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ABSTRACT 

The study focuses on local food specialties in Lukang, Taiwan. The town of 

Lukang offers many local food specialties featuring an abundance of seafood and 

teacakes. Restaurants, snack bars, street vendors, and cake shops provide tourists and 

locals a diverse purchasing and dining experience. 

Limited consumer behavior information is available with regard to the purchase 

and consumption of local food specialties. Research-based studies are needed to obtain 

tourists‘ and locals‘ perceptions about Lukang‘s food and how they make their food 

selection decisions. 

The first phase of this study sought to examine perspectives of local public 

officials, historians, and shop owners toward the town‘s food specialties and food tourism. 

Six participants were selected through snowball sampling. In-depth open-ended 

interviews were conducted and videotaped in June and July, 2009. 

The second phase of this study sought to discover how tourists and local residents 

decide on the food they select at cake shops and snack bars. The Means-End Chain theory 

was adopted because it can explain ―how product attributes facilitate consumers‘ 

achievement of desired end-states of being (or values).‖ The laddering interview 

technique is used to explore the underlying motives and needs of consumers. Laddering 

interviews were carried out in July and December, 2009 with 18 tourists and 24 local 

residents through convenience sampling. 

The in-depth personal interviews with local public officials, historians, and shop 

owners (n=6) indicated that local food has a positive impact on the overall tourist 

experience and indeed is important to tourism development in Lukang, Taiwan. It 
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appeared that the concept of authenticity could be applied to local food; especially with 

regard to teacakes. The findings of the Means-End Laddering interviews revealed 

consumers‘ (n=42) perceptions about selection of local food specialties. At the attribute 

level, ―well-established brand,‖ ―authenticity,‖ ―taste,‖ ―healthful food,‖ 

―hygiene/cleanliness,‖ ―popularity,‖ ―product variety,‖ and ―freshness‖ were the factors 

most often mentioned. These attributes linked to the consequences ―enjoy eating food,‖ 

―thoughtful gift-giving,‖ ―worry free,‖ ―try something new,‖ ―quality guaranteed,‖ ―save 

money,‖ ―more options,‖ ―physical well-being,‖ and ―desire to purchase.‖ ―Enjoyment,‖ 

―health/safety,‖ ―good relationships with others,‖ ―novelty,‖ and ―nostalgia‖ were the 

personal values most often identified. The findings suggest that local food selection 

behavior between tourists and local residents differ particularly with regard to teacake 

purchasing behavior. The findings of this study provide insights that can benefit local 

tourism development by focusing on Lukang‘s food specialties. 
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CHAPTER I 

INTRODUCTION 

 

Background 

Taiwan is well recognized as a ―food heaven.‖ In Taiwan, local people enjoy 

eating out in night markets, street vendors, and various dining outlets (Chang & Hsieh, 

2006). Food is also considered a top attraction for foreign visitors. Food ranks among 

Taiwan‘s most competitive tourism products against competitions from other Asian 

countries. According to survey results of studies conducted by Taiwan‘s Tourism Bureau 

in 2006, night markets ranked number one on the list of tourist spots for foreign visitors 

(41%), followed by the National Palace Museum (27%) and Taipei 101 (25%). 

Taiwan has the potential to become a ―food capital‖ (Government Information 

Office, Taiwan, 2007). Delicious food and friendly people make Taiwan an ideal 

destination for foreign tourists. The uniqueness and diversity of Taiwanese food is a 

major component that contributes to Taiwan‘s positive destination image. Food plays a 

major role for both domestic and international tourists who experience the destination. 

Therefore, it is important for the government and the private sector to enhance their 

cooperation in promoting local food in order to attract more tourists. 

The study focuses on food tourism in Lukang, Taiwan. Among several historic 

places in Taiwan, I chose Lukang for this study because it is the native town of my 

paternal family who settled there 150 years ago and have lived there for several 

generations. My father was born and grew up in Lukang. Even though I was born and 

grew up in Taiwan‘s capital city, Taipei, I still consider Lukang as my hometown. I was 
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very interested in building a stronger linkage to Lukang through studying the town. It is 

very meaningful and honorable for me to use my hometown as the starting point of my 

research career by utilizing the knowledge I learned while studying in the United States 

of America. The local food became my interest as I pursued my education related to the 

hospitality industry. 

 

The town, located in Changhua County on the west coast of central Taiwan 

(Figure 1.1), is one of the most famous towns in Taiwan with valuable historical assets. 

Its temples and temple fairs attract many domestic and international visitors annually. 

Lukang 

Changhua County 

Figure 1.1. Lukang‘s Location in Taiwan 
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Lukang is a popular place for temple deity worship. Large crowds from all over Taiwan 

visit to make offerings of incense and food in temples. 

The town of Lukang offers many local food specialties featuring an abundance of 

seafood and teacakes. Restaurants, snack bars, street vendors, and cake shops provide 

tourists and locals a diverse purchasing and dining experience. Limited consumer 

behavior information is available with regard to the purchase and consumption of local 

food specialties. Studying how Lukang‘s tourists make their decisions on food selection 

would provide valuable information that can benefit local tourism development. 

 

Problem Statement 

In most cities in Taiwan, it is common to see many restaurants, snack bars, street 

vendors and cake shops. For the town of Lukang, food is believed to be a major tourist 

attraction. Anecdotal information is available; research-based studies are essential to 

obtain perceptions about Lukang‘s local food. 

The first phase of this study sought to examine the perspectives of local public 

officials, historians, and shop owners in regard to the town‘s food specialties and food 

tourism. Questions for this phase of study include: (1) what impact local food has on 

tourists‘ experiences; (2) what are the food specialties of Lukang that attract tourists; and 

(3) what role does authenticity play in Lukang‘s local food. In-depth open-ended 

interviews were conducted that cover the history of local food, local food specialties, the 

relation of food to local tourism, the local traditions, and the role of authenticity. 

Deeper questions arise regarding tourists‘ food selection behaviors and what 

triggers them to make their final decisions when purchasing food. Therefore, the second 
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phase of this study seeks to discover how Lukang‘s tourists and local residents decide on 

the food they select. Adopting the Means-End Chain Theory is useful for understanding 

personal values as the basis of food selection behavior (McIntosh & Thyne, 2005). 

According to Gutman (1982), the Means-End Chain Theory was developed to 

explain ―how product attributes facilitate consumers‘ achievement of desired end-states 

of being (or values)‖ (Baker, Thompson, & Palmer-Barnes, 2002, p. 21). With this theory, 

it is useful to distinguish ―product attributes,‖ ―consequences of product consumption,‖ 

and ―personal values.‖ The laddering technique developed by Reynolds and Gutman 

(1984) was used to explore the underlying motives and needs of consumers. People with 

similar demographics may behave differently when selecting food at different dining 

outlets based on different values and other variables. Therefore, the study will focus on 

identifying the tourists‘ as well as local consumers‘ values to create a deeper 

understanding of the meanings of their decision making regarding food choices. 

 

Purpose of the Study 

The purpose of this study was to examine Lukang‘s local food from the 

perspective of food selection by tourists and local residents. Questions which needed 

answering were as follows: 

 

(1) Who are the tourists to Lukang? 

(2) What is the primary tourism-related purpose of the trip? 

(3) What are local food specialties that represent the uniqueness of Lukang? 

(4) What are tourists‘ attributes, consequences and values regarding their food 
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selections when visiting Lukang? 

(5) What are local residents‘ attributes, consequences and values regarding food 

selections at eating places in Lukang, Taiwan? 

(6) Do the attributes, consequences and values associated with food selection of 

tourists and local residents differ? 

(7) Do the attributes, consequences and values associated with food selection for 

tourists and local residents differ based on age and gender? 

 

The Significance of the Study 

Food tourism can be considered as ―a subset of cultural tourism‖ – to learn 

through an experience about a previously unknown or very specific culture and 

environment (Santich, 2004). Therefore, one contribution of food is to provide tourists a 

greater experience. The results of this study will provide both practical and academic 

contributions. 

The practical contribution of this study is to investigate what factors are important 

to determine tourists‘ food selection. The use of local food and the understanding of 

tourist behavior can contribute to sustainable development. Therefore, the findings of this 

study provide insights that can benefit local tourism development by focusing on 

Lukang‘s food specialties. 

The study will also make an academic contribution related to cultural/heritage 

tourism, food tourism, and consumer behavior. The contribution is to integrate these 

concepts through this study of food tourism in Lukang. The Means-End Chain Theory 

and the laddering approach were applied to the study of food tourism in one historic town 
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in Taiwan. 

 

Definition of Terms 

The following definitions included the terms that relate to the model used to guide 

the research. Definitions that are related to Taiwan‘s food culture were also included. 

Means-End Chain Theory: Means-End Chain Theory was developed by Gutman (1982) 

to explain how product attributes facilitate consumers‘ achievement of desired 

end-states of being (or values). The theory distinguishes ―product attributes,‖ 

―consequences of product consumption,‖ and ―personal values.‖ 

Attributes: The physical or observable characteristics that can be used to describe a 

product or service (Gutman, 1982; Klenosky, Gengler & Mulvey, 1993). (ex. taste, 

health, nutritious, price, location, authenticity, cooking style, preparation, and 

texture). 

Consequences: The perceived benefits associated with a specific attribute (Gutman, 1982; 

Klenosky, Gengler & Mulvey, 1993). (ex. tasty, enjoyable, pleasant, cultural, 

relax, and save money). 

Values: Centrally held, enduring beliefs or end-states of existence that consumers seek to 

achieve through their purchase and consumption behavior (Gutman, 1982; 

Klenosky, Gengler & Mulvey, 1993). (ex. sense of health, satisfaction, happiness, 

inner harmony, achievement, healthy life, and fulfillment). 

Laddering: In the Means-End Chain Theory, the laddering method is designed to identify 

both higher and lower values and their connections via a series of probing 

questions (Reynolds & Gutman, 1988). 
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Authenticity: Authenticity has become one of the dominant consumer sensibilities 

(Gilmore & Pine, 2007). The authenticity of foods from a consumer perspective is 

frequently used to ―refer to a genuine version of a product in relation to a specific 

place, region or country‖ (Groves, 2001). 

Night Market: Yu (2004) defined a Taiwanese night market from a cultural aspect. ―It 

basically entails cooked-food vendors using pushcarts or stationed in stalls. 

Without prepared-food vendors, these clusters of retail vendors operating at night 

would not qualify to be named night market.‖ 

Snack Bar: A small restaurant or food outlet that sells snacks (O‘Hagan, 2006). 

Snack Food: Snack food or ―xiaochi‖ is considered to be a separate category from formal, 

regular meals because the food is consumed as ―snacks‖ between meals (Yu, 

2004). In Taiwan, snack foods are sold by street vendors and snack bars. 

 

Limitations 

There was value in seeking to answer the questions of this study. Several 

limitations that hindered me on my way to investigate the questions of this study must be 

acknowledged. 

The time to finish a laddering interview was around 20 to 40 minutes. It was a 

challenge for interviewees to be attentive or to give that much time for the interview. 

Most interviewees for laddering interviews were local residents and tourists selected 

randomly on Lukang‘s streets. During this process, some people rejected my request for 

an interview due to the time consideration. 

A problem that I encountered during the laddering interview process was that 
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some respondents did not know how to answer (Reynolds & Gutman, 1988). For example, 

I asked a participant from this study why he believed that ―having many choices of 

teacakes‖ was so important. He simply shrugged his shoulders and answered that 

―because I feel happy.‖ Sometimes participants cannot deliver a more specific answer. 

Due to the small sample size and the fact that the respondents for the laddering 

interviews were Lukang‘s local residents and tourists, the results cannot be generalized to 

the entire population of customers of eating places anywhere else. These results represent 

only the perspectives of Lukang‘s local residents and tourists. 

Based on various tour guides and pamphlets published by the town‘s Tourism 

Division, Lukang‘s local food specialties were divided into two categories for this study: 

teacakes and local snack food. Snack food is considered to be a separate category from 

formal, regular meals (Yu, 2004). In Taiwan, snack foods are sold by street vendors and 

snack bars. I limited my study to teacakes and local snack food in Lukang for both 

tourists and locals. Therefore, the study did not focus on food specialties consumed in 

restaurants. 

Since I had to travel from the United States to Taiwan between semesters, the 

laddering interviews were conducted in July and December, 2009. Therefore, interview 

data for Lukang‘s tourists who visited during other months and tourists for the town‘s 

festivals were missed. 
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CHAPTER II 

LITERATURE REVIEW 

The purpose of this chapter is to review relevant research to the study reported 

herein. In the first section, I will briefly review the literature on food tourism including 

the role of food in culture and tourism, the tourism experience, and the concept of 

authenticity. The second section will provide tourism facts with statistical data of Taiwan. 

Then food culture and food tourism development in Taiwan will also be described in this 

section. The third section will provide information about the town of Lukang. Since 

Lukang is a town with many temples and local specialty food, food and religious 

traditions will also be described. The fourth section presents the concept of Means-End 

Chain Theory in consumer behavior studies including the discussions of personal values 

and the laddering method. 

 

Food Tourism 

The Role of Food in Culture and Tourism 

Food has been recognized as being expressive of identity and culture (Hall & 

Sharples, 2003). As Long (2003) stated, ―food is central to traveling, and it is a vivid 

entryway into another culture‖ (p. 1). Santich (2004) suggested that food tourism can be 

considered as a subset of cultural tourism – to learn through an experience about a 

previously unknown or very specific culture and environment. Elmont (1995) listed 

various contributions of the use of local food to sustainable development of a particular 

place. Contributions included ―stimulating agricultural activities and food production, 

preventing authentic exploitation, enhancing destination attractiveness, creating jobs and 
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encouraging entrepreneurship, generating pride, and reinforcing brand identity of the 

destination‖ (p. 58). 

Based on these perspectives, it can be argued that local and regional food is a 

feature that can add value to a destination (Telfer & Wall, 1996; du Rand, Heath & 

Alberts, 2003). Food can bring economic income benefits to government and business. It 

is important to consider the way in which food can add to successful marketing of a 

destination (du Rand, Heath & Alberts, 2003). Hall and Sharples (2003) differentiated 

food tourists as ―those who consume food as a part of travel experience and those whose 

activities, behaviors and even destination selection are influenced by an interest in food‖ 

(p. 9). The need for food definitely is a primary factor in influencing travel behavior and 

decision making. Therefore, Hall and Sharples (2003) categorized food tourism into more 

specific detail to reflect tourists‘ interests (p.11): 

 

(1) High interest in food: Travelling to a destination with the primary motive 

being to visit a specific restaurant, market or winery. All, or nearly all, tourist 

activities are food related. 

(2) Moderate interest in food: Visiting a local market, festival, restaurant or 

winery once you have arrived at a destination as part of a wider range of 

lifestyle activities. 

(3) Low interest in food: Visiting a local market, food festival, winery or 

restaurant because it is something different. 

(4) No interest in food: Visiting a restaurant while you are traveling because you 

have to eat. 
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People with different cultural backgrounds may view food tourism differently. 

Food plays an important role in the Asian culture. For many Asian people, the primary 

trip purpose to a destination is to experience local food. 

A South African domestic tourism survey conducted by Rule, Struwig, Langa, 

Viljoen and Boiare in 2001 showed that tourism spending on food and dining out in 

South Africa by international tourists averages 8% of the total spending while the 

domestic tourist spends on average 24% (du Rand, Heath & Alberts, 2003). Another 

study also showed the apparent importance and potential of food in tourism. In a survey 

conducted by Taiwan‘s Tourism Bureau (2006), 34% of foreign tourists believed that 

delicious food is the biggest competitive advantage for Taiwan to compete with 

neighboring countries such as China, Japan, and Thailand. 

In their study of foreign tourists to Hong Kong, Kivela and Crotts (2005) 

indicated that the primary purpose for visiting Hong Kong for visitors from Taiwan, 

Japan, and Singapore was to experience the food. Visitors from Europe and North 

America did not identify experiencing food as their primary purpose. Richards (2002) 

conducted a rural tourism study in Portugal and found that visiting tourists ranked 

gastronomy as the fifth most important motivational factor. 

To compare how different destinations use food in their marketing activities, 

Okumus, Okumus & McKercher (2007) used Hong Kong and Turkey as the examples to 

show the differences in destination image, market positioning and product diversity. The 

authors attributed those differences to the overall product range available in each 

destination. For example, Hong Kong has relatively fewer tourism products than Turkey 
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has to offer; therefore, Hong Kong has to rely more on food. The Government of Hong 

Kong and its Tourism Board ―invests heavily in tourism to produce materials with high 

production values‖ (Okumus et al., 2007, p. 256). One example of this is the presentation 

of food in promotional materials. On the other hand, Turkey gave very ―limited and 

superficial information‖ about local and regional cuisine. Overall, when comparing 

promotional materials, Okumus et al. (2007) suggested that Hong Kong put more 

emphasis on food using more sophisticated information and images than did Turkey. 

 

Tourism Experience 

Otto and Ritchie (1996) defined the leisure and tourism experience as ―the 

subjective mental state felt by participants‖ (p. 166). Ryan (1997) argued that the 

experience is the focus of tourism, and tourists wish to encounter the characteristics that 

are unique to a particular place. 

Quan and Wang (2004) described two different categories of tourism experience 

in their study. They argued that most researchers focus on the ―peak‖ experience which is 

different from the daily experience. The ―peak‖ experience is usually derived from the 

attractions. The supporting experience is ―an extension of the daily experience‖ (Quan & 

Wang, 2004, p. 297). Lodging and dining are examples of supporting experiences for 

many tourists. Many tourists take the supporting experiences such as food consumption 

―for granted‖ and even ignore them. However, as McCabe (2002) suggested, both peak 

experience and supporting experience coexist in the tourism experience as a whole. No 

matter how wonderful the peak experience is, once the supporting experience is negative, 

the total tourism experience can be spoiled. 
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One must eat when traveling, whether or not food is the main focus of travel. 

Therefore, food is one of the essential elements of the tourist experience. Beer (2008) 

stated that many people see food consumption is ―one of the central components of their 

tourism experiences as well as being an experience in its own right‖ (p. 153). Richards 

(2002) argued that food can create experiences. For many tourists, much of their time is 

spent eating, drinking, or deciding how or where to experience local cuisine. Richards 

also suggested that food can sell the destination. Since authenticity has always been 

viewed as an important aspect of tourism consumption, seeking out ―authentic‖ local and 

regional food can become a powerful marketing tool for a specific country or region. 

Quan and Wang (2004) used the relationship between food consumption and 

tourism experience to integrate peak touristic experience and supporting consumer 

experience as well as analyze the role of food consumption in tourism. They clarified that 

food consumption in tourism can be regarded as either the supporting consumer 

experience or the peak touristic experience. When food consumption is a supporting 

consumer experience, it is ―the extension of the daily dining experience‖ (Quan & Wang, 

2004, p. 301). When food consumption is a peak touristic experience, it offers tourists a 

novel or memorable experience. 

