australian

study

and
tourists visiting
Phuket, Thailand.

In order to
test the
hypotheses, a
quantitative
research

method using
a personally
administered
survey ~ was
employed.

The
finding
s reveal
five
destinat
ion
food
image
factors
compris
ing
restaura
nt
service,
food
taste,
health
and

https://internationalpubls.com
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hygiene
variety
and
eating
manner
s, and
unique
cultural
experie
nce.
These
food
image
factors
were
found
to be
more
favoura
ble in
the
percepti
ons of
Australi
an
tourists
than
those of
Chinese
tourists.
In
additio
n, the
finding
]
confirm
the
effects
of
certain
food
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image
factors
on food
prefere
nce and
consum
ption
among
tourists,
and the
influen
ces are
conting
ent
upon
the
national
ity of
tourists.
Food
taste
image
was
found
to be
the
only
food
image
factor
which
consiste
ntly
predicte
d the
food
prefere
nces
and
consum
ption of
both
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national
ities.
Moreov
er, the
food
image
factors
were
found
to have
higher
degrees
of
influen
ce on
food
prefere
nce
than
food
consum
ption
14 Experiential (Tsai & | 2017 Although food | The research | the
value in | Wang, tourism has been | setting is | study
branding food | 2017) characterized as an | Tainan: a | makes
tourism emerging industry, | Taiwanese a
studies of branding | historical city | theoreti
in food tourism are | with  many | cal
limited. This work | street contrib
applies a novel, | vendors ution to
value-driven selling examini
approach to evaluate | traditional ng
experiential value as | foods. Data | experie
the antecedent for | were ntial
branding food | collected values
tourism. only  from | in food
Taiwanese tourism
residents. by
Empirical identify
results reveal | ing
that one type | CROI
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of as a key
experiential | anteced
value, ent of
consumer place
return on | food
investment image.
(CROI), can | The
significantly | study
enhance a | also
place's food | makes
image. Place | practica
food image |1
then, in turn, | recom
significantly | mendati
affects a | ons for
tourist's brandin
behavioral g food
intentions tourism
toward food | in a
tourism. given
destinat
ion.

15 Effects of | (Choe & | 2018 Despite the | This  study | The
tourists’ local | Kim, importance of | obtained data | findings
food 2018) understanding food | through a | show
consumption consumption value | quota that
value on from tourists’ | sampling tourists’
attitude, food perspectives, few | survey. local
destination studies have food
image, and explored how consum
behavioral experiencing  local ption
intention food in a destination value

shapes ' tourists’ effectiv
cor}sumptlon value. ely

This study explores explain
the effect of tourists’ s

local food tourists’
consumption  value attitude
on their perceptions S

and behaviors. toward

local
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food,
food
destinat
ion
image,
and
behavio
ral
intentio
ns. In

additio
n, the
cultural
backgro
und of
tourists
partiall
y
modera
tes the
relation
ships
betwee
n the
propose
d con-

structs.
This
study 1is
the first
empiric
al
applicat
ion of
consum
ption
value
theory
to the
context
of
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tourists’
local

food
experie
nces. It
provide
S
insights
into
appropr
iate
marketi
ng
strategi
es for
the
restaura
nt and
food
tourism

industri
es and
offers
practica
1
suggest
ions to
destinat
ion
marketi
ng
organiz
ations
(DMOs
) for
using
local
food as

a
destinat
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ion
marketi
ng tool.

16 Maslow's (Tikkanen | 2007 The purpose of this | Previous The
hierarchy and |, 2007) paper is to explore | research on | finding
food tourism the sectors of food | food tourism | s
in  Finland: tourism in Finland | concentrates | introdu
Five cases by using Maslow's | on the role of | ce five

hierarchy of needs in | food as an | sectors

the classification attraction, as | of food
a cultural | tourism
phenomenon, | where
and as an | the
experience. needs
Moreover, and
food  from | motivat
productional | ions are
and linked
motivational | with
viewpoints is | Maslow
reviewed 'S
briefly. The | hierarc
empirical hy of
data consists | needs.
both of the
secondary
data and an
interview.

