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Abstract: Gastronomy tourism plays a very important role in a country's economy. Gastronomy tourism has been proven to have
a positive impact on competitive dynamics and the long-term viability of a destination, as well as the local economy and regional
development. Therefore, this study aims to examine the influence of gastronomic tourism on tourist satisfaction. Apart from that,
this study also tested the influence of tourist satisfaction on revisit intention and recommendation intention. This study involved
462 domestic tourists in Surabaya. Data were analyzed using Structural Equation Modeling (SEM) analysis with SmartPLS. This
study reveals that the quality of gastronomy tourism influences tourist satisfaction and will ultimately encourage potential revisit
intention and recommendation intention for tourists to visit gastronomy tourism. Other findings show that tourist satisfaction
mediates the effect of gastronomy tourism quality on tourists' revisit intention and recommendation intention to visit gastronomy
tourism. The results of this study provide important implications for gastronomy tourism businesses to build tourist satisfaction by
improving the quality of gastronomy tourism. By paying attention to and improving the quality of gastronomy tourism, a country
can build a positive image, increase competitiveness and support economic growth through a sustainable tourism industry.
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* * * * * *

INTRODUCTION

The importance of gastronomy tourism cannot be ignored in the modern tourism industry (Durmaz et al., 2022; Jerez,
2023; Kuhn et al., 2023; Kumar, 2019; Leong et al., 2017; Okumus et al., 2018; UNWTO, 2020). Today, tourists
increasingly seek authentic experiences that embrace local culture, including food and drink. This condition has encouraged
the field of gastronomic tourism to become increasingly prominent due to the recognition that the local food and cuisine of
a region serves as a significant representation of intangible heritage, with the potential to build a global reputation (Horng
and Tsai, 2012; Ketaren, 2017). Gastronomic tourism, which is included in the broader category of tourism, has been
shown to have a positive impact on the competitive dynamics and long-term viability of a destination, as well as the local
economy and regional development (Cheng, 2023; Jerez, 2023; Leal-Londofio, 2023; Leong et al., 2017; Seyitoglu and
Ivanov, 2020). In contemporary society, eating out has taken on an important role in an individual's daily routine.
Therefore, researchers and innovative culinary experts have used a scientific approach, namely through gastronomy, to
investigate and improve the taste profile of conventional and new culinary creations (Okumus et al., 2018).

Gastronomy tourism allows tourists to explore the diverse culinary heritage of different regions, understand their
history, and experience the rich flavors offered by each traditional dish. In addition, gastronomy tourism also provides
significant economic opportunities for local communities, promotes the sustainability of local agriculture and trade, and
supports the preservation of traditional recipes and cooking techniques. In a study by Leong et al. (2017), it was stated
that gastronomy tourism significantly contributes to local economic growth and strengthens the cultural identity of a
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region. Through food experiences, tourists can build deep connections with tourist destinations, increase cultural
awareness, and stimulate positive cultural exchange. Therefore, it is very important to develop a high-quality
gastronomy tourism concept to attract tourists to visit. Tourist visits to gastronomy tourism destinations depend on the
quality of gastronomy tourism offered by that destination (Durmaz et al., 2022; Mora et al., 2021). The quality of the
dishes, the diversity of the menu, the authenticity of the taste, and the unique eating experience are the main factors that
influence the attractiveness of a gastronomic destination. Tourists are looking for culinary experiences that not only
satisfy their taste buds but also convey stories of local culture and traditions. Previous studies reveal that perceptions of
gastronomy tourism have a positive and significant effect on destination satisfaction and consumer behavior, and
destination satisfaction has a positive and significant effect on consumer behavior (Durmaz et al., 2022).

Destinations that can serve high-quality dishes, use local ingredients, and combine traditional cooking techniques
with innovative touches have a strong appeal for culinary travelers. Apart from that, the quality of service and
atmosphere of the dining place also contribute to creating a memorable gastronomic experience. Tourists who are
satisfied with their gastronomic experience tend to provide positive feedback, recommend the destination to others, and
return to the destination in the future (Kim, 2017). In addition, other studies show that destination satisfaction has a
partial mediating role between perceptions of gastronomy tourism and consumer behavior (Mora et al., 2021).

According to Haven-Tang and Jones (2005), local gastronomy is important in cultivating distinctive and memorable
culinary tourism experiences. In research conducted by Hendijani (2016), it was stated that the level of tourist
satisfaction with the gastronomy of a destination is influenced by two main factors: cultural richness related to culinary
practices and the use of natural and healthy ingredients, which are usually sourced from local food. Gastronomic
satisfaction is influenced by taste, often obtained from describing ancestral recipes (Hendijani, 2016). These recipes are
an integral part of the cultural heritage of the destination's residents, offering a unique and different experience that
tourists can enjoy in their place of origin. Ultimately, gastronomic experience influences tourist satisfaction (Hendijani,
2016). Therefore, tourism destinations need to pay attention to and continue to improve the quality of the gastronomy
tourism they offer to attract and maintain the interest of tourists. Good quality gastronomy tourism will encourage
increased tourist satisfaction and ultimately contribute to an increase in the number of tourist visits.