 

Authenticity 

In an experience economy, consumers want good products and services; they also 

want to experience memorable events (Gilmore & Pine, 2007). Authenticity has become 

one of the dominant consumer sensibilities that influences consumers‘ choice to buy or 

not to buy (Gilmore & Pine, 2007). 
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The view of authenticity as a motivation for tourism was first mentioned in Dean 

MacCannell‘s book ―The tourist: A new theory of the leisure class‖ (Molz, 2004). 

MacCannell stated that ―Modern man is losing his attachments to work bench, the 

neighborhood, the town, the family, which he once called ‗his own‘ but, at the same time, 

he is developing an interest in the ‗real life‘ of others.‖ (MacCannell, 1976, p. 91). He 

also suggested that in an increasingly unreal or inauthentic world, modern tourists are 

seeking the lost authenticity. 

Cohen (1979) used the concept of authenticity to create a typology which 

classified tourists and touristic experiences: the existential tourist, the experimental 

tourist, the experiential tourist, the diversionary tourist, and the recreational tourist. The 

existential, experimental, and experiential tourists are interested in pursuing authenticity 

in their touristic experiences. On the other hand, recreational tourists, so called 

post-tourists by many scholars (Molz, 2004), engage with authenticity with a more 

playful attitude (Cohen, 1988). To those recreational tourists, ―enjoyment of the 

experience is more important than the authenticity of the experience‖ (Molz, 2004, p. 71). 

Cohen (1988) suggested that individuals who pay less attention to the authenticity of their 

touristic experiences will be more prepared to accept as ―authentic‖ a cultural attraction 

because they do not have strict criteria toward authenticity. 

The authenticity of foods from a consumer perspective is frequently used to refer 

to ―a genuine version of a product in relation to a specific place, region or country‖ 

(Groves, 2001, p. 246). When it comes to the concept of authenticity of local or regional 

food of a destination, Scarpato and Daniele (2003) pointed out that many scholars blamed 

globalization for ―increased sameness‖ in the postmodern world. It becomes more unclear 
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to identify how tourists perceive ―authenticity‖ as the result of globalization. Grove (2001) 

investigated how British consumers perceive authentic British food. The perception can 

be influenced by product related factors, such as name, packaging, appearance, price, 

traditional association, handmade, origin of the product, and so on. Kuznesof, Tregear 

and Moxey (1997) argued that authenticity can be affected by personal factors, that is, 

knowledge of and experience with the foods. Kuznesof et al. also suggested that the 

perception of authenticity can be promoted based on the place and context of the 

consumption of a regional food. 

Most consumers and tourists may not know how exactly to distinguish ―authentic‖ 

food products; however, what leads consumers to choose to buy or not to buy largely 

depends on how they perceive authenticity. ―Consumers‘ perception of what is and is not 

authentic changes over time, based on different life stages, personal experiences, and 

changes in brands and offerings they habitually use‖ (Gilmore & Pine, 2007, p. 22). 

 

Tourism in Taiwan 

According to the tourism statistics published by the Taiwan Tourism Bureau in 

2007, international visitor arrivals reached 3.52 million in 2006. Most international 

visitors were from Japan (33%), followed by Hong Kong/Macao (12.3%), United States 

(11.2%), South Korea (5.6%) and Singapore (3.3%). When comparing the purposes of 

their visits, 42.9% of those international visitors came to Taiwan for pleasure and 27% of 

them for business. The 2006 inbound revenue for Taiwan was 5.13 billion US dollars, 

accounting for 1.41% local GDP (Gross Domestic Product). 

Figures from the Taiwan Tourism Bureau showed that 54% of the international 



Texas Tech University, Shih-Chi Chao, August, 2010 

 

16 

 

tourists visiting Taiwan picked ―delicious food‖ as the number one reason for their visits 

on the island (Taiwan Tourism Bureau, 2007). Among those international tourists, those 

who picked food as the number one reason were mainly from Japan, Hong Kong and 

Macao. Those who picked ―beautiful scenery‖ as the number one reason were from 

Europe, United States, South Korea, Singapore, Malaysia, Australia, and China. Night 

markets ranked as the most popular tourism spot (41%), followed by the National Palace 

Museum (26.5%), Taipei 101 (25.2%), Chiang Kai-shek Memorial Hall (20.7%), and 

Jioufen (15.8%). 

It is obvious that Taiwan‘s food brings the country positive images. Based on the 

above tourism statistics, delicious food is highly recognized by the international tourists 

to Taiwan. Food is indeed a very important element of the tourist experience in Taiwan. 

 

Food Culture and Food Tourism in Taiwan 

One of the delights about living in Taiwan is the abundance of inexpensive and 

delicious food. Eating out, to Taiwanese, is viewed as a ―taken-for-granted aspect‖ of 

their lives (Chang, 2002; Chang & Hsieh, 2006). According to the Directorate General of 

Budget, Accounting and Statistics of Executive Yuan (2008), at the end of 2003, Taiwan 

offered at least 200,000 food-and-beverage operations which accounted for over 50% of 

all street vendors in Taiwan. 

Taiwanese cuisine is often associated with influences from China and Japan. 

According to Chen (2008), there are eight cuisine classifications that originated in 

different regions of China: Chuan (Szechuan), Yue (Cantonese), Min (Fuijian), Xiang 

(Hunan), Zhe (Zhejiang), Hui (Anhui), Su (Jiangsu), and Lu (Shandong). There are also 



Texas Tech University, Shih-Chi Chao, August, 2010 

 

17 

 

Taiwanese specialties, such as Hoklo, Hakka, and Aboriginal cuisines. 

In October, 2007, in order to promote Taiwanese local food, the Commerce 

Industrial Services Portal, Ministry of Economic Affairs of Taiwan invited 60 foreigners 

to try traditional Taiwanese food specialties and vote on their favorites (Table 2.1). For 

snack foods, the oyster omelet ranked number one, followed by pearl milk tea, 

xiaolongbao (soup dumpling), fried salty chicken, and bawan (meat balls in sweet potato 

flour dumpling). For main dishes, pan fried eggs with preserved radish ranked number 

one, followed by kung pao chicken, beef with scallions, crab with sticky rice, and fried 

shiitake mushrooms (Government Information Office, 2007). 

 

Food Festivals 

Successful festivals can help recreate the image of a place and increase the 

demand for local tourism. As Szlanyinka (2009) stated, gastronomic festivals aim to 

―mobilize the community, strengthen community, bring people together, preserve cultural 

past, and teach children to respect culture‖ (p. 104). In Taiwan, there are several food 

festivals aimed at attracting more international and domestic tourists. Examples of food 

festivals include the Taiwan Culinary Exhibition which has been held once a year since 

1989. Various regional styles of Chinese and Taiwanese foods are presented. The Taipei 

International Newrow Mian (beef noodles) Festival was first organized in 2005 to 

celebrate the ―humble beef noodle‖ (Taipei City Government, 2008). The 

two-month-long festival offers tourists a great opportunity to learn about and taste the 

many different varieties of beef noodles. The Newrow Mian Festival also features 

lectures, banquets, and both traditional and creative food competitions.  
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Table 2.1. Foreigners‘ Favorite Taiwanese Food (Government Information Office, 2007) 

Snack Food 

 
Oyster Omelet 

A pan-fired oyster omelet consists of small oysters, Chinese 

cabbage, and potato starch mixed into the egg batter, giving the egg 

wrap a thicker consistency. The dish is served with chili sauce and 

soy sauce. 

 
Pearl Milk Tea 

Also called ―bubble tea.‖ It consists of black tea, tapioca pearls, 

condensed milk and syrup. 

 
Xiaolongbao 

Steamed buns filled with pork, seafood or other meats. 

 

 
Fried Salty Chicken 

Deep-fried bite-size chicken with salt, pepper, and basil leaves. 

 
Bawan 

Meat balls in sweat potato flour dumpling consist of a mixture of 

pork, bamboo shoots, and shiitake mushrooms. Served with a sweet 

sauce. 

Dishes 

 
Eggs with Radish 

Pan fried eggs with preserved radish and scallion. 

 
Kung Pao Chicken 

Chicken stir-fried with vegetables, chili peppers and peanuts. 

 
Beef with Scallions 

Quick-fried beef with scallions. 

 
Crab with Sticky Rice 

Steamed crab with glutinous rice. 
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The Pingtung Blue-Fin Tuna Cultural Festival has been held annually since 2001 (Taiwan 

Tourism Bureau, 2008). The event encourages visitors to enjoy bluefin tuna cuisine and 

the scenic beauty of Pingtung County. 

 

Taiwan‘s Traditional Cake Pastries 

Taiwan‘s traditional cake pastries represent very popular food items that play a 

wide range of roles in food, rituals, and festive functions (Cho, 2009). In Taiwan, 

especially in earlier times, cake pastry was closely associated with different occasions 

and events such as childbirth, birthday, marriage, death, and various worship and ritual 

events (National Science and Technology Museum, 2009). Traditional cakes are also used 

for celebrating different traditional holidays. For example, the Taiwanese people eat ―year 

cakes‖ for the Chinese New Year, ―green bean cakes‖ for the Dragon Boat Festival, and 

―mooncakes‖ for the Mid-Autumn Festival. 

Cakes are made in different shapes, colors, and size to represent different 

meanings. In the past, almost all Taiwanese families used ―cake molds‖ (Figure 2.1) to 

add decorative designs to the cakes. The National Science and Technology Museum of 

Taiwan (2009) provided some examples of cake designs that symbolize different 

auspicious messages: Qilin (a Chinese mythical creature) totem represents ―good fortune,‖ 

a turtle shape in red color means ―longevity,‖ and dragon and phoenix patterns symbolize 

―wealth and luck.‖ 

At the present time, due to the change of eating habits and a booming economy in 

Taiwan, people eat traditional cakes for ―nostalgic and leisure reasons‖ (National Science 

and Technology Museum, 2009). Traditional cake pastries from different places in 
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Taiwan can also give tourists the feelings of authenticity and linkages to the place. Local 

cake shops that provide tourists with unique local tastes, such as pineapple cakes in 

Taipei City and Keelung City, sun cakes in Taichung City, taro cakes and buttery cakes in 

Dajia Town, ox tongue cakes in Lukang Town, and square cakes in Chiayi City. 

 

 

Figure 2.1. Cake Mold and Red Turtle Cakes 

Source: Agriculture and Food Agency, Council of Agriculture, Executive Yuan, Taiwan 

 

Types of Eating Places 

Night Markets 

In Taiwan, the night market has always been a place of relaxation and social 

interaction, not merely a place to buy things (Yu, 2004). Taiwanese people consider the 

night market a place that gives the feelings of nostalgia and recollections of pleasant 

times with family members or friends in this ambience. From a cultural aspect, a 

Taiwanese night market is defined as a group of street vendors that sell prepared-food and 
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other retail items (miscellaneous goods such as clothing, CDs and DVDs, books, and 

small appliances). If cooked food is not sold, this night-time group of retail vendors 

cannot be considered as a night market (Yu, 2004). 

Night markets are also considered as important symbols of Taiwan‘s remaining 

folk culture (Yu, 2004; Her, 2008). Traditional food in night markets was found to be 

―intertwined with cultural heritage and attraction tourism‖ (Hwang, van Westering, & 

Chen, 2004, p. 230). The cooking traditions of a place show the character of the society 

and mentality of its local residents (Bessiere, 1998). These traditions are an obvious 

legacy of residents‘ ancestors (Hwang, van Westering, & Chen, 2004). Night markets are 

also ideal places for Taiwanese citizens to give foreign visitors an authentic experience of 

local culture. Night markets can stimulate foreign visitors‘ novelty-seeking motivations 

when visiting Taiwan (Chang, 2006). 

Snack Bars and Street Vendors 

Local snacks or ―xiaochi (小吃)‖ are sold from street vendors or snack bars. 

Taiwanese people describe a snack bar as ―a small restaurant or food outlet that sells 

snacks‖ (O‘Hagan, 2006, p. 85). When Taiwanese mention night market, the first idea 

that usually comes to people‘s mind is about various snack foods. 

Snack food or ―xiaochi‖ is considered as a unique specialty, yet snack food does 

not have a precise definition in the Chinese or Taiwanese cuisine system. In the English 

language, snack food refers to ―anything that can be eaten quickly and informally‖ (Yu, 

2004, p. 141). Chang (1977) and Yu (2004) described xiaochi as including all items that 

are not considered ―rice or other staples (fan 飯)‖ or ―vegetable and meat dishes (cai 菜)‖: 
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―The characteristics of xiaochi can be described in terms of zhufuheyi (主副合

一) – a word that connotes the unification of major food (主食) and supplemental 

dishes (副食). Xiaochi is considered to be a separate category from formal, 

regular meals because it is normally consumed as ‗snacks‘ between meals‖ (Yu, 

2004, p. 141). 

 

In Taiwan, different places have their own xiaochi foods with their own distinctive 

flavors associated with their origins and unique local ingredients (Chang & Yang, 2004). 

Table 2.2 provides examples of local xiaochi specialties in some selected places in 

Taiwan. These foods represent their local folk culture with authentic meaning. 

 

Table 2.2. Examples of Local Snack Food ―Xiaochi‖ Specialties (Chang & Yang, 2004) 

City/County Snack (Xiaochi) 

  Keelung City  Tempura (天婦羅) 

 Ding-bian cuo (鼎邊趖): Keelung style flat noodles 

Taipei City  Stir fried cuttlefish (生炒花枝) 

 Spareribs with herbs (藥燉排骨) 

Taipei County  Tamsui A-Gei (阿給): Deep fried tofu stuffed with 

flavored crystal noodles and sealed with fish paste. 

 Jiufen Taro Balls (九份芋圓) 

 Shenkeng Tofu (深坑豆腐) 

Hsinchu City/County  Rice noodles (米粉) 

 Meatball (貢丸) 

Changhua County  Mao-shu noodles (貓鼠麵) 

 Oyster Omelet (蚵仔煎) 

Chiayi County  Turkey rice (雞肉飯) 

Tainan City/County  Coffin toast (棺材板): Fried bread stuffed with various 

ingredients. 

 Rice cake (碗稞) 

 Milk fish soup (虱目魚羹) 

 Sticky rice plate (米糕) 

Pingtung County  Wanluan pig knuckle (萬巒豬腳) 

Taitung County  Pig blood soup (豬血湯) 
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Damrongchai (2003) defined street food as ―small enterprise vendors who provide 

food, drink and snacks in an open-air space‖ (p. 15). Street vending can be fixed, 

occasionally mobile, or almost continuously mobile (Bromley, 2000). Local street food 

can be found everywhere in Taiwan. ―Only street food with special characteristics, good 

taste, and long tradition has become authentic local delicacies that are loved and missed 

by everyone‖ (Yang, 2007, p. 16). 

Yang (2007) also emphasized that the development of local street food always 

begins with the use of local, abundant, convenient and fresh ingredients. For example, 

many seafood stalls in Taiwan feature live fish, shrimp and crab. The local ingredients 

―bring out a local flavor, earning a word-of-mouth reputation and attracting old and new 

customers from all places‖ (p. 16). 

In Taiwan, street vendors are regulated by national and local governments‘ laws 

and ordinances. Regulations at the national level were published by the Ministry of 

Economic Affairs in June 1999 (Laws and Regulations Database of the Republic of China, 

2009). These regulations include ordinances, such as license application, designated areas 

for mobile vendors, and sanitary standard. Violations of laws and ordinances may result 

in fines or license suspension. 

Restaurants 

Taiwan is recognized as a melting pot of all the great culinary traditions for the 

Chinese and for other nations. Taiwanese cuisine is a variant of the Fujianese style, a 

subcategory of the Eastern style of Chinese cooking (Davison & Reed, 1998). Davison 

and Reed described the traditional Taiwanese cuisine as ―the finest cuisine of the Eastern 

style‖ (p. 143). It has great emphasis on seafood, along with some Japanese influences. In 
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traditional Taiwanese restaurants, food is generally eaten with chopsticks. Dishes are 

served on large plates placed at the center of the table for everyone to share. Traditional 

Taiwanese restaurants can also be found at international hotels that give international 

visitors an opportunity to eat authentic Taiwanese food, such as Tainan Dan-Tzu noodles, 

oyster omelets, Taiwanese-style spring rolls, and bawan (meat balls in sweet potato flour 

dumpling). 

In Taiwan, all of the culinary styles that have originated in different regions of 

China are also available, as a result of the immigration of Chinese mainlanders into 

Taiwan from the late 1940s (Davison & Reed, 1998). The international influences have 

largely been introduced to Taiwan during the last two decades. 

Various types of restaurants serve the cuisine of other countries throughout the 

world, including the United States, France, Germany, Italy, Japan, Korea, Thailand, 

Vietnam, and India (Taiwan Tourism Bureau, 2008). Western style fine-dining restaurants, 

such as French and Italian can be found at international hotels and independent 

establishments. It is also easy to find famous international fast-food and chain restaurants 

in Taiwan, such as McDonald‘s, KFC, Subway, Pizza Hut, which are US franchises, and 

MOS Burger which is a fast-food franchise originating in Japan. 

 

Lukang‘s History, Traditions, and Food 

The town was first settled over three hundred years ago and was the biggest port 

in central Taiwan. During that time, Lukang was very busy and prosperous. The 

proverbial saying about the three greatest cities of nineteenth-century Taiwan ―First 

Tainan, second Lukang, and third Bangka‖ is repeated on every possible occasion 
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(Lukang Town Website, 2006). ―In the early 1900s, the town residents refused to allow 

passage of the north-south train line. Although this event removed Lukang from the 

modern map, it also protected it from the rapid modernization that the rest of Taiwan 

would undergo after World War II‖ (Momphard, 2004). As a result, heritage tourism has 

become one of Lukang‘s important attractions. With an abundance of culture and heritage 

resources, Lukang attracts numerous domestic and international tourists each year. 

Religious traditions are strong among the Taiwanese. According to the Taiwan 

Tourism Bureau, folk religion can be described as polytheistic in that people believe in 

and worship multiple gods. The CIA (Central Intelligence Agency) data showed that 93% 

of Taiwanese people are a mixture of Buddhist and Taoist; 4.5% are Christian. In Taiwan, 

it is very common to see a mixture of Buddhist, Taoist, and folk deities in a single temple. 

Lukang is a popular place for temple god worship. There are many old temples in 

Lukang. Two of the most famous temples in town are Longshan Temple and Tianhou 

(Mazu) Temple. Large crowds from all over Taiwan visit to make offerings of incense 

and food in temples. Food offerings are a very important part of worshipping in which 

food is left a short time on the altar as an offering for deities to take in the spiritual value 

before the worshippers carry the food home to consume; the worshippers then feel a 

blessing (Taiwan Tourism Bureau, 2008). Special banquets that are occasioned by temple 

worship usually feature at least ten courses. 