17 Government | (Horng & | 2010 This study explores | Five  stage | After
websites  for | (Simon) the contents of content analyzi
promoting' Tsai, the cuisine  and analysis ?g and
Eas't Asian | 2010) gastronomy websites model  was %ntegra'lt
cuhr'lary of Hong Kong, used . 1ng Six
tourlsm:' A Japan, Korea, A51an‘
cross-r}atlonal Singapore, ~Taiwan countri
analysis and Thailand, es’

govern
analyzing the ment
techniques used to website
introduce and s, this
promote these East study
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Asian tourist has
destinations’ cuisine found
the
website

and food culture.

dimensi
ons

most
essentia
1 for the
promoti
on of
culinar
y

tourism
to be
“Cuisin
e and
Food
Culture

2
5

“Featur
ed
Foods

&
Recipes

29
2

“Table
Manner
8,”
“Culin
ary
Touris
m,”
“Resta
urant
Certific
ation”’
and
“Resta
urant

Guides’
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b

18 A
comparative
study
tourist
attitudes
towards
culinary
tourism
Spain
Slovenia

of

in

and

(Sanchez-
Cafiizares
&
Castillo-
Canalejo,
2015)

2015

The purpose of this
paper is to determine
the

gastronomy as a

role of

destination
attraction, tourists’
perception of

culinary tourism, its
influence on
satisfaction with the

the
value

trip, and
economic
tourist’s attach to the
opportunity to try
traditional  cuisine.
The paper also
examines  possible
sociocultural
differences between
different
segments according
to how they rate
gastronomy in their
motivations for
travel.

tourist

Design/meth
odology/appr
oach-Data
were
collected by
means of 392
questionnaire
s distributed
in Ljubjlana
(Slovenia)
and Cordoba
(Spain).
Various
bivariate and
multivariate
statistical
techniques
are used to
perform a
comprehensi
ve
econometric
study.

The
study
reveals
the
need to
improv
e
languag
e skills,
human
capital
formati
on, and
the
innovat
ion of
traditio
nal
dishes
in the
Spanish
sample.
It also
shows
that the
future
of
culinar
y
tourism
in
Sloveni
a will
depend
on
enhanci
ng the
internat
ional
visibilit

https://internationalpubls.com

302



Communications on Applied Nonlinear Analysis

ISSN: 1074-133X
Vol 32 No. ICMASD (2025)

https://internationalpubls.com

y of
this
emergi
ng
tourism
sector
19 Tourist (Pestek & | 2014 The purpose of this | The research | Results
perceived Cinjarevi paper is to explore | is suggest
image of local | ¢, 2014) the underlying | exploratory. | that the
cuisine: The dimensions of local | The city of | local
case of cuisine image by | Sarajevo was | cuisine
bosnian food identifying the key | chosen as a | image
culture cuisine attributes | study setting. | compro
tourists rely on in | Image of | mises
their evaluations of | local cuisine | four
local cuisine; and to | was compon
identify those | measured by | ents
dimensions of local | using a | (dimens
cuisine image which | multi- ions):
have the strongest | attribute “food
influence of tourist | approach in | uniquen
satisfaction with | which ess and
food experience. | several food | cultural
These 1issues are | attributes are | heritage
addressed within the | specified and | ”, “food
context of Bosnia | incorporated | quality
and Herzegovina, an | into the | and
emergent tourism | measurement | price”,
market in Western | instrument. “nutriti
Balkans. Data  from | on and
convenience | health
sample of | benefits
foreign of
tourists (n = | food”
402)  were | and
quantitativel | “affecti
y analyzed | ve
using image
multivariate | of
and food”.
descriptive Further
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statistics. more,
finding
s show
that
these
dimensi
ons
differ in
terms
of their
relative
importa
nce in
explaini
ng the
overall
tourist
satisfac
tion
with
food
experie
nce.
20 Investigating | (Chi et | 2013 This  study  was | The Analysi
the Structural | al., 2013) designed to test a | structural S of
Relationships theoretical model | relationships | finding
Between Food determining the | between the | s
Image, Food relationships among | variables reveale
Satisfaction, tourists'  perceived | were d that
Culinary food image, food | examined by | (a)
Quality, and satisfaction, culinary | adopting  a | tourists'
Behavioral quality, and | structural perceiv
Intentions: behavioral equation ed food
The Case of intentions. modeling image
Malaysia (SEM) played
approach, a role
and the | in
empirical directly
data was | influen
collected in | cing
Malaysia. food
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satisfac
tion
and
quality
of
culinar
y
experie
nce
(culinar