LITERATURE REVIEW

Gastronomy tourism and tourist satisfaction

Gastronomy tourism is identified as a significant determinant of global sustainable tourism and a driving force, as stated
by the United Nations World Tourism Organization (UNWTO, 2017). Extensive scholarly inquiry has been dedicated to
examining the contribution of tourism towards the attainment of the United Nations Sustainable Development Goals
(SDGs) (Basaran, 2020). According to Andrade-Suarez and Caamano-Franco (Andrade-Suédrez and Caamafio-Franco,
2020), the 2027 Strategic Plan for Tourism recognizes cuisine as a crucial asset of strategic relevance. Hence, the
importance of developing, coordinating and controlling gastronomic tourism needs to be developed seriously.

Gastronomy tourism, or food tourism, plays a pivotal role in enhancing tourist satisfaction by offering unique culinary
experiences that cater to diverse tastes and preferences (Durmaz et al., 2022). Research published indicates that the quality
of gastronomic offerings significantly influences tourists' overall satisfaction during their travels (Cordova-Buiza et al.,
2021; Durmaz et al., 2022; Hendijani, 2016; Prat and Canoves, 2014). Tourists seek not only delicious and authentic local
cuisine but also immersive dining experiences that allow them to explore the cultural and historical context of the dishes
they are enjoying. High-quality gastronomy tourism helps in creating memorable moments for tourists, leaving a lasting
impression and contributing positively to their overall travel satisfaction. Additionally, previous studies highlight that the
appreciation of local cuisine is closely linked to the cultural identity of a destination (Komariah et al., 2020; Kuhn et al.,
2023; Pérez-Priego et al., 2023). Tourists often perceive the quality of food and beverages as an essential aspect of their
travel experience. Gastronomy tourism enables tourists to indulge in regional specialties, traditional cooking methods, and
local ingredients, thereby providing an opportunity to understand the unique flavors and culinary traditions of a particular
place. When tourists are satisfied with the gastronomic offerings, it leads to positive word-of-mouth recommendations,
increased repeat visits, and higher ratings for the destination, ultimately contributing to the growth of the local economy
and tourism industry. Thus, investing in the quality of gastronomy tourism not only enriches tourists' experiences but also
strengthens the overall appeal of a destination, leading to higher levels of satisfaction among travelers.

Hypothesis 1: The quality of gastronomy tourism has a positive influence on tourist satisfaction

Tourist satisfaction and destination loyalty

According to numerous destination loyalty studies (Abahre et al., 2023; Alegre and Juaneda, 2006; Cong, 2021;
Hendijani, 2016; Joo et al., 2020), tourist satisfaction is a major element in whether or not travelers return to a certain
location. Perceived quality of the most crucial destination facilities or dimensions is the primary factor in satisfaction
(Alegre and Juaneda, 2006). It seems to reason that the good consequences are always considered, while the negative ones
are often overlooked (Kapuscinski and Richards, 2016). In the context of this study, tourist satisfaction plays a crucial role
in determining whether they will return to visit the same destination or not. When tourists are satisfied with their travel
experience, including culinary quality, they are likely to develop the intention to return (Joo et al., 2020). Positive
experiences generate feelings of trust and loyalty towards the destination. Apart from that, satisfaction also creates happy
and satisfying memories, which provide emotional encouragement for tourists to plan repeat visits (Hendijani, 2016; Joo et
al., 2020; Loi et al., 2017). Another study states a positive influence of gastronomic satisfaction on loyalty (Mora et al., 2021).
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When a tourist destination can present an attractive local culinary experience, including a diversity of distinctive
flavors and aromas, this not only satisfies tourists' tastes but also builds an emotional connection with the destination.
The positive experience of eating delicious and authentic local dishes creates unforgettable memories for travelers. This
sense of satisfaction is the key that opens the door to loyalty. Tourists who are satisfied with their gastronomic
experience are more likely to return to the same destination in the future (Acharya et al., 2023; Hendijani, 2016; Joo et
al., 2020; Loi et al., 2017; Mora et al., 2021). Apart from that, tourist satisfaction also has a positive impact in providing
recommendations to others (Cevdet Altunel and Erkurt, 2015; Humagain and Singleton, 2021; Joo et al., 2020), creating
a profitable domino effect for the destination's gastronomic tourism.

Through a study of relevant literature, we found connections between variables that explain that when tourists enjoy
diverse and authentic local cuisine, they are likely to have a vibrant and memorable experience. This satisfaction, in turn,
fosters a sense of loyalty towards the destination. Research has shown that tourists who are highly satisfied with their
gastronomic expertise are more likely to revisit the goal and recommend it to others. Additionally, these happy tourists tend
to develop an emotional connection to the local culture and community through food, resulting in a stronger bond with the
destination. As a result, destination loyalty is not based solely on beautiful views or historic sites; This is also influenced by
the gastronomic delights a place offers. Therefore, investing in the quality and variety of culinary experiences can significantly
increase tourist satisfaction, foster a loyal visitor base, and strengthen the long-term sustainability of a destination.