The town of Lukang offers many local food specialties featuring an abundance of 

seafood and teacakes (Appendix G). There is a lot of seafood such as oysters, mud shrimp, 

clams and eels. According to sources such as brochures, pamphlets, and tour books, there 

are around 20 registered cake shops in Lukang. Among these cake shops, Yuzhenzhai has 
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been widely known in Taiwan for making delicious and unique quality teacakes since the 

nineteenth century (Yang, 2007). 

Of interest to this researcher is identifying the foods of Lukang and tourists‘ local 

food selections. No research studies were located which focused on the food of Lukang 

and food tourism. I attempted to delve more deeply into food tourism in Lukang by 

seeking to identify tourists‘ food selection by applying the Means-End Chain Theory. 

 

Means-End Chain Theory 

The Means-End Chain (MEC) Theory was developed and introduced in late 

1970s by Tom Reynolds and Jonathan Gutman (Gutman, 1982). Various studies have 

confirmed that the Means-End Chain is an effective method that can offer an 

understanding of consumers‘ psychology and behavior. The fundamental idea underlying 

the Means-End approach is that ―decision makers choose courses of action (such as 

purchasing behaviors) that seem most likely to achieve important outcomes‖ (Reynolds 

& Olson, 2001, p. 3). Unlike many other consumer behavior theories, Means-End 

research is concerned with understanding consumer decision making. Research applying 

the Means-End Chain Theory not only distinguishes a consumer‘s prominent choice 

criteria, but further explains the importance of those factors to the consumer (Reynolds & 

Olson, 2001). 

The theory distinguishes ―product attributes,‖ ―consequences of product 

consumption,‖ and ―personal values‖ (Klenosky, Gengler & Mulvey, 1993). People 

choose products with ―attributes‖ that produce desired ―consequences.‖ And the 

importance of those consequences is determined by the ―personal value.‖ The 
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levels-of-abstraction concept suggests a hierarchical ordering (Gutman, 1997). It can be 

concluded that personal values are the ultimate source of choice criteria that drive 

consumers‘ buying behavior. Consumers regard the product and its attributes as a means 

to achieve an end, a personal value or goal (Chen, 2003). Therefore, the relationships are 

referred to as a ―Means-End Chain.‖ Based on the above concept, a simple relationship is 

formed (Gutman, 1982; Reynolds & Olson, 2001): 

 

Woodruff (1997) proposed a concept of customer value hierarchy which suggests 

that customers conceive of desired value in a means-end way. Woodruff (1997) argued 

that when purchasing and using a product, ―customers develop preferences for certain 

attributes based on their ability to facilitate achieving desired consequence experiences‖ 

(p. 142). Similarity, customers learn to pursue certain consequences for accomplishing 

their goals or values (Figure 2.2). In responding to Woodruff‘s concept of customer value 

hierarchy, Parasuraman (1997) proposed a framework for monitoring customer value. 

The framework suggested that first-time customers focus more on the attribute-level 

criteria. On the other hand, short-term and long-term customers are more likely to pay 

attention to consequence- and value-level criteria. In sum, the Means-End Chain Theory 

provides a more integrated framework and approach for studying and interpreting 

customer behavior. 

Klenosky, Gengler and Mulvey (1993) detailed the examples of attributes, 

consequences, and values for ski destination choice as presented in Table 2.3 below. 

Attribute Consequence Personal Value 
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Figure 2.2. Customer Value Hierarchy Model (Woodruff, 1997) 

 

Table 2.3. Examples of Attributes, Consequences, and Values for Ski Destination Choice 

Attributes Consequences Values 

 

Close to home 

Ski packages 

Lodging 

Crowding 

Hills & trails 

Difficulty 

Resort services 

Friendly people 

Entertainment 

Local culture 

Familiarity 

Grooming 

Snow conditions 

 

Save time 

Save money 

Ski more 

Ski variety 

Choice 

Challenging 

Social atmosphere 

 

Fun & excitement 

Achievement 

Safety 

Belonging 

Customers‘ goals 

and purposes 

Desired consequences 

in use situations 

Desired product 

attributes and attribute 

performances 

Desired Customer Value 
Customer Satisfaction with 

Received Value 

Goal-based 

satisfaction 

Consequence-based 

satisfaction 

Attribute-based 

satisfaction 
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Attributes 

―Attributes are perceived qualities or features of products or services that lead to 

consequences‖ (Reynolds, Dethloff & Westberg, 2001, p. 92). Gutman and Reynolds 

(1979) categorized attributes based on the levels of abstraction. Reynolds and Gutman 

(1984) defined attributes with physical characteristics as being measurable in physical 

units, such as size or color. On the other hand, attributes with abstract characteristics are 

more subjective in nature, such as ―good taste‖ or ―smell good.‖ 

 

Consequences 

Gutman (1982) defined consequences as ―any result (physiological or 

psychological) accruing directly or indirectly to the consumer from his or her behavior‖ 

(p. 61). Marketing researchers call these desired consequences (or benefits) (Myers, 

1976). When consumers are buying products, they look for products with certain 

attributes that can produce desired consequences and minimize undesired consequences 

(Gutman, 1982). 

Several researchers agreed that consequences can exist at different levels of 

abstraction, ―from immediate functional outcomes to more personally psychological 

consequences‖ (Reynolds & Olson, 2001, p. 14). For example, the functional outcome of 

using tooth paste is to prevent cavities (Lin, Yeh & Chiu, 1999). On the other hand, 

wearing well-known brand clothes to be more attractive is more psychological. Therefore, 

a four-level model has been suggested by many researchers as the standard Means-End 

Chain (Valette-Florence & Rapacchi, 1991): 
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Values 

The study of personal values has been the focus of social science research for 

decades (Madrigal, 1995). Rokeach (1973) defined personal values as ―abstract beliefs 

about behaviors or end-states of existence that transcend specific situations and guide the 

selection or evaluation of behavior and events‖ (Schwartz & Bilsky, 1987, p. 551). 

Values have also been shown to be useful market segmentation variables. Values indicate 

―underlying consumer motivations and define market segments desiring similar product 

benefit‖ (Vinson & Munson, 1976; Pitts & Woodside, 1986). 

Three most widely empirically applied value scales are the Rokeach Value Scale 

(RVS), Khale‘s List of Values (LOV), and Mitchell‘s Values and Life Style (VALS) 

(Pitts & Woodside, 1991). Pitts and Woodside (1986) adapted RVS in their study on the 

relationship between personal values and travel decisions. Rokeach conceptualized 

personality as ―a hierarchical system of enduring beliefs composed of valued end states 

(terminal values) and beliefs about preferred modes of conduct for achieving these end 

states (instrumental values)‖ (Englis & Solomon, 1997, p. 49). The scale consists of two 

lists of 18 items to be ranked in order of importance (Rokeach, 1973, p. 12): 

 

(1) Terminal Values: Family security, happiness, a world at peace, self-respect, 

true friendship, freedom, inner harmony, equality, a world of beauty, a 

Attribute 
Functional 

Consequence 

Personal 

Value 

Psychosocial 

Consequence 
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comfortable life, wisdom, pleasure, a sense of accomplishment, mature love, 

social recognition, national security, an exciting life, and salvation. 

(2) Instrumental Values: Honest, loving, responsible, helpful, cheerful, polite, 

clean, forgiving, board-minded, intellectual, self-controlled, independent, 

courageous, capable, obedient, ambitious, imaginative, and logical. 

 

The VALS (Values and Life Style) scale was developed by Mitchell (1983) at 

Stanford Research Institute. The scale classifies people into nine life style groups, 

including ―survivors, sustainers, belongers, emulators, achievers, I-am-me, experiential, 

societally conscious, and integrated‖ (Kahle, Beatty & Homer, 1986, p. 402). VALS has 

contributed to marketing theory; however, Kahle and Kennedy (1989) argued that ―it 

relies heavily on demographic variables and does not relate to consumer behavior as 

closely as other systems‖ (p. 8). 

The LOV (List of Values) scale was developed by researchers at the University of 

Michigan Survey Research Center (Kahle, Beatty & Homer, 1986) from a theoretical 

base of Fearher‘s, Maslow‘s, and Rokeach‘s work on values. The LOV scale consists of a 

list of nine values, including self-respect, security, warm relationships with others, sense 

of accomplishment, self-fulfillment, sense of belonging, being well respected, fun and 

enjoyment in life, and excitement. The LOV scale is a more streamlined alternative to the 

RVS and the VALS (King, 2007). It is considered ―more easily translatable and relates 

more closely to daily life and consumer behavior‖ (Novak & MacEvoy, 1990; Watkins & 

Gnoth, 2005, p. 225). The LOV scale has been applied to several hospitality and tourism 
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studies, such as leisure travel style (Mardrigal, 1995), hotel choice (Zins, 1998) and 

Japanese tourism behavior (Watkins & Gnoth, 2005). 

The above-mentioned value scales, including the Rokeach Value Scale (RVS), 

Khale‘s List of Values (LOV), and Mitchell‘s Values and Life Style (VALS), were useful 

for me to understand the value related to consumers‘ food selection behaviors in the study 

application of the Means-End Chain Theory. 

 

Laddering Method 

I used the laddering interview method to identify how Lukang‘s tourists and local 

residents decide on the food they select. Most researchers have standard lists of 

motivations in their surveys that identify the generic motives of consumers. Jewell and 

Crotts (2001) argued that the ―responses do not provide insights into the deeper more 

underlying motivations and needs‖ (p. 17). The use of a predetermined set of items is 

problematic since ―there is no way to guarantee that the dimensions selected by the 

researcher are the most important motives of the respondents‖ (Jewell & Crotts, 2001, p. 

17). The laddering method is designed to identify both higher and lower values and their 

connections via a series of probing questions (Reynolds & Gutman, 1988). Measuring the 

Means-End Chain Theory is a sequential stage process that consists of three steps 

(Reynolds & Gutman, 1988): 

 

(1) Elicitation of product attributes that are most relevant to the consumer; 

(2) An in-depth interview process called laddering, intended to reveal how the 

consumer links product attributes to consequences and values; 
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(3) The derivation of hierarchical value map (HVM), depicting the aggregate 

consumer Means-End Chains as expressed in the ladders. 

 

When constructs are elicited from each subject individually, they are more 

personally meaningful (Adam-Webber, 1979). The researcher can elicit selection criteria 

for each choice decision comparison by asking ―When choosing between ______ and 

______, what factors do you consider‖? Alternatively, Reynolds & Olson (2001) 

suggested that the researcher could ask a more direct question designed to address a 

deeper aspect of the decision making process: ―Why do you choose ______ over 

______‖? 

To determine the reasons why the selection criteria are personally relevant to the 

consumer, the researcher can ask laddering questions ―Why is ______ important to you‖? 

to establish the reasons why these criteria are important in the consumers‘ decision 

making process (Reynolds & Gutman, 1988). 

Table 2.4 shows an example of a series of probing questions of a laddering 

interview for integrated production (IP) apple purchasing. The 

attribute-consequence-value linkages elicited from consumers through a laddering 

technique lead to the development of a tree-like network diagram known as hierarchical 

value map (HVM) (Valette-Florence & Rapacchi, 1991). The method refers to an 

in-depth, one-on-one interviewing technique designed to better understand individual‘s 

motives and what is the true underlying need or motives being sought (Reynolds & Olson, 

2001). 
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Table 2.4. Examples of A Laddering Interview for IP Apple Purchasing (Vannoppen, 

Verbeke & van Huylehbroeck, 2002, p. 835) 

 Questions and Answers MEC or Ladder 

 

Interviewer 
 

―You said that buying fresh apples is important to 

you when you decide to buy apples. Why is 

freshness so important to you?‖ 

 

Attribute 

FRESH 

Respondent ―Because I believe that fresh apples have the best 

taste.‖ 

Consequence 

TASTE 

Interviewer ―Why is tastiness so important to you?‖ 

Respondent ―If the apples are tasty, my children like to eat 

them as a snack between meals, otherwise they 

refuse.‖ 

 

Interviewer ―Why is it so important that your children eat 

apples?‖ 

 

Respondent ―Because I believe that eating apples is good for 

their health.‖ 

Value 

HEALTH 

Interviewer ―Why is the health of your children so important 

to you?‖ 

 

Respondent ―Because I want to be a good parent, take care of 

my family.‖ 

Value 

FAMILY 

Interviewer ―So, taking care of your family is important to 

you, why is that?‖ 

 

Respondent ―Well, it simply is the most important thing for 

me, what else can I say?‖ 

Value 

SECURITY/POWER 

BENEVOLENCE 
 

 

The laddering method has been applied to determining Means-End Chains or 

motives in many research studies in the field of hospitality and tourism, such as heritage 

tourism experiences (Jewell & Crotts, 2001), motivation in purchasing organic food 

(Zanoli & Naspetti, 2002), the consumption of Indian food in the United Kingdom 

(White & Kokotsaki, 2004), motivation for buying ―integrated production‖ certified and 

labeled apples (Vannoppen, Verbeke & van Huylehbroeck, 2002), selecting a ski 

destination (Klenosky, Gengler & Mulvey, 1993), and attending a fine arts museum 

(Crotts & van Rekom, 1998). 
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The purpose of this study is to examine Lukang‘s local food from the perspective 

of food selections. Therefore, the food related hierarchical value map (HVM) example 

shown in Figure 2.3 and Figure 2.4 provided an overall visual understanding of the 

network of attribute-consequence-value relationships: 

 

Figure 2.3. Hierarchical Value Map of Positive Ladders of the Regular Organic Food 

Consumers (Zanoli & Naspetti, 2002) 

 

  

Values 

Consequences 

Attributes Taste, texture and odor Natural product 

No chemicals 

Eating Healthy 

Healthy 

Enjoy eating it 

Wholesomeness & 

physical well-being 

Lower environmental 

impact 

Ecology, harmony with 

the universe and 

sustainable future 

A healthy and long life 

Well-being, happiness, 

inner harmony Hedonism & 

achievement get the 

most of life 

Altruism and relationship 

with others 
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Figure 2.4. Hierarchical Value Map for the Consumption of Indian Food in the United 

Kingdom (White & Kokotsaki, 2004) 

 

Adventure 
Social 

life Savings 
Long 

life 
Health 

Good 

life 

Enjoyment 

Socialize 
Save 

money 

Body 

care 

Variety 

Tasty 

Good end 

result 

Healthy 
Enjoyable 

Nutritious 

Fresh 

Taste 

Values 

Consequences 

Cooking 

process 

Hygienic Good 

quality 

Authentic 

Range of 

dishes 

Individualistic 

Light 

Less oil 

Attributes 
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Summary 

Relevant research about food tourism and the role of food in culture and tourism, 

the tourism experience, authenticity, Means-End Chain Theory and the use of a laddering 

method in consumer behavior studies, and personal values were reviewed in this chapter. 

Background information about Taiwan‘s tourism, food culture and tourism, and the town 

of Lukang was also provided. I attempted to delve more deeply into food tourism in 

Lukang, Taiwan by seeking to identify tourist‘s and local‘s food selection by applying the 

Means-End Chain (MEC) Theory. 
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CHAPTER III 

METHODOLOGY 

The purpose of this study was to examine Lukang‘s local food from the 

perspective of food selections by tourists and local residents. Questions for this study 

include: (1) Who are the tourists to Lukang? (2) What is the primary tourism-related 

purpose of the trip? (3) What are local food specialties that represent the uniqueness of 

Lukang? (4) What are tourists‘ attributes, consequences and values regarding their food 

selections when visiting Lukang? (5) What are local residents‘ attributes, consequences 

and values regarding food selections at eating places in Lukang, Taiwan? (6) Do the 

attributes, consequences and values associated with food selection of tourists and local 

residents differ? (7) Do the attributes, consequences and values associated with food 

selection for tourists and local residents differ based on age and gender? 

In the first phase of this study, in-depth personal interviews were carried out to 

obtain more detailed and specific information on Lukang‘s food specialties and food 

tourism. This phase of study provided insight into the importance of local food specialties 

to the town. People who are familiar with the town were selected for the interview 

through snowball sampling. The procedures in this phase will include (1) research design, 

(2) context of the study including selection criteria of the participants, sampling methods, 

and interview data collection, and (3) data analysis. 

The purpose of the second phase of this study was to develop the Means-End 

Chain by using a laddering interview method to discover how Lukang‘s tourists and local 

residents decide on the food they select. People who are familiar with the town will be 

selected for the interview. The procedures in this phase will include (1) research design, 
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(2) context of the study including the role of the researcher, selection criteria of the 

participants, sampling methods, and data collection, and (3) data analysis using content 

analysis. 

 

Phase One 

Research Design 

Research-based studies on Lukang‘s food specialties and food tourism were not 

located in my review of the literature. For this study, I used a qualitative design to 

explore more detailed perspectives on the town‘s food specialties and food tourism. 

Compared to quantitative research, qualitative research is more intriguing because it 

involves more social interactions as expressed in daily life (Marshall & Rossman, 1999). 

Qualitative researchers view social phenomenon holistically (Rossman & Rallis, 1998); 

they tend to use multiple approaches to discover the topic of interest. With the essence of 

richness and holism, qualitative research has strong potential for revealing complexity 

(Miles & Huberman, 1994). Therefore, qualitative research is ―pragmatic, interpretive, 

and grounded in the lived experiences of people‖ (Marshall & Rossman, 1999, p. 2). 

 

Context of the Study 

Participants 

My criterion for this part of the study was that the participants had to be familiar 

and knowledgeable about Lukang. It allowed me to get more creditable responses. For 

this part of the study, I decided to categorize the participants into three groups: (1) the 

town‘s public officials, (2) local historians, and (3) business owners/managers of food 
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establishments in Lukang. One-on-one in-depth interviews were conducted in June and 

July, 2009. 

 

Sampling 

I used purposive and snowball sampling as my sampling strategies. The goal for 

purposive sampling is ―to select cases that are likely to be ‗information-rich‘ with respect 

to the purposes of the study‖ (Gall, Gall, & Borg, 2007, p. 178). Snowball sampling 

involves asking well-situated people to recommend cases to study (Gall, Gall, & Borg, 

2007). Snowball sampling is a very effective way to locate subjects with certain attributes 

or characteristics necessary for a study (Berg, 2001). Through one of my relatives in town, 

I met the town‘s private secretary to the mayor, Mr. S, in June, 2009. After I briefly 

explained the purpose of the study and discussed the criterion with him, he agreed to 

provide some referrals. A total of six participants were interviewed for this part of the 

study (Table 3.1). Three of the six were the town‘s top public officials who are 

responsible for the town‘s public affairs including developing the town‘s tourism. One of 

the six was a local historian. Two of the six were owners of food establishments in 

Lukang. One is the owner of a popular pork bun store; another one is the owner of a 

well-known century-old cake shop. The appropriate research settings for this study were 

where these participants felt the most convenient and comfortable. Therefore, all three 

public officials were interviewed at their offices; the historian met me at the town hall; 

and the two business owners were interviewed at their homes. 
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Table 3.1. Participants for the Interviews 

Background Ms. W Mr. K Mr. C Mr. W Mr. C Mr. H 

 

Gender 

 

Female 

 

Male 

 

Male 

 

Male 

 

Male 

 

Male 

Position The town‘s 

public 

official 

The town‘s 

public 

official 

The town‘s 

public 

official 

Local 

historian 

Eighth 

-generation 

owner, A 

well-established 

pork bun store 

Fifth 

-generation 

owner, A 

well-established 

cake shop 

Place of 

Interview 

Town Hall Town Hall Town Hall Town Hall The owner‘s 

house 

The owner‘s 

house 

Date of 

Interview 

June 22, 

2009 

June 22, 

2009 

July 2, 2009 July 2, 2009 July 3, 2009 July 10, 2009 

       
 

Data Collection Methods 

The overall design strategies in qualitative research are plentiful and diverse. Gall, 

Gall and Borg (1996, 2007), Marshall and Rossman (1999) categorized qualitative 

research into three different genres (p. 60): (1) those that focus on individual lived 

experience, (2) those that focus on society and culture, and (3) those that are interested in 

language and communication. Table 3.2 shows different genres and their overall 

strategies. 