y
quality)
;0 (b)
food
image
influen
ced
tourists'
behavio
ral
intentio
ns
through
culinar
y
quality;
(c)
tourist
satisfac
tion
with
their
food
experie
nce
directly
affected
perceiv
ed
quality
of their
culinar
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y
experie
nce and
behavio
ral
intentio
ns; and
(d)
tourists'
behavio
ral
intentio
ns were
directly
affected
by their
evaluati
on of
culinar
y
quality.
This
study
conclud
ed that
food
was an
imperat
ive
contrib
utor in
destinat
ion
tourism
due to
its
capabili
ty in
influen
cing
tourists'

perceiv
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ed
image,
food
satisfac
tion,
culinar
y
quality,
and
conseq
uently
impacti
ng
tourists'
behavio
rs in the
selectio
n of a
travel
destinat
ion
21 Effects of | (Youn & | 2017 The current study | The data | The
ingredients, Kim, examines the | were finding
names and | 2017) influence of | collected in | s of the
stories about unfamiliar food- | Perth, the | current
food origins related attributes | largest city in | study
on perceived (i.e., ingredients and | Western suggest
authenticity foosi names) and Australia, that the
?md Purchase st(.)rl.es about food from April to manage
tentions origins on May  2016. me.nt of
consu@ers’ Data Chinese
percept%oins gf collection restaura
authenticity and their was designed nts
purchase intentions. should
The results show that | {0 €OVEr 2 | develop
unfamiliar wide  range | ypique
ingredients, unique | ©f sites on | f564
food names, and both names
stories about food | Weekdays and
origins increase | and stories
consumers’ weekends.Ra | apout a

https://internationalpubls.com
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perceptions of | ndom dish's
authenticity. In | Sampling origin,
ethnic  restaurants, | method was | as these
authenticity has been | used . are
emphasized as a pivotal
critical factor for element
ensuring  customer ]
satisfaction and contrib
purchase intentions. uting to
The mediating role custom
of customers’ ers’
perceptions of percepti
authenticity is ons of
confirmed in the authenti
current study city and
purchas
e
22 Food, place | (Sims, 2009 This paper draws on | In order to | By
and 2009) research from two | explore the | engagin
authenticity: UK regions, the|values and|g with
Local food Lake District and | motivations | debates
and the Exmoor, to argue | behind surroun
sustainable that local food can | tourists’ ding
tourism play an important | holiday food | the
experience role n the | choices, a | meanin
sustainable tourism | qualitative g of
experience because | approach locality
it appeals to the | based wupon |and
visitor's desire for | semistructure | authenti
authenticity ~ within | d interviews | city, the
the holiday | was paper
experience. chosen.In challen
total 78 | ges
interviews existing
were taken . | underst
andings
of these
concept
s and
offers a
new
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way
forward
for
tourism
researc
h by
arguing
that
"local
food"
has the
potentia
1 to
enhanc
¢ the
visitor
experie
nce by
connect
ing
consum
ers to
the
region
and its
perceiv
ed
culture
and
heritage

23

Tourist’s
preferences in
selection  of
local food:
perception
and behavior
embedded
model

(Rahman
et al.,
2018)

2018

Locally derived
foods from the lens
of restaurant settings
play an important
source of tourist
attraction.
Surprisingly,
research into this
sector is  quite
scarce. The aim of

The research
1s  designed
as
quantitative
in nature. A
sum of 280
usable
questionnaire
s was used
from 300

The
results
show
that the
relation
ship of
tourist
satisfac
tion

and

https://internationalpubls.com
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the paper is to
develop and
empirically examine
a conceptual
framework on
tourist’s preferences
in selecting local
foods. The
framework includes
tourists’ satisfaction,
quality of food,
tourist’s perception,
purchase intention
and purchase
behavior among
tourist’s selection for
local foods.