Hypothesis 2: Tourist satisfaction has a positive influence on tourists' revisit intention to visit gastronomy tourism

Hypothesis 3: Tourist satisfaction has a positive influence on tourists' recommendation intention to visit gastronomy
tourism

Hypothesis 4: Tourist satisfaction mediates the influence of gastronomy tourism quality on tourists' revisit intention to
visit gastronomy tourism

Hypothesis 5: Tourist satisfaction mediates the influence of gastronomy tourism quality on tourists' recommendation
intention to visit gastronomy tourism

Based on existing study literature, it can be concluded that it is very important to build tourist satisfaction when they
visit gastronomic tourism furthermore, this gastronomic satisfaction also encourages an increase in tourists' intentions to
visit again and provides recommendations for visits to other people in the future. Conceptually, the research model for
building destination loyalty, which includes revisiting intention and recommendation intention, is shown in Figure 1. In
Figure 1, it can be seen that this study aims to examine the influence of gastronomy tourism on tourist satisfaction. Also,
this study also tested the influence of tourist satisfaction on revisit intention and recommendation intention. The hypotheses
formed in this study are:

Revisit Intention

Gastronomy Tourist
Tourism Satisfaction

Recommendation
Intention

Figure 1. Conceptual Model

MATERIALS AND METHODS

This study involved domestic tourists in the Surabaya region. Four hundred sixty-two tourists completed the full survey
(33.5% men and 66.5% women). The survey was conducted online using a Google Form-based questionnaire. The
questionnaire link was distributed to tourists on gastronomic tours in several destinations in Surabaya-Indonesia. Next, tourists
received a brief explanation regarding how to fill out the questionnaire, which was filled out using the self-administered
questionnaire method.Measurement of study variables, including gastronomy tourism quality, tourist satisfaction, revisit
intention, and recommendation intention, uses previous study references. Tourist perceptions regarding gastronomy tourism
quality were measured using the questionnaire reference Lee et al. (2011). This questionnaire consists of five items (for
example, Gastronomy tourism has provided unforgettable culinary experiences). In addition, data regarding tourist satisfaction
was collected using the tourist satisfaction questionnaire (Lee et al., 2007) and developed in a gastronomy context. This
questionnaire consists of four items (for example, Overall, | am satisfied with my experience in gastronomy tourism).

Tourists' perceptions regarding revisit intention were measured using the revisit intention questionnaire by Zhang et al.
(2018). In this study, we have developed the original questionnaire and adapted it to the context of gastronomic tourism.
Revisit intention was measured using a previous study questionnaire that we have developed (Cevdet Altunel and Erkurt,
2015). The total number of revisit intention items is three items, namely revisit propensity, revisit willingness and revisit
probability shortly (for example, | tend to visit gastronomy tourism again). Finally, data regarding recommendation intention
was measured using two items adapted from previous studies (Lee et al., 2007) (for example, Would you recommend
gastronomy tourism to others (including your family and friends)?). The scale items were administered using a five-point
Likert scale style, with a rating of 1 indicating 'strong disagreement' and 5 representing 'strong agreement' with each statement.

The present work used structural equation modeling (SEM) as a statistical technique to examine and interpret the
collected data. Smart-PLS is a software application utilized for the purpose of examining structural equation modeling
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(SEM) models that are specifically associated with the construct of revisit intention and recommendation intention. The
criteria for evaluating model fit encompass NFI (Normed Fit Index) values greater than 0.800 and SRMR (Standardized
Root Mean Square Residual) values less than 0.080, which are regarded as indicators of a satisfactory model (Hair et al.,
2017). Partial Least Squares (PLS) analysis employs two distinct analytical approaches, specifically the outer model and
the inner model. The validity of the items or measurement indicators for each variable is assessed by the application of
external model analysis. According to Ghozali (2014), an indicator is deemed genuine when its loading factor parameter
value is equal to or exceeds 0.70. Furthermore, the testing of this hypothesis necessitates the utilization of a reference p -
value that is equal to or less than 0.05. According to Ghozali (2014).

RESULTS AND DISCUSSION

Validity and reliability test

The outcomes of the item validity assessment conducted using the Partial Least Squares (PLS) algorithm are presented
in Figure 2 and Table 1. The test was performed with a maximum literacy level of 300 and a stop criterion of 7. The initial
model test revealed that none of the variables had values below 0.7. Hence, the study of the model depicted in Figure 2 can
be extended to ascertain the factor loading values associated with the variables of gastronomy tourism quality, tourist
satisfaction, revisit intention, and recommendation intention of tourists to visit gastronomy tourism.
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Figure 2. Test Validity (outer model)

Table 1 displays the outcomes of the item validity test for each variable. Table 1 displays the loading factor values for
various constructs, including gastronomy tourism quality, tourist satisfaction, revisit intention, and recommendation
intention of tourists to visit gastronomy tourism. Notably, all items within these constructs exhibit loading factor values
within the range of 0.752 to 0.974, above the threshold of 0.7.