Table 3.2. Qualitative Genre and Overall Strategy (Marshall & Rossman, 1999) 

Genre Questions and Answers Focus of Inquiry 

 

Individual lived experience 

 

In-depth interviews 

 

Individuals 

Society and culture Case study Groups or organizations 

Language and communication Microanalysis Speech events and interactions 
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In-depth interviews are widely adopted by qualitative researchers. As Kahn and 

Cannell (1957) stated, ―an interview is a conversation with a purpose‖ (p. 149). The 

strength of interviews is to get large amounts of data quickly. When a researcher decides 

to use in-depth interviews, the focus is to discover the more subjective perspectives from 

the participants. In this part of the study, in-depth interviews were selected as an 

appropriate method to carry out the data gathering. The strategy is to capture the deep 

meaning of experience from the conversations with the participants. Interview questions 

(Appendix C) covered Lukang‘s local food specialties, the relation of food to local 

tourism, local traditions, and the role of authenticity. Prior to these interviews, I asked 

each participant to sign a consent form (Appendix B) in order to get permission for 

videotaping. A video camera was used only with participants‘ consent. Each interview 

was about 30 to 50 minutes. Tapes were transcribed verbatim, translated and back 

translated for further in-depth analysis. 

 

Data Analysis 

The transcribed and translated data were organized and analyzed as a part of my 

dissertation research. Raw data were processed to generate themes using a data coding 

method. Data coding allowed the researcher to conceptualize similar items by sorting 

large number of data into more manageable pieces. The themes in this study were derived 

and developed by using a technique called ―constant comparative method.‖ The constant 

comparative method is an analytic process of ―comparing different pieces of data for 

similarities and differences‖ (Corbin & Strauss, 2008, p. 65). This method allowed me to 

classify different concepts and phenomena into different categories. The contents of the 
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six interviews were compared and grouped based on similar themes. I also used related 

literature to compare findings of this study with that of other researchers. Creswell (2003) 

suggested that in a qualitative research, a literature review can be used in any or all of the 

following three locations: the introduction, a separate section, and the result section. 

Qualitative study is exploratory. As Creswell (2003) described, the use of related 

literature in the result and discussion section of a qualitative study is to ―compare and 

contrast with the themes or categories that emerged from the study‖ (p. 31). 

The reliability and validity of qualitative methods are often questioned by 

positivist researchers because of the lack of objectivity and generalizability (Decrop, 

2004). Therefore, addressing the trustworthiness issue is important in qualitative studies. 

Several techniques are applied to enhance the trustworthiness of qualitative findings 

(Erlandson, Harris, Skipper & Allen, 1993). 

In this phase of the study, I chose triangulation as the strategy to deal with 

reliability and validity issues and ensure the completeness of the findings. The use of 

triangulation is to ―increase confidence in the accuracy and dependability of the results 

by utilizing more than one data analyst or interpreter, source of data, or data collection 

methods‖ (Brotherton, 2008, p. 256). Denzin (1978) described four types of triangulation: 

(1) data triangulation: different persons, times, or places, (2) investigator triangulation: 

different observers, (3) method triangulation: a combination of multiple qualitative 

methods, and (4) theoretical triangulation: multiple perspectives to interpret a single set 

of data. Triangulation helps researchers to get ―corroboration‖ (Miles & Huberman, 

1994). ―Even when different sources are inconsistent or directly conflicting, it can still 

push researchers into a more complex and context-respecting set of explanations‖ (Jick, 
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1979; Miles & Huberman, 1994, p. 267). Participants in this part of study were from 

three different groups: public officials, historians, and shop owners. Therefore, data 

triangulation was applied to enhance the trustworthiness of the study. 

 

Phase Two 

Research Design 

Phase Two of the study is based on the Means-End Chain Theory. The 

Means-End Chain Theory focuses on ―the linkages between attributes that exist in 

products (the means), the consequences for the consumer provided by those attributes, 

and the personal values (the ends) that the consequences reinforce‖ (Reynolds, Dethloff, 

& Westberg, 2001, p. 26). The laddering method was applied using a series of probing 

questions (Appendix D) to identify the connections of attributes, consequences and 

values with regard to the Lukang‘s food specialties and food tourism. The laddering 

interviews were conducted in July and December, 2009. 

 

Context of the Study 

The Role of Researcher 

Like most qualitative research, the interviewer is the key instrument in laddering 

interviews. Good interviewers should understand the conceptual basis of the Means-End 

Chain Theory (Reynolds & Olson, 2001). In laddering interviews, Reynolds and Gutman 

(1988) argued that ―it is more different in this context due to the more abstract concepts 

that are focus of the discussion‖ (p. 30). They also suggested that the interviewer 

reinforce the perception of being genuinely interested by asking ―Why is that important 
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to you‖? continually. It is very important for participants to feel comfortable so they are 

more likely to reveal their true feelings. Reynolds, Dethloff and Westberg (2001) 

suggested that the interviewer can ask some warm-up questions to put participants at ease. 

During the probing process of the laddering interview, the interviewer must be careful to 

avoid encouraging the respondent to give the researcher‘s desired answers. 

 

Participants 

The criteria for participants to be interviewed were based on the suggestions from 

other studies that used the Means-End approach. Reynolds et al. (2001) suggested that 

relevant customers should be selected. By their definition, relevant customers are ―people 

whose beliefs are critical to fully understanding the competitive set of brands in the 

market‖ (p. 94). In this study, some local residents and tourists to Lukang from Taiwan‘s 

other cities and counties were chosen as the subjects for the research. Those who had 

knowledge about Lukang‘s local food specialties including information of choice 

alternatives and other food tourism-related topics were preferable. 

Research has also shown that new insights seldom are elicited with more than 50 

subjects (Reynolds & Gutman, 1988; Crotts & van Rekom, 1998). Therefore, the 

laddering interviews were carried out with 42 participants, including 18 tourists and 24 

local residents. 

 

Sampling 

In this phase of the study, I used convenience sampling as the sampling strategy. 

Convenience sampling is the strategy of selecting participants because they are available 
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at the time and place of your choice (Gall, Gall & Borg, 2007). Many hospitality and 

tourism organizations use a ―self-selecting procedure‖ to obtain feedback information 

from their customers (Brotherton, 2008). In this phase of the study, nine of the local 

residents were interviewed by a trained research assistant; I interviewed 33 participants. 

We approached tourists and some local residents at the town‘s tourist attractions or 

stopped them on the sidewalks of Lukang‘s major streets. They were asked to volunteer 

to participate in the study. Once tourists or local residents agreed to be interviewed, they 

were taken to a nearby quieter place (nearby teahouses, the town hall or away from the 

crowd) for audio taping. We asked each participant to fill out their background 

demographic information (Appendix F) and sign a consent form (Appendix B) in order to 

get permission for audio taping. 

 

Data Collection Methods 

Pilot interviews were conducted to test the laddering interview process. I spent 

time practicing with university faculty members, friends, and relatives. An individual 

recognized for superior interviewing skills reviewed the audiotapes with me and gave 

suggestions. Piloting helped me gain skill in using the laddering approach for the 

interviews. I trained a research assistant to assist in conducting the laddering interviews. 

The laddering interviews were carried out with 42 participants. I conducted 33 

face-to-face interviews. Nine of the participants were staff members who worked for the 

town office and those participants were interviewed by the research assistant. Tourists 

and local residents who were invited for the laddering interviews were given letters of 

consent. The letter of consent described the study and assured the respondents of 
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anonymity and the fact that they could withdraw from the interview process at any time 

(Appendix A). The interviews were audiotape-recorded to facilitate the interview data 

analysis. All participants were assured that the tapes would be used for this study only 

and a consent form was provided (Appendix B). The study was approved by the Texas 

Tech University Institutional Review Board for the Protection of Human Subjects which 

protects the rights and welfare of human subjects who participate in research studies such 

as this dissertation. 

At the beginning of the interview process, participants were assured that there 

were no right or wrong answers. The first step of the laddering interview is to elicit 

distinctions. ―Distinctions made by individual respondents concerning perceived, 

meaningful differences between products‖ (Reynolds & Gutman, 1988, p. 31). 

A useful method called ―preference-consumption differences‖ (Reynolds & 

Gutman, 1988) was used in the interviews in this study for eliciting distinctions. Based on 

various tour guides and pamphlets published by the town‘s Tourism Division, Lukang‘s 

local food specialties were divided into two categories: teacakes and local snack food. 

Local residents, including those staff members of the town office were asked to list the 

factors that make certain cake shops or snack bars popular. For tourists, the respondents 

were asked to tell what are their most preferred cake shop and snack bar and what makes 

them select their products. Once a number of distinctions had been mentioned, I asked the 

respondent to rate the importance and then select those with the highest ratings. Those 

selected served as ―the basis for building ladders‖ (Reynolds & Gutman, 1988). 

A very common problem that I would encounter during the laddering interview 

process is that the respondent really did not know how to answer. Reynolds and Gutman 
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(1988) suggested two solutions: (1) using negative laddering: for example, the researcher 

can ask ―why wouldn‘t you select ________‖? (2) changing or rephrasing the question in 

a situation context to provide an appropriate association while thinking of a realistic 

reason or occasion. For example, I could create a situation of buying a gift box of ox 

tongue cakes for friends. Instead of just using ―Why is that important to you,‖ Reynolds, 

Dethloff and Westberg (2001) suggested that the interviewer ask alternative probing 

questions to make the laddering interviews more effective. The followings are some 

examples (p. 105): 

Positive 

 ―Why do you want that‖? 

 ―What happens to you as a result of that‖? 

 ―How does that make you feel‖? 

 

Negative 

 ―Why is that a negative to you‖? 

 ―What‘s wrong with that‖? 

 

Using alternative questions can help respondents to move to a higher level in the 

laddering interviews. 

Thompson, Palmer-Barnes and Thompson (1999) suggested that the participants 

can also be presented with a list of attributes and asked to rank the most important ones. 

When the researcher imposes the elements, it enables the focus of the study to more 

precisely match the aims of the research. The attribute ranking method is subjective, 

hence it was not considered for the laddering interview in this study. 
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Data Analysis 

According to Reynolds and Gutman (1988), three procedures are involved in 

analyzing all elements from the ladders: completing content analysis, constructing the 

implication matrix, and constructing the hierarchical value map (HVM). Content analysis 

was used to record the entire ladders across respondents on a separate coding form and 

develop a set of summary codes that reflected everything that was mentioned. An 

implication matrix displayed the number of connections or relations between each 

attribute, consequence, and value (Reynolds & Gutman, 1988). After the implication 

matrix was constructed, dominant connections were graphically represented in 

hierarchical value maps as recommended by Reynolds and Gutman (1988). 

 

Content Analysis 

Different categories were developed based on content analysis. All interview 

comments were sorted into categories of similarity. Reynolds and Gutman (1988) 

suggested two steps (p. 42): (1) record the entire ladders across respondents on a separate 

coding form, (2) develop a set of summary codes that reflect everything that was 

mentioned. The second step is done by classifying all responses into three basic 

attribute-consequence-value levels and then further breaking down all responses into 

individual summary codes (Reynolds & Gutman, 1988). 

The transcripts were analyzed by two other coders and myself. Grunert, 

Beckmann and Sorensen (1996) brought up a discussion on a problem area in coding 

laddering interview data – identifying the distinction between attributes, consequences, 

and values. The researchers used ―healthy‖ as an example (p. 76): 
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―The bread is ‗healthy‘ – attribute‖ 

―I will be ‗healthy‘ when I eat this bread – consequence‖ 

Health can also be a value 

 

Grunert et al. (1996) suggested that making such categorizations in a uniform way is 

heavily dependent on how much context information is available. 

Reynolds and Gutman (1988) argued that the key for this process of content 

analysis is ―reliability checks across the coders.‖ It is helpful to obtain the information on 

reliability when categorizing answers in any laddering study (Grunert, Beckmann & 

Sorensen, 1996). Kassarjian (1977) suggested that researchers can be quite satisfied with 

a reliability coefficient of .85. If a study has a reliability coefficient lower than .80, it 

should be treated with suspicion. In the process of data coding, the Holsti Formula 

suggested by Holsti (1969), Wimmer and Dominick (2005) can help coders to calculate 

an overall intercoder reliability coefficient in terms of percentage of agreement: 

  

Reliability = 2 × M/(N1+N2) 

 

According to Wimmer and Dominick (2005), M indicates ―the number of coding 

decisions on which two coders agree.‖ N1 and N2 are ―the total number of coding 

decisions by the first and second coders. Holsti (1969) suggested that introducing 

additional coders may broaden the base of consensus and increase reliability. The data 

were coded and categorized by three different coders; the reliability can be determined by 

the following formula suggested by Holsti (1969) and Wang (1990): 
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Once the codes were finalized, the next tasks were to prepare an ―implication matrix‖ and 

to construct the hierarchical value map. 

 

Constructing the Implication Matrix 

An implication matrix displays the number of connections or relations between 

each attribute, consequence, and value (Reynolds & Gutman, 1988). It is presented as a 

row-column frequency matrix. Two types of relations, direct and indirect, are depicted in 

the matrix. The hierarchical value map is built by ―connecting the chains extracted from 

the implication matrix‖ (Reynolds & Gutman, 1988, p. 45). 

 

Constructing the Hierarchical Value Map 

After the implication matrix was constructed, dominant connections were 

graphically represented in hierarchical value maps (Reynolds & Gutman, 1988). I 

selected a cutoff value, as recommended by Gengler and Reynolds (1995), to determine 

which connections should be represented on the hierarchical value map. The use of 

multiple cutoffs helped me to evaluate several solutions, ―choosing the one that appears 

to be the most informative and most stable set of relations‖ (Reynolds & Gutman, 1988, p. 

45). Quite a few relations may only be mentioned once. Therefore, to avoid all 

―redundant connections‖ (Gengler & Reynolds, 1995) that may cause the hierarchical 

Composite Reliability = ————————————————————— 

N × (Average Intercoder Agreement) 

1+〔(N-1) × Average Intercoder Agreement〕 

N: number of coders 
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value map to develop into an unreadable state, establishing a cutoff level is necessary. 

Reynolds and Gutman (1988) suggested that for a sample of 50-60 individuals, the cutoff 

value is usually from 3 to 5 relations. The number of total participants for the laddering 

interviews was 42, which is close to 50. Therefore, a cutoff value of ―3‖ was chosen for 

constructing the hierarchical value map. 

 

Summary 

The methodology for this study included in-depth one-on-one interviews and 

laddering interviews. The first phase of this study sought to examine perspectives of local 

public officials, historians, and shop owners toward the town‘s food specialties and food 

tourism. Six participants were selected through snowball sampling. In-depth open-ended 

interviews were conducted and videotaped in June and July, 2009. The procedures in this 

phase of the study included the (1) research design, (2) context of the study including 

selection criteria of the participants, sampling methods, and interview data collection, and 

(3) data analysis. 

The second phase of this study sought to discover how tourists and local residents 

decide on the food they select. Adopting the Means-End Chain Theory (Gutman, 1982) is 

useful for understanding personal values as the basis of food selection behavior. The 

Means-End Chain theory was developed to explain ―how product attributes facilitate 

consumers‘ achievement of desired end-states of being (or values)‖ (Gutman, 1982; 

Baker, Thompson, & Palmer-Barnes, 2002, p. 21). The laddering interview technique is 

used to explore the underlying motives and needs of consumers. Laddering interviews 

were carried out in July and December, 2009 with 18 tourists and 24 local residents 
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through convenience sampling. The methodology for laddering interviews of tourists and 

local residents regarding their food selection included the (1) research design, (2) context 

of the study including the role of the researcher, selection criteria of the participants, 

sampling methods, and data collection, and (3) data analysis using content analysis. 
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CHAPTER IV 

FINDINGS AND DISCUSSION 

In this chapter, I have included the findings and discussion of the two phases of 

the study. In the first phase of this study, six in-depth, one-on-one interviews were carried 

out to examine perspectives of local public officials, historians, and shop owners toward 

the town‘s food specialties and food tourism. By analyzing the phrases of respondents, 

three themes emerged: (1) tourism experience, (2) authenticity, and (3) food selection 

behaviors of tourists and local residents. The participants answered ―who are the tourists 

to Lukang?‖ and ―what is the primary tourism-related purpose of the trip?‖ in this phase 

of the study. They also provided information on local food specialties of Lukang. 

The second phase of this study sought to discover how tourists and local residents 

decide on the food they select by adopting the Means-End Chain Theory. The results of 

this phase of the study were organized into the following sections: (1) general profile of 

participants, (2) content analysis, (3) constructing the implication matrix and hierarchical 

value maps, (4) construct analysis including the findings and discussion related to 

teacakes, snack food, and demographic factors. 

 

One-on-one Interview Results 

In the first phase of this study, in-depth interviews were carried out to obtain more 

detailed and specific information on Lukang‘s food specialties and food tourism. Citing 

adequate key quotations from the interviews helped me not only provide evidence for 

supporting the analysis but also add credibility and authenticity. The themes in this study 

were derived and developed by using the constant comparative method. The constant 
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comparative method is an analytic process of ―comparing different pieces of data for 

similarities and differences‖ (Corbin & Strauss, 2008, p. 65). Different concepts and 

phenomena from the contents of the six personal interviews were classified into different 

categories. The categories included: tourism experience, authenticity, and food selection 

behaviors of tourists and local residents. There are two categories under the theme of 

authenticity: authenticity of local food and the importance of authenticity to Lukang‘s 

food tourism. The in-depth interviews also provided information that answered the 

research questions about ―who are the tourists to Lukang‖? and ―what is the primary 

tourism-related purpose of the trip‖? 