distributed
instruments
by using
convenient
sampling
techniques

behavio
r is
mediate
d Dby
purchas
e
intentio
n,
wherea
]
tourist’s
satisfac
tion
and
percepti
on have
a
positive
and
signific
ant
impact
on the
intentio
n of
purchas
ing
local
foods.
There
is also a
signific
ant
relation
ship
betwee
n
tourist’s
satisfac
tion
and

perceiv
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ed
quality
toward
the
tourist’s
percepti
on of
local
foods.
Moreov
er, a
signific
ant
relation
ship
exists
betwee
n
tourist’s
intentio
ns and
tourist’s
purchas
e
behavio
r

24

Gastronomy

tourist
destination:
the case of
Lima, Peru

In a

(Pérez
as an element | Galvez et
of attraction | al., 2017)

2017

In recent years,
gastronomy has
become one of the
main  sources of
attraction in  the
tourist destinations.
The objective of this
study is to present
the results of a
research  conducted
on the  foreign
tourists in the city of
Lima, a  World
Heritage Site, which
is considered as one

Therefore,
the  foreign
tourists were
arranged,
following the
model
developed by
Bjork  and
Kauppinen-
Raisdanen
(2016), in
three
different
groups:
Survivors,

Further
more, it
shows
that the
foreign
tourists
have
differen
t
motivat
ions
regardi
ng
gastron

omy,

https://internationalpubls.com
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of the
gastronomic leaders
of the world. The
principal
indicate that foreign
tourists
different  attitudes
toward the local

main

results

have

gastronomy.

enjoyers, and
experiencers.

which
we
have
groupe
d into
three
dimensi
ons:
new
food
experie
nce,
culture,
and
socializ
ation.
The
results
show
that the
dimensi
ons
new
food
experie
nce and
socializ
ation
contrib
ute to a
greater
degree
to
gastron
omic
satisfac
tion.

25

Food
Motivations in
a Tourist
Destination:

(Lopez-
Guzman
et al.,
2017)

2017

The current aim is to
contribute to the
scientific  literature
in the field of the

The

methodology
is based on a
questionnaire

Three
segmen
ts are
identifi

https://internationalpubls.com
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North
American
Tourists
Visiting  the
City of
Cuenca,
Ecuador

relationship between
gastronomy and
tourism in Latin
America from the
experience affirmed
by North American
tourists in the city of
Cuenca (Ecuador).

presented to
North
American
travelers
during their
visit to the
city of
Cuenca

ed, and
dependi
ng on
their
belongi
ng to a
certain
segmen
t, the
tourists
have
differen
t
motivat
ions
with
respect
to
gastron
omy.
Finally,
the
results
permit
conclud
ing that
the
levels
of
satisfac
tion of
the
tourists
differ
dependi
ng on
their
attitude
toward
gastron
omy,
identifi
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ed by
the
three
segmen
ts.

Food Characterisics
Sensory attnbutes
Health
Price
Origmality

Destination food image

Personal Preferences / \

Pretiows Expenences
Food related chotces G it
Cuhre Motivation
Motivation
Socto-demographic factors

v

Experience Sallsfaction ——| Travellers visit intention

Destination Attributes
Marketing
Sanhtation

Infrastructue
Informafion sotwces

Factors influencing the culinary experience at the tourist destination
Key Findings & Conclusions:

The systematic review of literature on destination food image and its influence on travelers' visit
intentions provides several key insights into the role of food in tourism. Based on the analysis of fifty
research papers spanning from 2010 to 2024, this study highlights the significance of food image in
shaping travel decisions, enhancing destination appeal, and fostering culinary tourism.

l. Food Image as a Determining Factor for Travel Intentions: Several studies indicate that
the perception of a destination’s food image strongly influences travelers' visit intentions (Ab Karim
& Chi, 2010; Lertputtarak, 2012). Tourists are more likely to visit and revisit destinations known for
their unique and high-quality culinary experiences (Alderighi et al., 2016).