Table 1. Validity Test

Items Gastronomy Tourism | Tourist Satisfaction Revisit Intention Recommendation Intention
GT1 0.884
GT2 0.930
GT3 0.939
GT4 0.842
GT5 0.874
TS1 0.872
TS2 0.864
TS3 0.830
TS4 0.912
RI1 0.752
RI2 0.871
RI3 0.862
Rell 0.973
Rel2 0.974

Furthermore, this study assessed the questionnaire's dependability by the utilization of a reliability test. The findings from
the reliability test indicated that the scores for Cronbach's Alpha, Composite Reliability, and Average Variance Extracted
(AVE) satisfied the established standards (Table 2). In this study, the range of Cronbach's Alpha scores was observed to be
between 0.771 and 0.944. This indicates that all the items used in evaluating gastronomy tourism quality, tourist satisfaction,
revisit intention, and recommendation intention of tourists to visit gastronomy tourism were deemed trustworthy.
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Table 2. Reliability test

Variables Cronbach's Alpha rho A Composite Reliability | Average Variance Extracted (AVE)
Gastronomy Tourism 0.937 0.94 0.952 0.801
Tourist Satisfaction 0.893 0.901 0.925 0.756
Revisit Intention 0.771 0.773 0.869 0.689
Recommendation Intention 0.944 0.945 0.973 0.947

Hypothesis Testing using SEM

The present study aims to examine the hypothesis through the utilization of structural equation modeling (SEM)
analysis, which allows for the assessment of both direct and indirect impacts. Before testing the hypothesis on each
structural equation modeling (SEM) path, it is imperative to assess the model fit criteria of the SEM model in the initial
stage. The fit model test employs the NFI (Normed Fit Index) and SRMR (Standardized Root Mean Square Residual) as
evaluation criteria. According to Ghozali (2017) and Hair et al. (2010), a fit model is required to possess an NFI value
greater than 0.8 and an SRMR value lower than 0.08. The model fit test results show that the NFI value is 0.898, and the
SRMR is 0.051. This finding means that the study model has met the model fit criteria. The output results of the SEM
model analysis using the bootstrapping method are shown in Figure 3.
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Figure 3. Bootstrapping analysis (outer model)

Hypothesis testing employs the technique of bootstrapping, wherein a subsample of 500 observations is utilized,
alongside a significance level of 0.05. The confidence interval method employed is Bias-corrected and accelerated (BCa)
bootstrap, and a two-tailed type test is conducted. Table 3 displays the outcomes of the hypothesis test conducted for each
path. Testing the first hypothesis regarding the influence of the quality of gastronomy tourism on tourist satisfaction shows
a t-statistic value of 19.147 (p-value= 0.00); the hypothesis is accepted. This means that the quality of gastronomy tourism
has a positive influence on tourist satisfaction when visiting gastronomy tourism. Apart from that, the second hypothesis
test showed that tourist satisfaction had a significant effect on tourists' revisit intention to visit gastronomy tourism
(hypothesis accepted, t-statistic= 12.736, p-value=0.00). Next, we also tested the influence of tourist satisfaction on tourists'
recommendation intention to visit gastronomy tourism. The test results revealed that tourist satisfaction was proven to
significantly influence tourists' recommendation intention to visit gastronomy tourism (t-statistic=16.445, p-value= 0.00).

In addition, we tested the mediating role of tourist satisfaction on the effect of gastronomy tourism quality on tourists'
revisit intention and recommendation intention to visit gastronomy tourism. In Table 3, it can be seen that tourism
satisfaction successfully mediates the influence of gastronomy tourism quality on revisit intention (t-statistic= 9.422, p-
value= 0.00; hypothesis accepted) and recommendation intention (t-statistic=10.479, p-value=0.00; hypothesis accepted).

Table 3. Hypothesis Testing Results

Original Sample | Standard Deviation | T Statistics
Path sample (O) | Mean (M) (STDEV) (o/sTDEV) | P Values
Gastronomy Tourism -> Tourist Satisfaction 0.702 0.703 0.037 19.147 0.00
Tourist Satisfaction -> Revisit Intention 0.582 0.581 0.046 12.736 0.00
Tourist Satisfaction -> Recommendation Intention 0.661 0.660 0.040 16.445 0.00
Gastronomy Tourism -> Recommendation Intention 0.464 0.464 0.044 10.479 0.00
Gastronomy Tourism -> Revisit Intention 0.408 0.409 0.043 9.422 0.00

Discussion

The importance of increasing tourist satisfaction through quality gastronomy tourism

Eating is a primary need for tourists, different from other activities (Kumar, 2019). Therefore, tourists always budget
money for food and drink. Tourists who visit a destination will most likely try the local cuisine. Gastronomy is a crucial
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aspect in presenting destination culture because it results from social, natural and cultural factors and reflects local culture
in the form of unique culinary values (Gordin et al., 2016). This culinary component attracts tourists who want to learn
about other cultures through local food and drinks (Kumar, 2019). In addition, local gastronomy is a major tourist attraction
and influences their experiences (Henderson, 2009). Therefore, it is very important to build good credibility regarding
gastronomy tourism to increase tourist visits through increasing tourist satisfaction.