Qualitative study is exploratory. As Creswell (2003) suggested, the use of related 

literature in the result section of a qualitative study is to ―compare and contrast with the 

themes or categories that emerged from the study‖ (p. 31). Therefore, I also used related 

literature for comparing findings of the study. 

 

Lukang’s Tourists and Their Primary Tourism-related Purpose of the Trip 

In my study of the Lukang‘s local food, I tried to answer the question: Who are 

the tourists to Lukang? What is the primary tourism-related purpose of the trip? In order 

to find the answer to these questions, I interviewed the mayor, related departmental heads 

and officials of the Lukang Township Government, and food-related business owners. I 

also talked to some tourists ―on the spot‖ in Lukang. I found that there are no official and 

systematic statistics in this regard. However, those whom I interviewed gave their 

estimates. The following are my conclusions based upon the interviews, my on-the-spot 

observations, and information found on the Internet. 
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Lukang is a town of 85,393 people (Lukang Township Household Registration 

Office, 2010), not a big city, not in a metropolitan area either. However, because it is rich 

with cultural and historical heritage sites, it has long been a major tourist attraction and 

become one of the most popular sightseeing spots in Taiwan. Most of the tourist 

attractions and events are free of admission charge, thus there are no ticket sales records 

available. According to the unofficial estimate by the Lukang Township Government, 

there have been about 2 to 3.5 million tourists coming to Lukang annually for the past 

three years. 

Based on the interviews with Lukang‘s public officials, the Lukang tourists can be 

divided into the following categories: 

(1) Temples pilgrims: There are many well-known Taoism and Buddhism temples 

in Lukang. Among them, two are the most famous and have together attracted more than 

1.5 million pilgrims every year: the Taoism Lukang Tianhou Temple and the Buddhism 

Longshan Temple. The Lukang Tianhou Temple was built in 1683 to worship and honor 

Mazu, or the Goddess of the Sea, one of the most respected and worshipped Taoism 

deities in Taiwan (Lukang Township, 2010). Because of its long history and the great 

popularity of Mazu, the Lukang Tianhou Temple attracts crowds of pilgrims and tourists 

almost everyday, particularly in the Lunar Chinese New Year Holiday Season and the 

month of March of the lunar calendar. Every March of the lunar calendar is supposed to 

be the month for the birthday celebration for Mazu, the great Sea Goddess. 

―There is a very popular saying in Taiwan, ‗Every March, everyone is crazy about 

Mazu‘, meaning that every person and every household is busy and getting 

excited about activities related to the celebration of Mazu‘s birthday in March of 

the lunar calendar (Ms. W-Lukang‘s public official).‖ 

 

It is estimated that more than one million people come every year to Lukang 



Texas Tech University, Shih-Chi Chao, August, 2010 

 

57 

 

mainly for the visit and pilgrimage to the Lukang Tianhou Temple. The Lukang Longshan 

Temple is primarily a Buddhism temple and was built in 1653 (Lukang Township, 2010). 

According to the town‘s official website, the temple has been designated as one of the 

First Grade National Ancient Cultural Spots by the central government of the Republic of 

China of Taiwan. This Longshan Temple is a great attraction for pilgrims and tourists. 

According to an unofficial estimate by the town of Lukang, there are about 300,000 to 

500,000 visitors coming annually to the Longshan Temple for sightseeing and pilgrimage. 

(2) Festival tourists (Those who coming to Lukang to enjoy the Lantern Festival, 

the Dragon Boat Festival and other festivals): Lukang has long been well-known in 

Taiwan for its various colorful and joyful festivals, especially the Lantern Festival in 

mid-January and the May 5 Dragon Boat Festival of the lunar calendar. These festivals 

have long been a major tourist attraction. It is estimated that about 400,000 to 600,000 

tourists come annually to Lukang for the purpose of enjoying these festivals. 

(3) Glass Museum visitors: The Lukang Glass and Crystal Museum is a very 

popular new sightseeing attraction in Lukang. Unofficial estimate shows that every year 

about 300,000 to 500,000 visitors come to this museum to see the colorful display of the 

various local glass and crystal products and the demonstration of the glassware producing 

process. 

(4) Cultural and food tourists: It is estimated that there are about 300,000 to 

500,000 tourists who come to Lukang every year simply because they are attracted by the 

quite unique traditional buildings and architectures, the prosperous handicraft industry, 

the beautiful and unique handicraft arts and the delicious local food. It must be 

emphasized that almost all of the 2 to 3.5 million tourists to Lukang annually do find time 
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to enjoy local delicacies when they visit and buy local teacakes as souvenir gifts for their 

friends and relatives. 

It was estimated by the Lukang Township Government officials who I interviewed, 

that 2 to 3.5 million tourists visit Lukang annually; about 95 % are domestic visitors, 

coming from around the Taiwan area; about 4% come from mainland China and about 

1% are foreigners. However, because of the promotional efforts by the local government, 

the number of foreign and mainland Chinese tourists is rapidly increasing. The growth is 

particularly true with regard to the mainland Chinese tour groups. 

 

Tourism Experience 

Food has become recognized as being expressive of identity and culture (Hall & 

Sharples, 2003). The literature review revealed the importance of food to local culture 

and tourism. Participants in this study, including the town‘s public officials, historian, and 

food shop owners, gave me their perceptions on Lukang‘s local food and its role in 

Lukang‘s culture and tourism. 

―Because the living standard in Lukang was really high in the past, our ancestors 

were very particular about food. The dietary culture has been handed down; 

therefore, local food in Lukang keeps its tradition and attracts numerous tourists 

to visit our town (Mr. K-Lukang‘s public official).‖ 

 

―Basically, local food delicacies cannot be divided from the development of 

culture and heritage. Through the historical development, good flavors were kept 

and handed down as a matter of course (Ms. W-Lukang‘s public official).‖ 

 

―From a historical point of view, in the past, if you want to know whether a place 

is wealthy or not, you should find out whether that place has many 

scholars……‘First Tainan, second Lukang, and third Bangka.‘ Lukang was a 

very wealthy place in the past. It is no doubt that a wealthy place always has 

various food delicacies (Mr. W-Lukang‘s historian).‖ 
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―Chinese people always enjoy eating. When you visit Lukang, you can find not 

only several heritage sites, but also numerous local snacks……It makes Lukang 

different from other places in Taiwan. I think local food delicacies do help 

Lukang‘s tourism greatly (Mr. H-Owner of a well-established cake shop).‖ 

 

The literature review also supported the premise that food has considerable 

potential to enhance tourism experiences. Richards (2002) acknowledged that for many 

tourists, much of their time is spent eating, drinking, or deciding how or where to 

experience local cuisine. Quan and Wang (2004) believed that food offers tourists a novel 

or memorable experience. In this study, participants agreed that local food is an essential 

element of the tourist experience in Lukang. 

―I have been working as a town‘s administrator in Lukang for several years. 

According to my experience, many tourists revisit our town for the unforgettable 

and pleasant memories of Lukang‘s local food specialties. They want to come 

here again because they cannot find those snacks in other places. Therefore, they 

come back to Lukang to look for those local delicacies that they kept in their 

memories (Mr. K-Lukang‘s public official).‖ 

 

―In Lukang, you can not only appreciate heritage sites and historical relics, but 

also enjoy the experiences of eating local food delicacies. In Lukang‘s history, the 

town declined for a period of time. People feel that Lukang is not so wealthy as it 

was in the past. Under this circumstance, price for necessities stays low but still 

keeps the quality of its products. Compared to major cities in Taiwan, you spend 

less money to get the same quality of food in Lukang. This really attracts tourists 

(Mr. W-Lukang‘s historian).‖ 

 

―Tourists must feel deeply impressed if you provide food with unique flavor. I am 

thankful to have this opportunity offering these tourists the unforgettable flavors. I 

believe it gives the tourists wonderful and memorable experiences (Mr. C-Owner 

of a well-established pork bun store).‖ 

 

Some participants, however, believed that the focus of Lukang‘s tourism are those 

famous heritage sites and traditional handicrafts. They also agreed that local food has a 

positive impact on the overall tourist experience and indeed is important to tourism 

development in Lukang. 
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―Local food indeed has a great impact on tourists‘ experiences when they visit 

Lukang. We interviewed several tourists about why they visit Lukang. They first 

appreciate heritage sites, and second enjoy local delicacies……For those heritage 

sites, you probably visit one or two times. You maybe visit those heritage sites for 

several times only if you are a cultural activist doing your research. Most people 

revisit Lukang for several times because they are triggered by our delicious food 

(Ms. W-Lukang‘s public official).‖ 

 

―Lukang was elected as an ―International Charming Spot‖, promoted by Taiwan‘s 

Tourism Bureau. We emphasize our temples, heritage sites, and our traditional 

handicrafts. Local food obviously is not our primary tourism attraction. But if you 

talk about what effect local food has on tourists‘ experiences, it increases their 

desires of revisiting Lukang (Mr. C-Lukang‘s public official).‖ 

 

Authenticity 

Authenticity of Local Food 

The literature review presented the concept of authenticity from food tourism 

perspectives. Gilmore and Pine (2007) suggested that authenticity has become one of the 

dominant consumer sensibilities that influences the consumer‘s choice to buy or not to 

buy. The authenticity of foods refers to ―a genuine version of a product in relation to a 

specific place, region or country‖ (Groves, 2001, p. 246). Participants in this study 

revealed their opinions about authenticity of Lukang‘s local food. 

―Almost all our Lukang delicacies are very local, original, possessing the nature 

of authenticity, because first, all our famous local delicacies are originated from 

the Lukang area; this origination means that the ways and methods for the 

preparations, making, and cooking are first initiated here in Lukang. Secondly, 

almost all the materials and ingredients used for our local delicacies are either 

made or produced here in the Lukang area. For instance, shrimp monkeys used in 

the famous ‗salted shrimp monkeys‘ or ‗fried shrimp monkeys‘ are uniquely 

produced here in the Lukang area. The noodles used in the famous ‗thin noodle 

paste‘ are also locally produced (Ms. W-Lukang‘s public official).‖ 

 

―The principle of uniqueness, originality, and authenticity also applies to our 

locally-made teacakes and pastries. The cake shops have their own traditional 

ingredients, their own special ways of making and baking, and their own special 

recipes (Mr. K-Lukang‘s public official).‖ 
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―For example, the noodles used for ‗thin noodle paste‘ are locally produced here 

in Lukang. I bet if you cook thin noodle paste with noodles made in other places, 

the flavor and texture will be different (Mr. K-Lukang‘s public official).‖ 

 

―The development of Lukang delicacies is closely related with the development of 

Lukang‘s culture; in other words, it is strongly related with the heritage, products, 

eating habits, and commercial and industrial development of the Lukang area (Mr. 

W-Lukang‘s historian).‖ 

 

―Lukang delicacies with strong local taste, that is, with strong originality and 

authenticity, first I would like to mention ‗oyster dei‘, that is, the fried oysters, 

because their main materials, the oysters are locally produced, and the way of 

cooking and the recipes are originally developed in Lukang. Secondly, I want to 

mention ‗shrimp balls‘. Lukang‘s shrimp balls are uniquely developed and quite 

different from those made in other places, such as Taipei or Taichung (Mr. 

W-Lukang‘s historian).‖ 

 

―Taiwan is not so big and its transportation is very convenient. The only way to 

maintain strong uniqueness and authenticity in local food, in my opinion, is that 

each delicacy must at least have its own special recipe or its own inherited or 

developed way of preparation, cooking, or making (Mr. W-Lukang‘s historian).‖ 

 

―Why our steamed pork buns are so popular and so delicious? Because of our 

special recipe, our special way of fermentation; that is, we have our own 

uniqueness and originality. When we ferment the flour and when we steam the 

bread, we pay special attention to timing, and this is part of our authenticity (Mr. 

C-Owner of a well-established pork bun store).‖ 

 

―According to my personal observations, it seems that people in Lukang have not 

paid enough special attention to the strengthening of authenticity, originality or 

uniqueness of the food products of Lukang……As time goes by, Lukang‘s local 

food, particularly the teacakes, have appeared to possess special attractive local 

uniqueness, that is, to have authenticity and thus have strong attraction to visitors 

and tourists (Mr. H-Owner of a well-established cake shop).‖ 

 

One of the participants believed that Lukang‘s temples and traditional handicrafts 

possess more authenticity than local food. He thought that the governmental authorities 

have long focused on the promotion of Lukang temples and traditional handicrafts. On 

the other hand, the authorities have not put into enough efforts into building on the 

authenticity of local food. As he stated: 
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―In terms of authenticity of Lukang‘s local food, teacakes have enjoyed greater 

visible originality and authenticity because they are historically prominent and 

famous. As to seafood, such as oysters and shrimp monkeys are fresh, delicious, 

and locally produced. These seafood delicacies have the greater potential to 

establish strong authenticity (Mr. C-Lukang‘s public official).‖ 

 

The Importance of Authenticity to Lukang’s Food Tourism 

The literature review addressed the important role that authenticity plays in local 

food tourism. Since authenticity has been viewed as an important aspect of tourism 

consumption, Richards (2002) suggested that seeking out ―authentic‖ local and regional 

food can become a motive for visiting a particular destination. Participants in this study 

revealed their viewpoints about how the authenticity of Lukang‘s local food can influence 

the town‘s local tourism. 

―One of the important reasons why tourists come to Lukang is because they want 

to enjoy Lukang‘s delicacies, in other words, they have the opportunity to taste 

and enjoy the authenticity of our local food. Hence, they consider their trip to 

Lukang is of value……Our local delicacies not only give the tourists the 

‗authentic Lukang taste‘, they also are not expensive. All tourists can afford to 

enjoy them (Ms. W-Lukang‘s public official).‖ 

 

―Many tourists come here because they want to enjoy the authenticity of our local 

food. For those tourists or visitors to Lukang, they can only feel that their trip to 

Lukang is worthwhile if they can enjoy the local food that only be made here in a 

very authentic, local, and unique way (Mr. K-Lukang‘s public official).‖ 

 

―For the promotion of local food, some shops and restaurants have developed 

many effective ways to attract customers. For example, Zhengyuzhen, a 

well-known cake shop in business since 1887, even provides a DIY service of 

traditional making of teacakes for its customers. It certainly is a very unique way 

of promoting authentic tourism experience (Mr. K-Lukang‘s public official).‖ 

 

―People who come to Lukang not only want to see special points of interests in 

Lukang, they also want to enjoy those local foods that are only made, produced or 

cooked in Lukang……Therefore, it is very important to establish and strengthen 

the authenticity of Lukang‘s local food (Mr. H-Owner of a well-established cake 

shop).‖ 

 

―Sometimes we have to consider if we open branches outside Lukang, does this 
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mean that people would not come to Lukang to buy or enjoy our teacakes 

anymore and affect the local amount of sales? The answer is no. Like the French 

champagne, you can buy it in almost every part of the world, still there are many 

people who prefer to buy a bottle of champagne in France……This would give 

them a feeling of ‗pilgrimage‘. This feeling, if applied properly, would certainly 

help promote and strengthen the authenticity of Lukang‘s local food (Mr. 

H-Owner of a well-established cake shop).‖ 

 

In conclusion, most participants believed that the core authenticity of certain 

Lukang‘s local food has never been lost. To answer the question ―What are local food 

specialties that represent the uniqueness of Lukang‖, the participants listed several food 

items considered to be unique, authentic, and original. These food items include various 

kinds of teacakes such as glutinous rice clump, ox tongue cake, phoenix eye cake, green 

been cake, pineapple cake, and kousu cake (crisp cake). They also mentioned various 

kinds of local snack food such as oyster omelets, fried oysters, oyster soup, shrimp 

monkeys (mud shrimp), shrimp balls, thin noodle paste, flour tea, pork buns, and taro 

balls. The participants also agreed that it is important to promote the authenticity of 

Lukang‘s local snack food and teacakes. It helps to build linkages between tourists and 

local traditions. 

 

Food Selection Behavior of Tourists and Local Residents 

In this study, local public officials, historians, and shop owners also provided their 

opinions about tourists‘ and locals‘ food selection preferences based on their daily 

experiences and observations. 

―I think there is no eating place targeting specifically on the tourists. Vendors or 

snack bars usually make more varieties of snacks to satisfy the tourists. Local 

people rarely eat oyster omelet at the snack bars near the Tianhou Temple. Those 

snack bars mostly are for tourists (Ms. W-Lukang‘s public official).‖ 
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―Tourists or visitors from other places usually consider ‗brand name‘ an important 

factor when buying teacakes. They tend to purchase various kinds of teacakes at 

one particular cake shop. Local residents consider ‗taste‘ and ‗texture‘ when 

buying teacakes. For example, they buy ‗phoenix eye cakes‘ from one shop, ‗ox 

tongue cakes‘ from another, and ‗green bean cakes‘ from the other. They are more 

familiar with the local cake shops. That is why I always suggest tourists to hire a 

tour guide when visiting Lukang (Ms. W-Lukang‘s public official).‖ 

 

―The local snack foods that local residents and tourists usually order are almost 

the same. I think the important factor that attracts local residents and tourists is 

because that the turnover of the chefs in these dining places is not high and most 

of the chefs are local people……Tourist‘s and local‘s preferences might be 

different when buying teacakes. Local people tend to purchase teacakes at some 

cake shops that are less well-known. They know where to buy teacakes that suit 

their tastes (Mr. K-Lukang‘s public official).‖ 

 

―As a local resident, I do not think there is that much difference. Cake shops and 

snack bars are usually crowded during holidays or weekends. Probably it is not 

necessary for the local residents to buy snack food or teacakes at a particular place 

and at a particular time because we can purchase these foods everyday. During 

holidays or weekends, we usually avoid those cake shops and snack bars which 

are filled with crowds of people. We do not need to squeeze into the crowded cake 

shops and snack bars during holidays or weekends (Mr. C-Lukang‘s public 

official).‖ 

 

―Local people usually do not eat at the snack bars near the Tianhou Temple. There 

are several eating places, some hidden in small alleys……Unlike tourists who 

have a more limited schedule, local residents can control their time freely (Mr. 

W-Lukang‘s historian).‖ 

 

During one of the interviews, the town‘s public official Mr. C showed me a 

brochure and tour book that were published by the town. He explained the reason why 

some unique and authentic local dining places were not listed in the brochure and tour 

book. 

―Some owners preferred not to be listed because they primarily focus their 

businesses on local residents. They believed that they are just too busy to serve 

extra customers from other places. They preferred not to be promoted (Mr. 

C-Lukang‘s public official).‖ 

 

The two shop owners in this study believed that their shops have earned public 
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praise and recognition. Therefore, when making selection decisions on similar food 

products among shops, both tourists and local residents consider buying their products 

over others. Based on the interviews, most participants including the public officials and 

the historian suggested that there is a difference in the purchasing behavior of tourists and 

local residents when buying teacakes from local cake shops. When eating local snack 

food, some participants believed that there is a difference since local residents live there 

and are more knowledgeable about local food and tourists are in Lukang for a limited 

time. 