2. Authenticity and Local Cuisine Influence Destination Loyalty: Authenticity plays a
crucial role in shaping travelers' perceptions of food and contributes to destination loyalty (Zhang et

https://internationalpubls.com 314
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al., 2019). Tourists prefer destinations that offer genuine, traditional culinary experiences,
reinforcing the importance of authenticity in culinary tourism branding (Seo et al., 2017).

3. Memorable Food Experiences Enhance Destination Attachment: Consuming local
cuisine creates positive travel memories, which foster stronger emotional connections with the
destination, thereby increasing the likelihood of repeat visits (Tsai, 2016). The more travelers
associate food experiences with their cultural and personal preferences, the more likely they are to
return (Gautam & Rani, 2020).

4. Culinary Tourism as a Branding Strategy: Effective branding strategies incorporating
local food image can significantly enhance a destination’s appeal (Lai et al., 2019; Tsai & Wang,
2017). Food image dimensions such as taste, hygiene, service quality, and cultural significance
contribute to successful destination branding (Toudert & Bringas-Rébago, 2019).

5. Food Satisfaction Mediates Destination Loyalty: The relationship between destination food
image and traveler loyalty is mediated by food satisfaction. Studies confirm that tourists who are
highly satisfied with the food experience are more likely to revisit the destination and recommend it
to others (Yasami et al., 2020; Choe & Kim, 2018).

6. The "Intention-Behavior Gap" in Culinary Tourism: While many tourists express interest
in experiencing local cuisine, they may not always engage with it due to various barriers, such as
unfamiliarity, dietary restrictions, or availability (Birch & Memery, 2020). This highlights the need
for marketing strategies that bridge this gap and encourage tourists to explore local food experiences.

7. Influence of Demographics on Culinary Preferences: Studies show that factors such as
nationality, cultural background, and generational preferences impact food tourism behaviors.
Generation Z travelers, for example, prioritize convenience and are more inclined towards culinary
tourism due to their preference for eating out rather than cooking (Mensah et al., 2023).

8. Sustainable and Cultural Impacts of Culinary Tourism: Culinary tourism not only
promotes economic benefits but also supports cultural preservation and sustainable tourism
development (Sims, 2009). Integrating local food into tourism marketing helps preserve culinary
heritage while offering tourists an immersive cultural experience.

The findings of this review reinforce the vital role of food in influencing travelers' visit intentions
and the development of culinary tourism. Destination marketers and stakeholders should leverage
food image as a key promotional tool by emphasizing authenticity, enhancing food quality, and
ensuring a memorable dining experience. Additionally, future research should focus on exploring the
role of digital marketing in shaping food image perceptions and examining the evolving preferences
of new generations of travelers. Addressing the intention-behavior gap in culinary tourism remains a
challenge that requires targeted marketing efforts and better understanding of tourist decision-making
processes. By recognizing food as a core element of tourism, destinations can enhance their
attractiveness, boost local economies, and create sustainable tourism models that benefit both tourists
and local communities alike.

https://internationalpubls.com 315



Communications on Applied Nonlinear Analysis
ISSN: 1074-133X
Vol 32 No. ICMASD (2025)

References

[1]

2]

3]

[4]

[5]

[6]

[7]

(8]

[9]

Ab Karim, S., & Chi, C. G.-Q. (2010). Culinary tourism as a destination attraction: An
empirical examination of destinations’ food image. Journal of Hospitality Marketing &
Management, 19(6), 531-555.

Alderighi, M., Bianchi, C., & Lorenzini, E. (2016). The impact of local food specialties
on the decision to (re)visit a tourist destination: Market-expanding or business-stealing?
Tourism Management, 56, 1-9.

Babolian Hendijani, R. (2016). Effect of food experience on tourist satisfaction: The case of
Indonesia. International Journal of Culture, Tourism and Hospitality Research, 10(3), 272-
282.

Bjork, P., & Kauppinen-Riisdnen, H. (2016). Local food: A source for destination attraction.
International Journal of Contemporary Hospitality Management, 28(1), 177-194.