The study results reveal that customer satisfaction is greatly influenced by how good the quality of gastronomy tourism.
The findings of this study are relevant to previous studies, which stated that positive assessments of gastronomy tourism
positively and significantly influence tourist satisfaction (Durmaz et al., 2022). The quality of gastronomy tourism greatly
influences tourist satisfaction because a satisfying culinary experience has a strong appeal. When tourists taste authentic
and delicious local dishes, they not only satisfy their hunger but also experience the rich culture and traditions of a region.
Taste quality, presentation, menu diversity, and the use of high-quality raw materials are the main factors that influence
tourists' culinary experiences (Hendijani, 2016). Apart from that, the atmosphere of the restaurant or eating place, friendly
service, and staff knowledge about the menu also contribute to the level of satisfaction. When tourists feel impressed by
their culinary experience, they tend to leave positive reviews, share their experiences with others, and return to the
destination, creating a positive effect on the tourism industry (Kim, 2017).

Efforts to build quality gastronomy tourism are very important. Gastronomy, as a cultural tourism component, presents
new culinary experiences that showcase different local cultural flavors and traditions. This experience also provides
valuable opportunities for visitors to gain cultural education (Widjaja et al., 2020). Travelers who have a strong inclination
to eat local cuisine often seek unique gastronomic experiences. Meanwhile, tourists who consume local food tend to have
an extraordinary experience, which has the potential to have a positive impact on their overall satisfaction, intention to
revisit, and tendency to engage in word-of-mouth communication (Bjérk and Kauppinen-Raisanen, 2014).

To improve the quality of gastronomy tourism, strategic steps need to be taken seriously. First, culinary industry players
must focus on the quality of raw materials and cooking techniques to ensure the dishes served are delicious and healthy.
Using local and organic ingredients can also add value to the culinary experience. Second, training restaurant staff in
customer service and menu knowledge is essential. Friendly, competent and knowledgeable staff can provide tourists with a
better experience. In addition, introducing innovation in the menu by combining traditional and modern flavors can increase
the culinary appeal of a region. Apart from that, maintaining the cleanliness and sanitation of eating places, as well as
providing a comfortable and clean atmosphere, can also increase tourist satisfaction. With these efforts, tourism destinations
can achieve high culinary standards and ensure visitor satisfaction, supporting tourism growth and the local economy.

The domino effect of tourist satisfaction on revisit intention and recommendation intention

The success of creating tourist satisfaction when visiting gastronomy tourism will encourage plans to visit again, and
they will even recommend to others to visit. The results of this study prove that tourist satisfaction also encourages plans
to return visits and recommend to others to visit gastronomy tourism. This finding strengthens previous studies that
show that tourists' satisfaction with the quality of culinary delights on their tour tends to increase their intention to return
(Joo et al., 2020; Mora et al., 2021). Apart from that, this study also sharpens previous findings, which stated that when
tourists feel satisfied, they will provide recommendations to other people (Cevdet Altunel and Erkurt, 2015; Humagain
and Singleton, 2021; Joo et al., 2020). The findings of this study mean that when a tourist feels satisfied with their travel
experience, especially their culinary experience, both in terms of service, facilities and overall tourism experience, they
tend to have a strong intention to return to that gastronomic destination. Traveler satisfaction creates an emotional bond
with the destination, triggers a strong sense of attachment, and strengthens the desire to repeat their positive experience
in the future. Apart from that, tourist satisfaction also has a direct impact on the intention to recommend the destination
to others. Satisfied travelers not only share positive stories about their travels but also provide recommendations to their
friends, family, and colleagues, influencing others' travel decisions. These positive recommendations create a
widespread domino effect, inviting more new tourist visits and increasing the popularity of the destination, as well as
strengthening the positive image of the destination in the eyes of potential tourists.

Apart from the direct impact of increasing tourist visits, the domino effect of tourist satisfaction on revisit intention and
recommendation intention also creates a sustainable circle in the development of the tourism industry. With the increasing
number of visits and recommendations from satisfied tourists, tourism destinations can experience sustainable growth in
revenue, investment and infrastructure development. This attractive potential for gastronomic tourism is an important
strategic element in the tourism and hospitality sector. Therefore, tourism destinations increasingly use their gastronomic
resources to differentiate themselves from their competitors (Kumar, 2019). Thus, providing memorable experiences will
produce sustainable competitive advantages (Widjaja et al., 2020). Along with this, tourist satisfaction levels continue to
increase, creating a positive cycle that supports economic growth and sustainability in the tourism industry. Thus,
gastronomy tourism destinations must provide a satisfying culinary tourism experience because this not only influences
individual satisfaction but also has a broad impact on building and strengthening the tourism industry.

CONCLUSION

Gastronomy tourism has a very important role in driving a country's economy. Apart from being a tourist attraction, the
culinary richness of an area also reflects the cultural heritage and traditions of the local community. Travelers from all over
the world often look for authentic culinary experiences when they visit a country. Therefore, improving the quality of
gastronomy tourism is very important to provide tourist satisfaction and will ultimately build visit loyalty, which includes
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revisiting intention and recommendation intention. This study reveals that the quality of gastronomy tourism influences
tourist satisfaction and will ultimately encourage potential revisit intention and recommendation intention for tourists to
visit gastronomy tourism. Other findings show that tourist satisfaction mediates the effect of gastronomy tourism quality on
tourists' revisit intention and recommendation intention to visit gastronomy tourism.