 

Laddering Interview Results 

The Means-End Chain Theory was adopted in the second phase of this study. The 

laddering interviews were conducted to discover how Lukang‘s tourists and local 

residents decide on the food they select. Based on various tour guides and pamphlets 

published by the town‘s Tourism Division, Lukang‘s local food specialties were divided 

into two categories: Teacakes and local snack food. Snack food is considered to be a 

separate category from formal, regular meals (Yu, 2004). In Taiwan, snack foods are sold 

by street vendors and snack bars. I limited my study to teacakes and local snack food in 

Lukang for both tourists and locals. Therefore, the study did not focus on formal, regular 

meals sold in restaurants. 

According to Reynolds and Gutman (1988), three procedures are involved in 

analyzing all elements from the ladders: content analysis, constructing the implication 

matrix, and constructing the hierarchical value map (HVM). The outcome of the three 
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procedures is included in this chapter in Tables 4.1 through 4.8 and Figures 4.1 through 

4.6. 

 

General Profile of Participants 

The laddering interviews were carried out with 42 participants, including 18 

(42.9%) tourists and 24 (57.1%) local residents. Of the total participants, 20 were male 

(12 tourists and 8 local residents) and 22 were female (6 tourists and 16 local residents). 

Among the 18 tourists, 8 (44.4%) of them visit Lukang one time a year or less; ten 

(55.6%) visit the town more than twice a year. At the time of the interviews, most tourists 

came to the town for touring the heritage sites or experiencing local food. All 18 tourists 

traveled to Lukang by automobile. 

 

Table 4.1. General Profile of Participants (N=42) 

 N % 

 

Tourists 

Local Residents 
 

 

18 

24 

 

42.9 

57.1 

Gender 

Male 

Female 
 

 

20 

22 

 

47.6 

52.4 

Age 

20-29 

30-39 

40-49 

50-59 

60 and older 

 

11 

14 

9 

6 

2 

 

26.2 

33.3 

21.4 

14.3 

4.8 
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Table 4.2. Profile of Local Residents (N=24) 

No Sex Age  No Sex Age 

1 F 30-39  13 F 20-29 

2 M 40-49  14 F 30-39 

3 F 30-39  15 F 30-39 

4 F 20-29  16 M 30-39 

5 F 30-39  17 M 40-49 

6 F 20-29  18 F 40-49 

7 M 30-39  19 F 30-39 

8 M 40-49  20 F 20-29 

9 F 39-39  21 F 40-49 

10 M 20-29  22 M 40-49 

11 F 20-29  23 F 20-29 

12 F 50-59  24 M 30-39 

Note: F: Female, M: Male 

 

Table 4.3. Profile of Tourists (N=18) 

No Sex Age Residence Frequencies of Visit Purpose of the Trip 

1 M 30-39 Yunlin County About once a year Experiencing local food 

2 F 30-39 Chengdu, China/Yunlin First time Touring heritage sites 

3 M 30-39 Florida, USA/Taipei City More than twice a year Touring heritage sites 

4 F 50-59 Taipei County About once a year Touring heritage sites 

5 F 30-39 Taichung County More than twice a year Visiting glass factory 

6 M 60-69 Nantou County About once a month Experiencing local food 

7 F 50-59 Taichung County More than twice a year Traveling for business 

8 F 40-49 Nantou County More than twice a year Touring heritage sites 

9 M 50-59 Nantou County More than twice a year Touring heritage sites 

10 M 20-29 Taichung County About once a year Experiencing local food 

11 M 20-29 Taichung County Less than once a year Touring heritage sites 

12 M 20-29 Hsinchu City About once a year Touring heritage sites 

13 M 20-29 Taipei County Less than once a year Worshipping at temples 

14 M 40-49 Nantou County More than twice a year Visiting friends/relatives 

15 M 40-49 Taipei City Less than once a year Touring heritage sites 

16 F 50-59 Taipei City More than twice a year Touring heritage sites 

17 M 50-59 Taipei City About once a month Traveling for business 

18 M 60-69 Taipei County More than twice a year Touring heritage sites 

Note: F: Female, M: Male 
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Table 4.4. Detailed Tourist Information (N=18) 

 N % 

 

How often do you visit Lukang? 

It is my first time 

Less than once a year 

About once a year 

More than twice a year 

About once a month 

 

 

 

1 

3 

4 

8 

2 

 

 

5.6 

16.7 

22.2 

44.4 

11.1 

What is your primary purpose of the trip? 

Worshipping at temples 

Touring the heritage sites in town 

Experiencing local food 

Visiting friends or relatives 

Traveling for business 

Other (Visiting Taiwan Glass Group Lukang Factory) 

 

 

1 

10 

3 

1 

2 

1 

 

5.6 

55.5 

16.7 

5.6 

11.1 

5.6 

What is your transportation for this trip 

Auto 

 

18 

 

100.0 

   

 

Content Analysis 

Coding of Laddering Interview Data 

The 42 laddering interviews were carried out by using Mandarin Chinese. 

Therefore, the Chinese version of laddering interview transcripts was content analyzed by 

myself and two other Chinese-speaking coders in order to develop a set of summary 

codes (Table 4.5).
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Table 4.5. Summary Content Codes for Local Food Selections in Lukang 

Attributes (A) Freq. Consequences (C) Freq. Values (V) Freq. 

A01 Fame 33 C01 Delicious 30 V01 Enjoyment 69 

A02 Authenticity 21 C02 Enjoy Eating Food 39 V02 Sincerity/Generosity 7 

A03 Good Taste 39 C03 Thoughtful Gift-giving 42 V03 Health/Safety 57 

A04 Popularity 18 C04 Worry Free 38 V04 Sense of Accomplishment 17 

A05 Texture 7 C05 Try Something New 17 V05 Good Relationships with Others 28 

A06 Healthful Food 12 C06 Quality Guaranteed 27 V06 Novelty 20 

A07 Cooking Method 1 C07 Save Money 7 V07 Nostalgia 7 

A08 
Friend/Relative 

Recommendation 
13 C08 Get Money's Worth 8 V08 Sense of Belonging/Heritage 2 

A09 Service 11 C09 More Options 8 V09 Sense of Linkage 3 

A10 Century-old Shop 2 C10 Physical Well-being 14 V10 Sense of Security 6 

A11 Traditional Taste 6 C11 Return Visit/Purchase 9 V11 Warm Feeling 3 

A12 Hygiene/Cleanliness 25 C12 Inspire Desire to Purchase 22 V12 Sense of Expectation 12 

A13 Product Variety 12 C13 Arouse Fond Memory 6 V13 Sense of Trust 9 

A14 Internet Blog Discussions 4 C14 Linkage to Local Culture 5 V14 Be Well Respected 2 

A15 New Products 5 C15 Enjoy Uniqueness 2 V15 Sense of Pride 4 

A16 Packaging 9 C16 Share with Friends 11 V16 Lasting Pleasure 4 

A17 Handmade 3 C17 Worthwhile Trip 5 V17 Being Comfortable 5 

A18 Price 12 C18 Treat Friends/Relatives 4    

A19 Freshness 18 C19 Feel Relaxed 5    

A20 Quality 8 C20 Save Time 4    

A21 Unique Flavor 4 C21 Experience the Past 1    

A22 Promotional Efforts 3       

A23 Location 3       

A24 Space Layout 1       

A25 Ambiance 5       
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Three coders, including myself, checked for intercoder reliability. First, the Holsti 

Formula: Reliability = 2 × M/(N1+N2), suggested by Holsti (1969), Wimmer and 

Dominick (2005) was used to calculate the reliability coefficient in terms of percentage 

of agreement between each two coders: 

A and B = (2 × 55) / (63 + 63) = 0.873 

B and C = (2 × 54) / (63 + 63) = 0.857 

A and C = (2 × 54) / (63 + 63) = 0.857 

The data were coded and categorized by three different coders; the reliability can be 

determined by the following formula suggested by Holsti (1969) and Wang (1990). The 

formula yielded an intercoder reliability of 0.95. Kassarjian (1977) suggested that 

researchers can be quite satisfied with a reliability coefficient of 0.85. Therefore, it 

appeared that the reliability of the data coding was quite acceptable. 

 

 

Table 4.6. Intercoder Reliability 

 Coder B Coder C 

Coder A 0.873 0.857 

Coder B  0.857 

Average Intercoder Agreement = (0.873 + 0.857 + 0.857) / 3 = 0.862 

Composite Reliability = (3 × 0.862) / (1 + 2 × 0.862) = 0.950 

 

The Chinese version of summary codes was then translated into English. In the 

translation process, researchers should pay more attention to cultural nuances such as 

Composite Reliability = ————————————————————— 

N × (Average Intercoder Agreement) 

1+〔(N-1) × Average Intercoder Agreement〕 
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colloquial phrases, slang, jargon, and idiomatic expressions (Sperber, 2004). Therefore, 

employing two or more translators or proofreaders helped me produce a set of coding 

data based on consensus. The English translations were first reviewed and proofread by 

two bilingual panel experts; one was from Taiwan and another from China who was a 

graduate faculty member who served on my dissertation committee. The translations 

were also reviewed and proofread by two U.S. panel experts who were graduate faculty 

members who served on my dissertation committee. The purpose was to minimize the 

possible errors from literal translations and accurately reflect the real meanings. 

The elements from laddering data were classified into 63 categories. Of the total 

63 categories shown in Table 4.5 above, 25 represent concepts at the attribute level; 21 

were at the consequence level; and 17 were at the value level. 

 

Constructing the Implication Matrix 

After categories of three levels were assigned, the links among categories were 

then summarized in an aggregate implication matrix. An implication matrix depicts the 

number of times each concept associates with the other concepts in respondents‘ ladders 

(Klenosky, 2002). Two types of relations, direct and indirect, are depicted in the matrix. 

Reynolds and Gutman (1988) suggested a fractional form to express direct and indirect 

relations. Direct relations are to the left of the decimal and indirect relations are to the 

right of the decimal. In Table 4.7, for example, ―9.01‖ denotes 9 direct relations and 1 

indirect relation between ―A02: authenticity‖ and ―C03: thoughtful gift-giving.‖  
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Constructing the Hierarchical Value Map 

After the implication matrix was constructed, dominant connections were 

graphically represented in hierarchical value maps (Reynolds & Gutman, 1988). I 

selected a cutoff value, based on the suggestion of Reynolds and Gutman (1988). A 

cutoff value of ―3‖ was chosen for constructing the hierarchical value map. Six 

hierarchical value maps (HVM) were constructed to identify Lukang‘s tourists‘ and local 

consumers‘ decision making regarding local food choices: Hierarchical Value Map for 

the selection of teacakes at cake shops (Figure 4.1), HVM for the selection of snack food 

at snack bars (Figure 4.2), HVM for tourists‘ selection of teacakes at cake shops (Figure 

4.3), HVM for local residents‘ selection of teacakes at cake shops (Figure 4.4), HVM for 

tourists‘ selection of snack food at snack bars (Figure 4.5), and HVM for local residents‘ 

selection of snack food at snack bars (Figure 4.6). 
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Table 4.7. Implication Matrix for Selecting Teacakes at Cake Shops 

 C01 C02 C03 C04 C05 C06 C07 C08 C09 C10 C11 C12 C13 C14 C16 C17 

Attributes:                 

A01: Well-Established Brand 2.00  0.02  15.02   3.00  6.00       0.01      

A02: Authenticity 2.00   9.01      0.01     1.00   2.00  1.00  1.00  

A03: Good Taste 3.00  11.01  3.00             1.01   

A04: Popularity 2.01     1.00  4.00       2.00    0.01   

A05: Texture 3.00  4.00       0.01          

A06: Healthful Food    1.01       5.00   1.00      

A08: Friend/Relative Recommendation 1.00      2.00       2.01      

A09: Service           2.01  2.00      

A10: Century-old Shop   1.00    1.00            

A11: Traditional Taste             4.00  1.00    

A12: Hygiene/Cleanliness    4.00   1.00            

A13: Product Variety   0.04   1.00     10.00    0.01      

A14: Internet Blog Discussions      2.00       0.01      

A15: New Products     3.00             

A16: Packaging   6.01    2.00       1.01      

A17: Handmade 1.00  0.01     1.00         1.00    

A18: Price       6.00  1.00     4.01      

A19: Freshness   1.00        2.00        

A20: Quality 1.00    1.00   1.00            

A21: Unique Flavor               1.00   

A22: Promotional Efforts      1.00            

Consequences:                 

C01: Delicious  4.00  1.00      1.00          

C02: Enjoy Eating Food        1.00        1.00   

C03: Thoughtful Gift-giving            1.00      

C04: Worry Free                 



Texas Tech University, Shih-Chi Chao, August, 2010 

 

74 

 

C05: Try Something New                 

C06: Quality Guaranteed 1.00   3.00          3.00      

C07: Save Money            1.00      

C08: Get Money's Worth                 

C09: More Options   4.00          1.00      

C10: Physical Well-being    1.00              

C11: Return Visit/Purchase                 

C12: Inspire Desire to Purchase           1.00     1.00   

C13: Arouse Fond Memory                 

C14: Linkage to Local Culture                 

C16: Share with Friends                 

C17: Worthwhile Trip                 

Values:                 

V01: Enjoyment                 

V02: Sincerity/Generosity                 

V03: Health/Safety                 

V04: Sense of Accomplishment                 

V05: Good Relationships with Others                 

V06: Novelty                 

V07: Nostalgia                 

V09: Sense of Linkage                 

V10: Sense of Security                 

V11: Warm Feeling                 

V12: Sense of Expectation                 

V13: Sense of Trust                 

V14: Be Well Respected                 

V15: Sense of Pride                 
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Table 4.7. Implication Matrix for Buying Teacakes at Cake Shops (Continued) 

 V01 V02 V03 V04 V05 V06 V07 V09 V10 V11 V12 V13 V14 V15 

Attributes:               

A01: Well-Established Brand 0.03  0.01  0.01  0.07  0.08  0.02      0.01  0.02    

A02: Authenticity 0.01  0.02   0.02  0.03    0.02    0.02    0.03  

A03: Good Taste 0.13    0.01  0.03       0.01     

A04: Popularity 0.02   0.02    0.01      0.01     

A05: Texture 0.07               

A06: Healthful Food   0.05             

A08: Friend/Relative Recommendation           0.01  3.03    

A09: Service           0.01   0.01   

A10: Century-old Shop  0.01           0.01    

A11: Traditional Taste       0.05    0.01      

A12: Hygiene/Cleanliness   0.05             

A13: Product Variety 0.02     0.04  0.03      0.02     

A14: Internet Blog Discussions         0.01       

A15: New Products      0.03          

A16: Packaging 0.01  0.02   0.02  0.03          0.01  

A17: Handmade 0.01   0.01        0.01      

A18: Price 0.02           0.02     

A19: Freshness   0.02             

A20: Quality 0.01   0.02             

A21: Unique Flavor     0.01           

A22: Promotional Efforts   0.01       0.01    1.00    

Consequences:               

C01: Delicious 7.05  0.01           1.00    

C02: Enjoy Eating Food 16.01     0.01       1.00     

C03: Thoughtful Gift-giving 2.01  5.00   11.00  19.00          3.01  

C04: Worry Free   7.00             



Texas Tech University, Shih-Chi Chao, August, 2010 

 

76 

 

C05: Try Something New      7.00      1.00     

C06: Quality Guaranteed 0.01  1.00  7.00  0.02  0.01     1.00   1.00  3.01    

C07: Save Money               

C08: Get Money's Worth 2.00           1.00     

C09: More Options 2.00     0.04  2.00      1.01     

C10: Physical Well-being   5.01             

C11: Return Visit/Purchase           1.00     

C12: Inspire Desire to Purchase 3.00           4.00  2.00  1.00   

C13: Arouse Fond Memory       4.00    0.01      

C14: Linkage to Local Culture       1.00  2.00   1.00      

C16: Share with Friends    1.00  3.00           

C17: Worthwhile Trip           1.00     

Values:               

V01: Enjoyment               

V02: Sincerity/Generosity               

V03: Health/Safety               

V04: Sense of Accomplishment               

V05: Good Relationships with Others              1.00  

V06: Novelty               

V07: Nostalgia          1.00      

V09: Sense of Linkage               

V10: Sense of Security               

V11: Warm Feeling               

V12: Sense of Expectation               

V13: Sense of Trust         1.00       

V14: Be Well Respected               

V15: Sense of Pride               
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Table 4.8. Implication Matrix for Selecting Local Snacks at Snack Bars 

 C01 C02 C04 C05 C06 C07 C08 C10 C11 C12 C13 C14 C15 C16 C17 C18 C19 C20 C21 

Attributes:                    

A01: Well-Established Name    3.00             4.00     

A02: Authenticity            1.00   2.00  2.01     1.00  

A03: Good Taste 2.00  15.00      2.00   0.01  1.00     1.00       

A04: Popularity 2.00  0.01   3.00  3.00      1.00    0.01   0.01      

A06: Healthful Food   1.00      4.00             

A07: Cooking Method   1.00                  

A08: Friend/Relative Recommendation 1.01     1.00              1.00   

A09: Service       2.00   3.01      0.01       

A11: Traditional Taste           1.00          

A12: Hygiene/Cleanliness   15.02   1.00    2.00         1.00     

A13: Product Variety         1.00            

A14: Internet Blog Discussions          1.00         1.00   

A18: Price      1.00               

A19: Freshness 6.00  2.02  6.01      1.00             

A20: Quality 1.00   2.00   2.00                

A21: Unique Flavor 1.00              2.00       

A22: Promotional Efforts    1.00                 

A23: Location   1.00                2.00   

A24: Space Layout                 1.00    

A25: Ambiance           1.00       4.00    

Consequences:                    

C01: Delicious  3.00      1.00         1.00      

C02: Enjoy Eating Food                    

C04: Worry Free                    

C05: Try Something New                    

C06: Quality Guaranteed 1.00   1.00                  

C07: Save Money                    

C08: Get Money's Worth         1.00      1.00       
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C10: Physical Well-being   2.00                  

C11: Return Visit/Purchase                    

C12: Inspire Desire to Purchase                    

C13: Arouse Fond Memory                    

C14: Linkage to Local Culture               1.00      

C15: Enjoy Uniqueness                    

C16: Share with Friends                    

C17: Worthwhile Trip                    

C18: Treat Friends/Relatives                    

C19: Feel Relaxed                    

C20: Save Time                    

C21: Experience the Past                    

Values:                    

V01: Enjoyment                    

V02: Sincerity/Generosity                    

V03: Health/Safety                    

V04: Sense of Accomplishment                    

V05: Good Relationships with Others                    

V06: Novelty                    

V07: Nostalgia                    

V08: Belonging/Heritage                    

V09: Sense of Linkage                    

V10: Sense of Security                    

V11: Warm Feeling                    

V12: Sense of Expectation                    

V13: Sense of Trust                    

V14: Be Well Respected                    

V16: Lasting Pleasure                    

V17: Being Comfortable                    
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Table 4.8. Implication Matrix for Selecting Local Snacks at Snack Bars (Continued) 