Birch, D., & Memery, J. (2020). Tourists, local food and intention-behaviour gap. Annals of
Tourism Research, 80, 102756.

Choe, J. Y., & Kim, S. S. (2018). Effects of tourists’ local food consumption value on attitude,
food destination image, and behavioral intention. [International Journal of Hospitality
Management, 71, 1-10.

Chi, C. G.-Q., Chua, B. L., Othman, M., & Karim, S. A. (2013). Investigating the structural
relationships between food image, food satisfaction, culinary quality, and behavioral
intentions: The case of Malaysia. [International Journal of Hospitality & Tourism
Administration, 14(2), 99-120.

Horng, J. S., & Tsai, C. Y. (2010). Government websites for promoting East Asian culinary
tourism: A cross-national analysis. Tourism Management, 31(1), 74-85.

Lai, M. Y., Khoo-Lattimore, C., & Wang, Y. (2019). Food and cuisine image in destination
branding: Toward a conceptual model. Tourism and Hospitality Research, 19(2), 238-251.

[10]Lertputtarak, S. (2012). The relationship between destination image, food image, and revisiting

Pattaya, Thailand. Asian Journal of Tourism Research, 2(1), 20-35.

[11]Pestek, A., & Cinjarevié, M. (2014). Tourist perceived image of local cuisine: The case of

Bosnian food culture. British Food Journal, 116(11), 1821-1838.

[12]Pérez Gélvez, J. C., Lopez-Guzman, T., & Buiza, F. (2017). Gastronomy as an element of

attraction in a tourist destination: The case of Lima, Peru. Journal of Ethnic Foods, 4(4), 254-
261.

[13]Promsivapallop, P., & Kannaovakun, P. (2019). Destination food image dimensions and their

https://internationalpubls.com

effects on food preference and consumption. Journal of Destination Marketing &
Management, 11, 100375.

316



Communications on Applied Nonlinear Analysis
ISSN: 1074-133X
Vol 32 No. ICMASD (2025)

[14]Rahman, 1., Han, H., & Jin, H. (2018). Tourist’s preferences in selection of local food:

Perception and behavior embedded model. Journal of Hospitality and Tourism Management,
37,31-41.

[15]Sanchez-Caiiizares, S. M., & Castillo-Canalejo, A. M. (2015). A comparative study of tourist
attitudes towards culinary tourism in Spain and Slovenia. British Food Journal, 117(9), 2387-
2411.

[16]Seo, S., Kim, O. Y., Oh, S., & Yun, N. (2017). Destination food image and intention to eat

destination foods: A view from Korea. Journal of Hospitality & Tourism Research, 41(3), 387-
416.

[17]Sims, R. (2009). Food, place and authenticity: Local food and the sustainable tourism
experience. Journal of Sustainable Tourism, 17(3), 321-336.

[18] Tikkanen, I. (2007). Maslow’s hierarchy and food tourism in Finland: Five cases. British Food
Journal, 109(9), 721-734.

[19] Toudert, D., & Bringas-Rabago, N. L. (2019). Destination food image, satisfaction and
outcomes in a border context: Tourists vs excursionists. Journal of Hospitality and Tourism
Management, 41, 189-200.

[20]Tsai, C. T. (2016). Memorable tourist experiences and place attachment when consuming local
food. International Journal of Tourism Research, 18(6), 536-548.

[21]Tsai, C. T., & Wang, Y. C. (2017). Experiential value in branding food tourism. Journal of
Destination Marketing & Management, 6(1), 56-65.

[22]Yasami, M., Wang, M., & Xu, H. (2020). Food image and loyalty intentions: Chinese tourists’
destination food satisfaction. Journal of Hospitality & Tourism Research, 44(6), 1087-1112.

[23]Youn, H., & Kim, J. H. (2017). Effects of ingredients, names, and stories about food origins on
perceived authenticity and purchase intentions. [International Journal of Hospitality
Management, 63, 11-21.

[24]Zhang, H., Chen, Q., & Hu, J. (2019). Authenticity, quality, and loyalty: Local food and
sustainable tourism experience. Sustainability, 11(12), 3437.

https://internationalpubls.com 317