The results of this study provide important implications for gastronomic tourism businesses to build tourist
satisfaction by improving the quality of gastronomic tourism. When tourists feel satisfied through an extraordinary
culinary experience, they are more likely to leave positive reviews, recommend the destination to others, and even return
to visit. This creates a profitable domino effect, increasing the popularity of gastronomy tourism destinations and
directly increasing the number of tourist visits. Also, the increase in the number of tourists has a positive impact on the
local economy by increasing sales in the food and beverage sector, as well as various supporting businesses such as gift
shops and tour guides. Furthermore, satisfying culinary experiences encourage sustainable development in the local food
industry, supporting local farmers, producers and entrepreneurs. By paying attention to and improving the quality of
gastronomy tourism, a country can build a positive image, increase competitiveness and support economic growth
through a sustainable tourism industry. Relevant to previous studies (Sutiadiningsih et al., 2023), it provides an
important note that tourists' attitudes towards consuming traditional food and perceptions of traditional food
consumption remain controls that influence tourists' intentions in choosing gastronomy as part of their tourism activities.
The subjective values of social media and traditional food consumption culture have not been able to influence tourists'
intentions to make traditional food a tourist destination. This can be interpreted as saying that things related to local
gastronomy can be accepted by tourists, but really need the support of the government, academics and tourism
practitioners to develop gastronomic tourism so that it can become an alternative attractive new tourism object
(destination) for tourists, in this case including variations of various gastronomic tourism promotion programs taking
into account culture (including building distinctive and professional communication), behavior and tourist objectives.

Author Contributions: Conceptualization, A.S. and T.M.; methodology, A.S. and V.H.D.; software, G.R.W. and
I.LH.P.D.; validation, N.P. and I.H.P.D. and T.M.; formal analysis, A.S. and T.M. and N.P.; investigation, I.H.P.D. and
V.H.D. and G.R.W.; data curation, A.S. and N.P. and I.H.P.D. and T.M.; writing - original draft preparation, A.S. and
I.H.P.D.; writing - review and editing, A.S. and T.M. and V.H.D. and N.P. and I.H.P.D.; visualization, A.S. and I.H.P.D.
and N.P. and G.R.W. and V.H.D.; supervision, A.S. and T.M. and N.P. and 1.H.P.D.; project administration, 1.H.P.D. and
G.R.W. All authors have read and agreed to the published version of the manuscript.

Funding: This research received funding support in 2023 from the Institute for Research and Community Service,
Surabaya State University.

Institutional Review Board Statement: Not applicable
Informed Consent Statement: Not applicable
Data Availability Statement: The data presented in this study may be obtained on request from the corresponding author

Acknowledgments: The research undertaken was made possible by the equal scientific involvement of all the authors
concerned. Also, we would also like to thank Universitas Negeri Surabaya as the provider of research funding support.

Conflicts of Interest: The authors declare no conflict of interest

REFERENCES

Abahre, J., Al-Rimmawi, H., Abu Raida, L., Alkhateeb, M., Bishawi, W., Mahmoud, S., Suleiman, A., & Khlaif, Z.N. (2023). Impact of
political instability on 1948-Palestinian shoppers’ satisfaction: Palestinian tourist destination as a case study. Heliyon, 9(6), e17235.
https://doi.org/10.1016/j.heliyon.2023.e17235

Acharya, S., Mekker, M., & De Vos, J. (2023). Linking travel behavior and tourism literature: Investigating the impacts of travel
satisfaction on destination satisfaction and revisit intention. Transportation Research Interdisciplinary Perspectives, 17, 100745.
https://doi.org/10.1016/j.trip.2022.100745

Alegre, J., & Juaneda, C. (2006). Destination Loyalty: Consumers’ Economic Behavior. Annals of Tourism Research, 33(3), 684—706.
https://doi.org/10.1016/j.annals.2006.03.014

Andrade-Suérez, M., & Caamafio-Franco, I. (2020). The Relationship between Industrial Heritage, Wine Tourism, and Sustainability: A
Case of Local Community Perspective. In Sustainability, 12(18). https://doi.org/10.3390/su12187453

Basaran, B. (2020). Perceptions, Attitudes and Behaviours of Consumers Towards Traditional Foods and Gastronomy Tourism: The
Case of Rize. Journal of Tourism & Gastronomy Studies, 8(3), 1752-1769. https://jotags.net/index.php/jotags/article/view/769

Bjork, P., & Kauppinen-Raisénen, H. (2014). Culinary-gastronomic tourism — a search for local food experiences. Nutrition and Food
Science, 44(4), 294-309. https://doi.org/10.1108/NFS-12-2013-0142