 V01 V02 V03 V04 V05 V06 V07 V08 V09 V10 V11 V12 V13 V14 V16 V17 

Attributes:                 

A01: Well-Established Name  0.01   0.01  0.02 0.03            

A02: Authenticity    0.03     2.00  0.01       1.01   

A03: Good Taste 0.18     0.01          0.02   

A04: Popularity 0.02   0.02    0.04     0.01        

A06: Healthful Food   0.05               

A07: Cooking Method   0.01               

A08: Friend/Relative Recommendation 0.01          1.01    1.00     

A09: Service 1.02           1.00  0.01   1.01   0.01  

A11: Traditional Taste       0.01           

A12: Hygiene/Cleanliness   0.19  0.01              

A13: Product Variety      0.01            

A14: Internet Blog Discussions          0.01        

A18: Price                 

A19: Freshness 0.08   0.07               

A20: Quality 0.02   0.03               

A21: Unique Flavor 0.01     0.02            

A22: Promotional Efforts      0.01            

A23: Location   0.01               

A24: Space Layout                0.01  

A25: Ambiance       0.01          0.03  

Consequences:                 

C01: Delicious 8.05                 

C02: Enjoy Eating Food 18.00               1.01   

C04: Worry Free   29.00               

C05: Try Something New      7.00            

C06: Quality Guaranteed 1.01   3.01        1.00        

C07: Save Money                 

C08: Get Money's Worth 4.00                 
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C10: Physical Well-being   5.02               

C11: Return Visit/Purchase 1.00      1.00       1.00   1.00  1.00   

C12: Inspire Desire to Purchase 1.00   1.00    0.01            

C13: Arouse Fond Memory       2.00           

C14: Linkage to Local Culture    0.01              

C15: Enjoy Uniqueness      1.00            

C16: Share with Friends    2.00  3.00            

C17: Worthwhile Trip 1.00    1.00            1.00   

C18: Treat Friends/Relatives  1.00   1.00  2.01            

C19: Feel Relaxed 1.00                4.00  

C20: Save Time          2.00        

C21: Experience the Past         1.00         

Values:                 

V01: Enjoyment                 

V02: Sincerity/Generosity     1.00            

V03: Health/Safety                 

V04: Sense of Accomplishment                 

V05: Good Relationships with Others                 

V06: Novelty                 

V07: Nostalgia                 

V08: Belonging/Heritage                 

V09: Sense of Linkage                 

V10: Sense of Security                 

V11: Warm Feeling                 

V12: Sense of Expectation                 

V13: Sense of Trust                 

V14: Be Well Respected                1.00 

V16: Lasting Pleasure                 

V17: Being Comfortable                 
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Figure 4.1. Hierarchical Value Map for the Selection of Teacakes at Cake Shops in Lukang, Taiwan (Cutoff = 3)
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Values V12 

A01: Well-Established Brand, A02: Authenticity, A03: Good Taste, A04: Popularity, A05: Texture, A06: Healthful Food, A11: Traditional Taste, A12: Hygiene/Cleanliness, 

A13: Product Variety, A15: New/Creative Product, A16: Packaging, A18: Price, C02: Enjoy Eating Food, C03: Thoughtful Gift-giving, C04: Worry Free, C05: Try Something 

New, C06: Quality Guaranteed, C07: Save Money, C09: More Options, C10: Physical Well-being, C12: Inspire Desire to Purchase, C13: Fond Memory, V01: Enjoyment,  

V02: Sincerity/Generosity, V03: Health/Safety, V04: Sense of Achievement, V05: Good Relationships with Others, V06: Novelty, V07: Nostalgia, V12: Sense of Expectation 
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Figure 4.2. Hierarchical Value Map for the Selection of Snack Food at Snack Bars in Lukang, Taiwan (Cutoff = 3) 
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Figure 4.3. HVM for Tourists‘ Selections of Teacakes at Cake Shops 

 

 

Figure 4.4. HVM for Local Residents‘ Selections of Teacakes at Cake Shops 
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Figure 4.5. HVM for Tourists‘ Selections of Snack Food at Snack Bars 

 

 

Figure 4.6. HVM for Local Residents‘ Selections of Snack Food at Snack Bars 
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Construct Analyses 

Based on various tour guides and pamphlets published by the town‘s Tourism 

Division, Lukang‘s local food specialties are divided into two categories: teacakes and 

local snack food. One of the most obvious differences between these two categories is 

that people usually purchase local snack food for immediate consumption while they 

purchase teacakes for takeaway food. Lukang‘s traditional teacakes are very popular 

among those local souvenir items. The food selection behaviors of tourists and local 

residents can be influenced by attributes of the product (teacakes, snack food) or the store 

(cake shop, snack bar). Snack food is considered to be a separate category from formal, 

regular meals (Yu, 2004). In Taiwan, snack foods are sold by street vendors and snack 

bars. I limited my study to teacakes and local snack food in Lukang for both tourists and 

locals. Therefore, the study did not focus on food specialties consumed in restaurants. 

The focus of analyzing three basic attribute/consequence/value levels of the 

Means-End studies is the relationships between the elicited elements, not the elements 

themselves (Reynolds & Gutman, 1988). Therefore, the relationships between factors to 

determine tourists‘ and local residents‘ food selections were discussed. During the 

laddering interviews, quite a few factors and relations were only mentioned one or two 

times by the participants. Therefore, I only selected and discussed the most mentioned 

factors and relations. As Creswell (2003) suggested, the use of related literature in the 

result section of a qualitative study is to ―compare and contrast with the themes or 

categories that emerged from the study‖ (p. 31). Therefore, I also incorporated related 

literature for comparing findings of the study. 
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The findings of the Means-End Laddering interviews revealed consumers‘ 

perceptions about selection of local food specialties at attribute, consequence, and value 

levels that answered research questions 4 to 7 which are ―what are tourists‘ attributes, 

consequences and values regarding their food selections when visiting Lukang,‖ ―what 

are local residents‘ attributes, consequences and values regarding food selections at eating 

places in Lukang, Taiwan,‖ ―do the attributes, consequences and values associated with 

food selection of tourists and local residents differ,‖ and ―do the attributes, consequences 

and values associated with food selection for tourists and local residents differ based on 

age and gender.‖ 

 

Factors Related to Teacakes at Cake Shops 

Well-Established Brand Cake Shops 

Taking home a souvenir from traveling is human nature (Swanson, 2004). Grove 

(2001) suggested that prestigious and well-established ―name‖ or ―brand recognition‖ are 

important for product identity and form initial perceptions of authenticity. Some cake 

shops in Lukang gained their fame through mass media, the Internet or word-of-mouth 

information. Several participants made their selections when purchasing teacakes based 

on the shop‘s brand recognition (A01). Different cake shops in Lukang sell similar 

products; however, the different name brands really matter. Both tourists and local 

residents preferred to buy teacakes at well-established cake shops. One of the most 

mentioned reasons is that these participants felt that buying teacakes as gifts from 

well-established cake shops is more thoughtful (C03). The ultimate goals are to show 
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sincerity and generosity (V02), sense of accomplishment (V04) and build good 

relationships with friends and relatives (V05). 

―I think brand name is a very important factor. I do not buy teacakes only for 

myself; I also buy them as gifts. It shows respect to my friends and relatives 

(Local resident #5).‖ 

 

―I think it is better if the teacakes are from a well-established cake shop. If I buy 

something that my friends are not familiar with, they might respond negatively. I 

would feel very embarrassed (Tourist #6).‖ 

 

―I would like to choose the most well-established cake shop because it earns most 

public recognition and praise. I would love to bring back some popular teacakes 

for my friends and relatives……Giving popular and well-known teacakes can 

really save my face. I think a well-established cake shop can really be a medium 

between me and my friends (Tourist #14).‖ 

 

Moreover, some participants believed that well-established cake shops provide 

better quality (C06) teacakes. Buying teacakes from well-established cake shops gives 

them a feeling of trust (V13) and safety (V03). As one participant stated: 

―If a cake shop is well-established and popular, they do not dare to sell something 

that has pasted the expiration date or something that is not good for health. The 

quality of the teacakes must be guaranteed (Tourist #17).‖ 

 

One of the differences between tourists and local residents in terms of ―the shop‘s 

fame‖ is that some tourists felt that teacakes from the most well-established cake shop 

must taste delicious. While ―the shop‘s brand recognition‖ may not be an absolute 

predictor for the quality of teacakes, it can be a good indicator for first-time or 

non-frequent customers. For example, one tourist noted ―my friend told me that the Y 

Cake Shop is the most well-established and popular in town, their teacakes must be very 

delicious. (Tourist #2)‖ Conversely, local residents did not necessarily think ―the most 

well-established and popular equals to the best taste.‖ The most dominant reason for local 

residents to buy teacakes from well-established cake shops is for gift-giving. 
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Authenticity 

Many tourists related authenticity to well-known local food specialties. Several 

studies indicated the importance of buying authentic local products from a destination. 

Many tourists seek to get a taste of the place and share the experience with their friends 

and relatives. Revilla and Dodd (2003) suggested that for many tourists, the authenticity 

of the products is one of the most important elements for their enjoyment of the trip or to 

take home and give to friends and relatives. As Richards (2002) pointed out, tourists who 

are interested in cultural traditions consider authenticity as being fairly important in the 

decision to buy gastronomic products. Richards also indicated that having a memento for 

friends and relatives is an important motive for tourists to buy local authentic food 

products. 

The study data showed that both tourists and local residents agreed that 

authenticity (A02) is one of the most important attributes for them to buy teacakes from 

cake shops. One of the most mentioned consequences of selecting authentic teacakes is 

that authentic teacakes can be thoughtful (C03) gifts for friends and relatives. Buying 

thoughtful gifts ultimately lead to the value of good relationships with others (V05) and 

sense of pride as a Lukang resident (V15). Tourists, through gift-giving, can also share 

their local food experiences with their friends and relative. 

―Authentic teacakes represent Lukang‘s local food specialty. I think these 

teacakes are more thoughtful for gift-giving. I would like to share the authentic 

products from Lukang with my friends (Local resident #1).‖ 

 

―I think authenticity equals to good flavor. After eating a truly authentic teacake, 

you do not want to eat products from other shops. Of course, I will bring some 

authentic teacakes to my friends and relatives…… To be honest, I do not know if 

my friend can recognize the authenticity of the teacakes. However, if I tell them 
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that the teacake is truly authentic in Lukang, I think they can feel my sincerity and 

thoughtfulness (Tourist #1).‖ 

 

Most local residents buy authentic teacakes from cake shops as gifts for their 

friends and relatives. Tourists purchase authentic teacakes for reasons such as the 

following: 

―I really want to get in touch with the local culture (C14). Trying those authentic 

and unique teacakes gives me an opportunity to build a linkage between the place 

and local culture (V09) (Tourist #10).‖ 

 

―Eating Lukang‘s authentic teacakes makes me feel that it‘s been a worthwhile 

trip (C17). I feel satisfied and this purchasing experience really meet my 

expectations (V12) (Tourist #12).‖ 

 

―If I buy some teacakes that are truly local and authentic for my friends and 

relatives, it is more thoughtful (C03). My friends and relatives will appreciate 

more if the gift is truly local and authentic (Tourist #18).‖ 

 

Taste 

Eating delicious food relates to people‘s physiological needs for the sensory 

attributes of food (White & Kokotsaki, 2004). Many studies maintain that taste is a 

dominant criterion in food selection. Warde (1997) suggested that ―taste‖ has an 

important influence that leads consumers to focus on taste rather than nutritional value. 

White and Kokotsaki (2004) adopted the survey results of a study conducted by the Food 

Market Institute showing that taste was the most important factor in food selection. 

Verbeke and Lopez (2005) concluded that taste is one of the key attributes in determining 

Belgians‘ preference for ethnic food. Jang, Ha and Silkes (2009) suggested that people 

from the U.S. think ―taste‖ is a very important attribute when eating Asian foods. 

In this study, taste (A03) is also one of the most mentioned attributes by the 

participants in selecting teacakes from cake shops. Participants of this study consider 
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taste as an important factor because they enjoy eating delicious food (C02). Taste and 

enjoy eating delicious ultimately created a feeling of enjoyment (V01). More local 

residents perceive taste as an important factor. Since local residents spend much more 

time in Lukang, they are more familiar with and knowledgeable about getting the 

teacakes that can really suit their taste. On the other hand, tourists have relatively limited 

information and time to find a cake shop they may like. Therefore, as mentioned before, 

tourists seek out well-established local cake shops in Lukang. 

―I would like to consider taste because delicious teacakes can really satisfy my 

appetite and I feel pleased and enjoyable (Local resident #14).‖ 

 

―I can share real delicious teacakes with my friends. Buying delicious teacakes for 

my friends as gifts show my good friendships with them (Local resident #6).‖ 

 

―As a foreigner, I might have a different taste and preference. If the teacake tastes 

good, I feel very pleased. On the other hand, if the teacake does not taste good, I 

probably will go to another cake shop the next time (Tourist #3).‖ 

 

Traditional Taste (Old-fashioned Taste) 

Traditional taste is called ―Kochabi (古早味)‖ in Taiwanese dialect. Some 

teacake products of century-old cake shops in Lukang were made using original and 

traditional recipes that were passed down through several generations. Consumer 

demands for ―traditional food‖ can be viewed as linked to a quest for authenticity (Sims, 

2009). Richards (2002) suggested that an important aspect of developing authentic and 

traditional food products is ―to cater to nostalgia-driven tourists‖ (p. 28). Some tourists in 

this study also looked for more traditional teacake products (A11). They preferred buying 

more traditional or old-fashioned teacakes because those teacake products arouse fond 

memories (C13) or bring linkage to local culture (C14) and eventually strengthen the 

feeling of nostalgia (V07). 
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―I am already in my 50s; therefore, I would like to buy the teacakes with 

traditional taste, something that can bring back my childhood memories……I 

think when someone reaches a certain age, he or she will miss those old-time 

tastes that bring the feeling of nostalgia (Tourist #9).‖ 

 

―I grew up in Changhua County. When I was a kid, my grandparents used to buy 

teacakes for me. Therefore, I would like to buy the teacakes that can bring back 

my childhood memories……This nostalgic experience gives me a very sweet 

feeling (Tourist #14).‖ 

 

―These old-time flavors can really bring back my memory and give me a feeling 

of nostalgia. For example, the name ―Yu Zhen Zhai‖ is so classical. In the present 

days, not so many people use ―Zhai‖(齋). Basically, if you are in Lukang, you 

already have this kind of feeling (Tourist #16).‖ 

 

Product Variety 

In this study, product variety (A13) is also an important attribute that the 

participants would consider when purchasing teacakes at cake shops. Lockshin and 

Spawton‘s (2001) study of wine tourism indicated that the variety of wine available is 

one of the factors that influences wine tourists to make their purchase decisions. Kahn 

(1998), using hamburger, Coke, and cereal as examples, believed that product variety 

allows consumers to enjoy a diversity of options. She called this strategy ―high-variety 

strategy‖ or ―customization strategy‖ (Kahn, 1998) to satisfy consumers‘ variety-seeking 

behaviors. 

Some cake shops in Lukang provide a wide variety of teacake products. Other 

cake shops emphasize that they just specialize in certain teacake items. Both tourists and 

local residents felt that variety of teacake products gave them more options (C09). It 

allows them to taste different kinds of teacakes and increases the likelihood of getting 

what they really want. It is also beneficial for gift-giving (C03) which allows the cake 

shops to accommodate different people‘s preferences. As some participants described: 
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―I think product variety is very important because it gives me more options for 

gift-giving. I can avoid giving same kinds of teacakes for my friends and relatives 

every time (Local resident #15).‖ 

 

―I choose Y Cake Shop over other cake shops because they have more varieties of 

teacakes……They provide different kinds of teacakes to attract customers at 

different age groups. I am in my 60s, I would like to buy something that brings 

my childhood memories back. On the other hand, my children are in their 20s, 

their preferences might be different. Most of my friends and colleagues are people 

at my age. I think our tastes in teacakes are really close (Tourist #6).‖ 

 

―I can find different kinds of teacakes from Y Cake Shop for different people. For 

example, my father is toothless; therefore, I would buy something that is soft and 

melts immediately in his mouth. I will choose green bean cakes for my father. My 

children are able to eat something harder; therefore, I would buy lard glutinous 

rice clump for them (Tourist #9).‖ 

 

Price 

Price (A18) is also one of the factors that affected participants‘ choices when 

buying teacakes. Many studies showed that price is considered significant within the food 

selection decision making process. O‘Mahony and Hall (2007) found ―price‖ a major 

factor of influence in food purchasing decision. Verbeke and Lopez (2005) suggested that 

―price‖ is one of the key attributes in determining Belgians‘ preferences for ethnic food. 

Lockshin and Spawton‘s (2001) indicated that ―price‖ is one of the factors that influences 

wine tourists on wine purchasing. 

Participants in this study believed price linked to ―saving money‖ or ―value for 

money (reasonable price)‖ Most participants considered ―price‖ an important attribute 

when buying teacakes were local residents. Teacake products from the Y Cake Shop are 

relatively higher in price. Local residents tend to choose other cake shops and purchase 

cheaper teacakes if those teacakes are just for themselves. 

―If some teacakes, although delicious, are a little too expensive, I would still 

consider my financial condition. Some of Y Cake Shop‘s teacakes are indeed a 
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little bit more expensive than similar teacakes from other cake shops. If I buy 

teacakes for myself and if I felt there is not much difference in taste or texture, I 

would choose the teacakes with a lower price (Local resident #2).‖ 

 

―If my friends visit Lukang, of course I would like to buy a good present for them. 

If I choose teacakes from the most well-known cake shop, it might cost me a 

fortune. Therefore, I would like to think where to buy the cheaper teacakes, but 

still very delicious (Local resident #5).‖ 

 

Most tourists, on the other hand, believed that cheaper price may not be such an 

important consideration when purchasing teacakes in Lukang. They do not come to the 

town every day and are more willing to pay higher prices for their perceived better 

teacakes to purchase as food souvenirs. Most tourists believed that the more expensive 

the teacakes, the higher the quality they could expect. 

―To me, price is not a big issue. Basically the quality of the product is what I 

pursue……It is something I am going to eat. I am not buying a diamond. I do not 

mind if the box of teacake is NT $100 (～US $3) more expensive as long as the 

quality is good (Tourist #1).‖ 

 

―I believe the higher the price, the better the quality of the teacakes. I would 

rather spend more money on better and more expensive teacakes. This way, I will 

obtain the enjoyment I deserve. If I pay a reasonable price for teacakes I really 

enjoy eating, I will trust the seller more and certainly come back the next time 

(Tourist #18).‖ 

 

Healthful Teacakes 

Some participants also believed that health concern (A06) is an important factor 

when purchasing teacakes. They indicated that the ingredients of teacakes should be 

healthful. Kim, Eves and Scarles (2009) found health concerns as a central motivational 

factor that determines tourists‘ interest in local food and beverage. O‘Mahony and Hall 

(2007) highlighted that health and physical considerations really influence food selections. 