Cevdet Altunel, M., & Erkurt, B. (2015). Cultural tourism in Istanbul: The mediation effect of tourist experience and satisfaction on the
relationship between involvement and recommendation intention. Journal of Destination Marketing & Management, 4(4), 213-221.
https://doi.org/10.1016/j.jdmm.2015.06.003

Cheng, D. (2023). Exploring the cultural anthropology of gastronomic tourism: Supply-side stakeholders’ perspectives and experiences of Suzhou-
style cakes. International Journal of Gastronomy and Food Science, 34, 100819. https://doi.org/10.1016/j.ijgfs.2023.100819

Cong, L.C. (2021). Perceived risk and destination knowledge in the satisfaction-loyalty intention relationship: An empirical study of european
tourists in vietnam. Journal of Outdoor Recreation and Tourism, 33, 100343. https://doi.org/10.1016/j.jort.2020.100343

Cordova-Buiza, F., Gabriel-Campos, E., Castafio-Prieto, L., & Garcia-Garcia, L. (2021). The Gastronomic Experience: Motivation and Satisfaction
of the Gastronomic Tourist—The Case of Puno City (Peru). In Sustainability, 13(16). https://doi.org/10.3390/su13169170

201



Any SUTIADININGSIH, Tuatul MAHFUD, Vu Hung DANG, Ila Huda P. DEWI, Niken PURWIDIANI, Galuh RACHMA WATI

Durmaz, Y., Cayiragasi, F., & Copuroglu, F. (2022). The mediating role of destination satisfaction between the perception of gastronomy
tourism and consumer behavior during COVID-19. International Journal of Gastronomy and Food Science, 28, 1-11.
https://doi.org/10.1016/j.ijgfs.2022.100525

Ghozali, 1. (2014). Structural Equation Modeling metode alternatif dengan Partial Least Square. Badan Penerbit Universitas Diponegoro.

Ghozali, 1. (2017). Structural equation models: Concepts and applications with the AMOS 24 bayesian SEM update program
(Indonesian version) (Edisi 7) (7th ed.). Badan Penerbit Universitas Diponegoro.

Gordin, V., Trabskaya, J., & Zelenskaya, E. (2016). The role of hotel restaurants in gastronomic place branding. International Journal of
Culture, Tourism and Hospitality Research, 10(1), 81-90. https://doi.org/10.1108/1JCTHR-05-2015-0049

Hair, J., Black, W.C., Babin, B.J., & Anderson, R.E. (2010). Multivariate data analysis: A global perspective (7th.). Pearson Prentice Hall.

Hair, J., Hult, G.T., Ringle, C.M., & Sarstedt. (2017). A Primer on Partial Least Squares Structural Equation Modelling (PLS-SEM).
Sage Publications.

Haven-Tang, C., & Jones, E. (2005). Using Local Food and Drink to Differentiate Tourism Destinations Through a Sense of Place.
Journal of Culinary Science & Technology, 4(4), 69-86. https://doi.org/10.1300/J385v04n04_07

Henderson, J.C. (2009). Food tourism reviewed. British Food Journal, 111(4), 317-326. https://doi.org/10.1108/00070700910951470

Hendijani, R.B. (2016). Effect of food experience on tourist satisfaction: the case of Indonesia. International Journal of Culture, Tourism
and Hospitality Research, 10(3), 272-282. https://doi.org/10.1108/IJCTHR-04-2015-0030

Horng, J.S., & Tsai, C.T. (Simon). (2012). Culinary tourism strategic development: an Asia-Pacific perspective. International Journal of
Tourism Research, 14(1), 40-55. https://doi.org/10.1002/jtr.834

Humagain, P., & Singleton, P.A. (2021). Examining relationships between COVID-19 destination practices, value, satisfaction and
behavioral intentions for tourists’ outdoor recreation trips. Journal of Destination Marketing & Management, 22, 100665.
https://doi.org/10.1016/j.jdmm.2021.100665

Jerez, M.R. (2023). Tourism marketing of the Autonomous Communities of Spain to promote gastronomy as part of their destination branding.
International Journal of Gastronomy and Food Science, 32, 100727. https://doi.org/10.1016/}.ijgfs.2023.100727

Joo, D., Woosnam, K.M.,, Lee, S., & Lee, C.K. (2020). Destination loyalty as explained through self-congruity, emotional solidarity, and travel
satisfaction. Journal of Hospitality and Tourism Management, 45, 338-347. https://doi.org/10.1016/j.jhtm.2020.06.017

Kapuscinski, G., & Richards, B. (2016). News framing effects on destination risk perception. Tourism Management, 57, 234-244.
https://doi.org/10.1016/j.tourman.2016.06.017

Ketaren, I. (2017). Upaboga Gastronomy Indonesia (in Indonesian Version). AGASI & AGI.

Kim, J.H. (2017). The Impact of Memorable Tourism Experiences on Loyalty Behaviors: The Mediating Effects of Destination Image
and Satisfaction. Journal of Travel Research, 57(7), 856-870. https://doi.org/10.1177/0047287517721369

Komariah, K., Razzag, A.R.B.A., Nugraheni, M., Lastariwati, B., & Mahfud, T. (2020). The antecedent factor of tourists’ intention to consume
traditional food. GeoJournal of Tourism and Geosites, 32(4), 1209-1215. https://doi.org/10.30892/gtg.32403-559

Kuhn, V.R., Gadotti dos Anjos, S.J., & Krause, R.W. (2023). Innovation and creativity in gastronomic tourism: A bibliometric analysis.
International Journal of Gastronomy and Food Science, 100813. https://doi.org/10.1016/j.ijgfs.2023.100813

Kumar, G.M.K. (2019). Gastronomic tourism— A way of supplementing tourism in the Andaman & Nicobar Islands. International
Journal of Gastronomy and Food Science, 16, 1-6. https://doi.org/10.1016/j.ijgfs.2019.100139

Leal-Londofio, M. del P. (2023). Chapter Eleven - Gastronomic tourism and alternative food networks: a contribution to the Agenda
2030 (F. X. Medina, D. Conde-Caballero, & L. B. T.-F. Mariano-Judrez Gastronomy, Sustainability, and Social and Cultural
Development (eds.), 185-199, Academic Press. https://doi.org/10.1016/B978-0-323-95993-3.00006-2

Lee, C.K, Yoon, Y.S,, & Lee, S.K. (2007). Investigating the relationships among perceived value, satisfaction, and recommendations:
The case of the Korean DMZ. Tourism Management, 28(1), 204-214. https://doi.org/10.1016/j.tourman.2005.12.017

Lee, S., Jeon, S., & Kim, D. (2011). The impact of tour quality and tourist satisfaction on tourist loyalty: The case of Chinese tourists in
Korea. Tourism Management, 32(5), 1115-1124. https://doi.org/10.1016/j.tourman.2010.09.016

Leong, Q.L., Ab Karim, S., Awang, K.W., & Abu Bakar, A.Z. (2017). An integrated structural model of gastronomy tourists’ behaviour.
International Journal of Culture, Tourism and Hospitality Research, 11(4), 573-592. https://doi.org/10.1108/IJCTHR-05-2016-0047

Loi, L.T.I, So, AS.L, Lo, I.S., & Fong, L.H.N. (2017). Does the quality of tourist shuttles influence revisit intention through destination image and
satisfaction? The case of Macao. Journal of Hospitality and Tourism Management, 32, 115-123. https://doi.org/10.1016/j.jhtm.2017.06.002

Mora, D., Solano-Sanchez, M.A., Lopez-Guzmén, T., & Moral-Cuadra, S. (2021). Gastronomic experiences as a key element in the development
of a tourist destination. International Journal of Gastronomy and Food Science, 25, 100405. https://doi.org/10.1016/j.ijgfs.2021.100405

Okumus, B., Koseoglu, M.A., & Ma, F. (2018). Food and gastronomy research in tourism and hospitality: A bibliometric analysis.
International Journal of Hospitality Management, 73, 64—74. https://doi.org/10.1016/j.ijhm.2018.01.020

Pérez-Priego, M.A., Garcia-Moreno Garcia, M., de los B., Jara-Alba, C., & Caro-Barrera, J.R. (2023). Local gastronomy as a destination
tourist attraction: The case of the ‘Chiringuitos’ on the Costa del Sol (Spain). International Journal of Gastronomy and Food
Science, 100822. https://doi.org/10.1016/j.ijgfs.2023.100822

Prat, J., & Canoves, G. (2014). The Importance of Satisfaction in Relation to Gastronomic Tourism Development. Tourism Analysis, 19.
https://doi.org/10.3727/108354214X14029467968321

Seyitoglu, F., & lvanov, S. (2020). A conceptual study of the strategic role of gastronomy in tourism destinations. International Journal
of Gastronomy and Food Science, 21, 1-10. https://doi.org/10.1016/j.ijgfs.2020.100230

Sutiadiningsih, A., Purwidiani, N., Dewi, .H.P., Hamdani, A.T., & Le, H.T. (2023). Gastronomic experience as a motivation for tourists to choose
tourist destinations in Indonesia and Vietnam. GeoJournal of Tourism and Geosites, 47(2), 424-431. https://doi.org/10.30892/gtg.47208-1040

UNWTO. (2017). Second global report on gastronomy tourism (Affiliate). World Tourism Organization. https://www.e-
unwto.org/doi/pdf/10.18111/9789284418701

UNWTO. (2020). Gastronomy. https://www.unwto.org/gastronomy

Widjaja, D.C., Jokom, R., Kristanti, M., & Wijaya, S. (2020). Tourist behavioural intentions towards gastronomy destination: evidence
from international tourists in Indonesia. Anatolia, 31(3), 376-392. https://doi.org/10.1080/13032917.2020.1732433

Zhang, H., Wu, Y., & Buhalis, D. (2018). A model of perceived image, memorable tourism experiences and revisit intention. Journal of
Destination Marketing & Management, 8, 326-336. https://doi.org/10.1016/j.jdmm.2017.06.004

Article history: ~ Received: 03.11.2023 Revised: 16.01.2024 Accepted: 02.02.2024 Available online: 05.03.2024

202