Fields (2002) adopted Maslow‘s physical need as a basis to describe that more tourists 

look for food products that have positive impacts on health and physical condition during 
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their travels. In this study, some participants looked for healthier teacakes that lead to 

their physical well-being (C10) and ultimately linked to the perceptions of health and 

safety (V03). 

―If a teacake is too sweet or too greasy, it gives me both physical and 

psychological burdens. Obviously, unhealthy teacakes are not good for customers 

and for sellers (Local Resident #4).‖ 

 

―I think eating healthy is important. I might look for teacakes that are low fat and 

high fiber. I think people in a modern society care more about their needs for 

health (Local Resident #12).‖ 

 

―I do not like to eat something too sweet. I prefer to try a teacake which is lighter, 

milder and tastier (Tourist #11).‖ 

 

―I think I would like to eat healthy. Therefore, I would check the ingredient list on 

the box to make sure what kind of oil and food addictives they use when making 

teacakes. I would also like to know if they use any preservatives. I would feel so 

disturbed after eating unhealthy food (Tourist #16).‖ 

 

The view of healthful teacakes from both tourists and local residents echoed the 

concepts from the one-on-one interview with a well-established cake shop owner in 

Lukang. The owner claimed: 

―It is unfortunate that most cake shops in Lukang do not have the concept of using 

healthful ingredients. We always keep learning the most updated knowledge from 

food fairs and conferences. For example, we know that ‗trans fat‘ and ‗modified 

starch‘ are not good for health. We thought about putting Job‘s tears in our 

products. Even though Job‘s tears are not cheap, they are really healthful (Mr. 

H-Owner of a well-established cake shop).‖ 

 

―In case some customers are allergic to certain ingredients such as peanuts or 

almonds, we cautiously list the ingredients of our products (Mr. H-Owner of a 

well-established cake shop).‖ 

 

Packaging 

Packaging (A16) was also among the attributes considered. Groves (2001) 

suggested that packaging has an effect on the authenticity of a food product, particularly 
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relevant for well-known stores and their products. In her study of tourists‘ souvenir 

purchase behavior, Swanson (2004) argued that packaging is an important attribute. The 

researcher suggested that air travelers often consider size restrictions, fragility and 

manageability as important factors when buying souvenirs at a destination. 

In this study, some participants emphasized the importance of visual and 

functional quality of packaging. Both tourists and local residents believed that good 

packaging can indicate the quality (C06) of the teacakes; and therefore, makes the box of 

teacakes a more thoughtful (C03) gift for friends and relatives. 

―Usually we buy a box of teacakes for gift-giving. If the packaging is exquisite or 

with the name or the logo of the well-established cake shop on, I think it would 

make my friend happy (Local resident #4).‖ 

 

―I believe for many customers, packaging—as an important factor—does not 

necessarily mean that it has to be exquisite. They want to see the name or the logo 

on the bag. Therefore, no matter how exquisite the packaging is from other cake 

shops, many people still buy teacakes from the Y Cake Shop (Local resident #2).‖ 

 

From the tourists‘ perspectives, good packaging indicates the quality of the 

teacakes; but packaging also must be easily portable since the cakes have to travel back 

home. As one tourist noted: 

―We came all the way from Taipei. The packaging must be strong and portable. 

Otherwise, the teacakes might shatter into pieces. Good packaging can protect the 

teacakes from getting broken……If the teacakes are for gift-giving, the packaging 

must also be exquisite. Putting teacakes in an exquisite gift bag or gift box makes 

the gift-giving for thoughtful (Tourist #15).‖ 

 

The view of easily portable packaging by tourists also matches the perspective of 

the one-on-one interview with a well-established cake shop owner in Lukang. 

―In Taiwan, if you give your friend a small box of teacakes, it is probably not very 

thoughtful. Many of our customers buy our products and travel overseas. For 

example, many students purchase teacakes for their friends or teachers in the 

United States. They look for smaller and flatter boxes of teacakes that can easily 
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fit in the luggage. We provide different kinds of packaging that meet the needs of 

our customers (Mr. H-Owner of a well-established cake shop).‖ 

 

New/Creative Teacakes 

―Newness is a property which promises excitement and adventure for individuals‖ 

(Warde, 1997, p. 57). Novelty about new food caters to the desire for new experience and 

new tastes (Warde, 1997). Some participants, especially tourists, driven by their sense of 

novelty seeking (V06) were interested in new or reinvented traditional teacake products. 

As one tourist stated: 

―I would like to try something new. Some cake shops use their creativity to turn 

old products into new and profitable sales. Some cake shops also develop 

teacakes with new flavors. I think cake shops should keep their traditions as well 

as be creative. They should continue to make progress and diversify their products 

to makes people feel novel and curious (Tourist #15).‖ 

 

 

Factors Related to Snack Food at Snack Bars 

Snack bars and street venders sell various local snack food items such as squid 

soup, pork bun, oyster omelet, shrimp ball, shrimp monkey, thin noodle paste, and flour 

tea. The selection behaviors of tourists and local residents can be influenced by the 

following attributes. 

 

Well-Established Name/Reputation 

In this study, participants reported wanting to purchase teacakes from 

well-established (A01) cake shops. When eating snack food at snack bars, some 

participants also wanted well-established and popular ones. Local residents believed 

―well-established name/reputation‖ is important because they would like to treat their 
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friends and relatives at well-established and popular local snack bars (C18). Taking 

friends and relatives to a well-established and popular snack bar ultimately leads to the 

value of ―good relationships with others‖ (V05) or ―Sense of Achievement‖ (V04). 

―There are several snack bars in town that sell thin noodle paste, flour tea, taro 

ball, oyster omelet……How do you make your decision? Only we (local residents) 

know which one to pick. For example, local people go to ‗Longshan Thin Noodle 

Paste Stand‘ or ‗Wang Wang Thin Noodle Paste Stand‘ for thin noodle paste, 

‗Dong Hua Flour Tea Store‘ for flour tea, or ‗Guo Dong Taro Ball Store‘ for taro 

balls. It has become a habitual behavior for many local people to dine at these 

places. Tourists, however, usually have no idea which one to select (Local 

Resident #8).‖ 

 

―Sometimes my friends and relatives ask me where to find the most reputable, 

most authentic local snack food. They do not want to try one after another. So if 

they come to Lukang, I take them to the well-established and popular snack bars 

(Local Resident #8).‖ 

 

―I would like to choose the most well-known dining places……Taking my friends 

and relatives to well known snack bars for local snack food can really save my 

face. I live here and am more familiar with the local dining places. If my friends 

and relatives feel pleased after eating the snack food I recommended, it gives me 

a sense of achievement (Local Resident #3).‖ 

 

Compared with their purchasing preferences toward well-established cake shops 

in Lukang, tourists in this study were less knowledgeable about the town‘s 

well-established and popular dining places that sell local snack food. Some of them did 

research about local food before coming to Lukang. 

―I would like to eat local snack food at the most well-established and popular 

snack bars. Therefore, before coming to Lukang, I did some research about the 

local food specialties. I planned this trip in advance……The public praise has 

been built; therefore, I think it is worth a try. I would like to know if the dining 

place really lives up to its reputation (Tourist #15).‖ 

 

―Before coming to Lukang, I browsed through the Internet searching for the 

information about popular local snack food. I ate some thin noodle paste at ‗Wang 

Wang Thin Noodle Paste Stand‘. It is so delicious…... Browsing through the 

Internet really helped me make the direct hit. Eating at well-established and 

popular snack bars gave me a sense of certainty (Tourist #11).‖ 

 



Texas Tech University, Shih-Chi Chao, August, 2010 

 

98 

 

Hygiene/Cleanliness 

Hygiene and cleanliness (A12) of the dining place was the most mentioned 

attributes by participants, both tourists and local residents, when they make their decision 

to select local snack food. Tourists feel concern that their trip might be ruined by external 

threats such as illness after eating local food (Cohen & Avieli, 2004). Several studies 

suggested that hygiene and cleanliness play an important role that influences customers‘ 

intentions to visit a dining place (Kim, Eves & Scarles, 2009). Tikkanen (2007) classified 

food tourism sectors by using Maslow‘s hierarchy of needs. Safety needs of food express 

people‘s desire to be free of danger (C04). People feel safe (V03) if they are not worried 

after eating certain food. Gregoire, Shanklin, Greathouse and Tripp (1995) emphasized 

the importance of restaurant cleanliness to travelers who stop at visitor information 

centers. Aksoydan (2007) found that the cleanliness of food is the most important factor 

affecting customers‘ selection of dining places. Several participants noted the importance 

of hygiene and cleanliness. Yuksel and Yuksel (2002) suggested that tourists also prefer 

restaurants that cook and serve their dishes hygienically. 

―If the food is hygienic, I do not have to worry about getting sick or diarrhea. I 

feel more comfortable and safer. Eating in a clean environment, I can really enjoy 

the flavor of delicious food (Local resident #2).‖ 

 

―I am not going to choose a dining place that looks dirty and messy. I remember 

one time I traveled with my friends to Lukang. They want to try some local oyster 

dishes in a snack bar. I told them that I will just stroll around until they finish 

eating……If it is not hygienic, I do not want to take the risk (Tourist #7).‖ 

 

―I would observe the environment and the sanitary habits of the cook. If 

everything is OK, I will go eat their food (Tourist #11).‖ 

 

―I do not want to get sick. If I have to look for restrooms after eating something, 

the whole trip is ruined……If everything looks clean, I feel safer (Tourist #13).‖ 
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Freshness 

Lukang features its abundant seafood. Therefore, freshness (A19) is one of the 

important attributes participants would consider when eating local snack food at snack 

bars or venders. Several studies explored consumers‘ intention to eat fresh local food. 

Kim, Eves and Scarles (2009) indicated that tourists believed that local food made with 

local ingredients would be fresher. In White and Kokotsaki‘s study of Indian food (2004), 

consumers responded that freshness is an important element of food consumption 

because they think fresh foods taste better. Yuksel and Yuksel (2002) concluded that 

tourists tend to choose restaurants that prepare dishes made with fresh ingredients. 

Participants in this study based their selections on the freshness of the ingredients 

because they believe fresh foods are delicious (C01) and bring them the feeling of 

enjoyment (V01). They also expressed their desire to be free of worry (C04) as a reason 

of choosing fresh local snack food. As some participants stated: 

―I must admit that fresh food do taste more delicious. Comparing with frozen 

seafood, fresh seafood retains more original flavor and nutritional quality……I 

feel joyful and satisfied after eating fresh and delicious seafood (Local resident 

#13). 

 

―Lukang is situated at the coastline. Oyster farming is very famous in Lukang. 

Therefore, the snack bar or restaurant that I am looking for must provide fresh 

seafood……Fresh oyster is extremely delicious. If you see oysters somewhere 

else, they are probably not that fresh. I believe most dining places in Lukang 

provide fresh oysters (Tourist #10).‖ 

 

―I would observe the freshness of food ingredients from the appearance. First, I 

would check the cooking oil. If it is too dark, the quality is bad. Second, I would 

check the seafood based on its color……I feel safer after eating fresh seafood 

(Tourist #11).‖ 

 

―Lukang is a warm place; seafood might get rotten quickly if they do not store it 

right (Tourist #15).‖ 
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Taste 

In this study, taste (A03) is one of the most mentioned attributes by the 

participants in selecting teacakes from cake shops as well as consuming local snack food 

at snack bars. 

―I think taste is very important because I enjoy eating delicious food. That is why 

I keep coming back to this snack bar (Local resident #5).‖ 

 

―I think taste is very important. Therefore, I like to eat those shrimp monkeys that 

carry lots of tiny eggs because they are more delicious (Local resident #4).‖ 

 

―As to thin noodle paste, when I am choosing among the snack bars, I always 

look for the ones that use the best quality of materials such as the quality of 

traditional handmade noodles, pork pieces, and local ingredients. This kind of thin 

noodle paste is more delicious (Local resident #4).‖ 

 

―I think taste is an important factor. Local snack foods such as oyster omelet or 

thin noodle paste are sold in many snack bars. I believe foods from different 

cooks are more or less different. They are not 100% identical. I would like to look 

for something that is really tasty and original (Tourist #12).‖ 

 

More local residents perceive taste as an important attribute in selecting local 

snack food at snack bars. They know those ―hidden little dining places‖ (Fields, 2002) 

patronized only by locals. It may not be appropriate to conclude that tourists do not care 

about ―taste‖ because local residents are more familiar with and knowledgeable about 

getting the snack foods that can really ―suit their tastes.‖ As one local resident mentioned 

during the interview, ―I would like to share the information of finding delicious food in 

town with my friend (Local resident #6).‖ This local resident also recommended a snack 

bar mostly patronized by locals: 

―There is a snack bar located at a small alley near the Longshan Temple called 

‗Yong Shiang Xiao Chi‘. They provide tasty snacks such as cabbage rice, fried 

shrimp rolls, shrimp ball soup, and sausages with traditional Lukang flavor.‖ 
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Popularity 

Some participants tended to follow the crowds (A04) when they could not decide 

at which snack bar to dine. Previous studies indicated customers‘ perceptions of crowding. 

According to Tse, Sin and Yim (2002), restaurant customers believed ―the high level of 

crowdedness to be the result of high food quality, good reputation, and low food price 

that draws people to the restaurant‖ (p. 449). Kim, Wen and Doh (2010) investigated the 

differences between Chinese and American customers‘ responses in terms of restaurant 

crowding. They concluded that Chinese customers are more likely to feel that a restaurant 

packed with customers indicates good food and good reputation. In this study, some 

tourists believed that when they see a crowd of people in a certain snack bar, their food 

must be delicious (C01) and with high quality (C06). As they stated: 

―Lukang is a very competitive place for those snack bars and vendors that sell 

local snacks. If you see a crowd of people sitting and waiting in a certain dining 

place, its food must taste delicious……Since I come here to find delicious local 

food, I must hit the bull‘s eye. Eating delicious food makes me feel more pleased 

(Tourist #1).‖ 

 

―I would like to dine at a snack bar with a crowd of people. Higher volume 

customers means higher food inventory turnover rate. It indicates that their food 

materials should be fresher (Tourist #7).‖ 

 

According to one participant, tourists may also follow the crowd to a popular 

dining place for the sense of curiosity and novelty (V06). 

―I would like to go where the crowd goes because I feel curious and want to give 

a try (Tourist #12).‖ 

 

Compared with tourists, ―popularity‖ or ―following the crowd‖ is not a major 

concern for local residents. It is assumed that tourists do not have enough time to try one 

after another dining place when selecting local snack food. On the other hand, local 

residents live there and are more familiar with the dining places in town. It may not be 
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necessary for them to squeeze into a crowded dining place where tourists are there during 

holidays and weekends. 

 

Ambiance 

Since Lukang is a historic town in Taiwan, some participants preferred to eat local 

snack food at a place with great ambiance. Batra (2008) revealed that atmosphere is one 

of the most important factors that influences tourists‘ choice of an ethnic restaurant. 

Josiam, Mattson and Sullivan (2004) conducted a qualitative method to gather customers‘ 

reasons for visiting a ―historaunt‖ (restaurant as a historic tourist attraction). The study 

reported that the nostalgic atmosphere is an important factor that motivated customers‘ 

desire to visit. In this study, participants enjoy great ambiance to relax (C19) and feel 

comfortable (V17). 

―Lukang is a historic town; I would like to go to a dining place with a graceful 

ancient style. This kind of ambiance brings my childhood memories back. I can 

relax myself and feel comfortable and pleased (Tourist #9).‖ 

 

Demographic Factors 

The study also identified participants‘ food selection behaviors in terms of their 

age and gender. Of the total participants, 20 were male and 22 were female. The age 

groups were divided into younger aged individuals (between 20 and 39 years of age) of 

which there were 25 respondents and 17 more mature aged individuals (over 40 years of 

age). 

In terms of purchasing teacakes at cake shops, the findings of this study revealed 

that female participants seemed to prefer more healthful teacakes that lead to their 

physical well-being and the values of health and safety. According to O‘Mahony and Hall 
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(2007), women are more likely to choose healthier food because of their physical 

considerations. Male participants who were in the age category of 40 years or older were 

more likely to purchase teacakes with traditional taste because they believed those 

teacakes can bring back their childhood memories and give them the feeling of nostalgia. 

Holbrook (1993), Rousseau and Venter (1999) investigated the relationships between 

nostalgia and consumer preference. The researchers concluded that older consumers are 

more likely to be influenced by the feeling of nostalgia. The findings also revealed that 

younger aged participants perceived ―taste‖ and ―texture‖ as important attributes when 

buying teacakes that give them the feeling of enjoyment. 

Product variety is also an important attributes that the participants would consider 

when purchasing teacakes at cake shops. In terms of product variety, mature participants 

were more likely to believe that it is important have more options; and thus it would be 

beneficial for gift-giving and allows them to accommodate different people‘s preferences. 

The reasons that lead young participants to find a cake shop with various teacake 

products because it gives them a feeling of novelty and enjoyment. 

In terms of eating local snacks at snack bars, the responses from different age and 

gender groups were more consistent than the responses regarding teacake buying. The 

findings of this study suggested that younger participants mentioned ―taste‖ as an 

important attribute more times than older participants. Health concerns were found to be 

important factors in selecting snack food by some female participants. Since there are 

several fried snack food items in Lukang, female participants in this study were more 

likely than males to avoid fried food. 
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Summary 

Two different interviews methods were used in this study. The first phase of this 

study sought to examine the perspectives toward the town‘s food specialties and food 

tourism. The in-depth personal interviews with local public officials, historians, and shop 

owners (n=6) indicated that local food has a positive impact on the overall tourist 

experience and indeed is important to tourism development in Lukang, Taiwan. It 

appeared that the concept of authenticity could be applied to local food, especially in 

regard to teacakes. Most participants suggested that there is a difference in purchasing 

and dining behaviors of tourists and local residents for snack food and teacakes. 

The findings of the Means-End Laddering interviews revealed consumers‘ (n=42) 

perceptions about selection of local food specialties. At the attribute level, 

―well-established brand,‖ ―authenticity,‖ ―taste,‖ ―healthful food,‖ ―hygiene/cleanliness,‖ 

―popularity,‖ ―product variety,‖ and ―freshness‖ were the factors most often mentioned. 

These attributes linked to the consequences ―enjoy eating food,‖ ―thoughtful gift-giving,‖ 

―worry free,‖ ―try something new,‖ ―quality guaranteed,‖ ―save money,‖ ―more options,‖ 

―physical well-being,‖ and ―desire to purchase.‖ ―Enjoyment,‖ ―health/safety,‖ ―good 

relationships with others,‖ ―novelty,‖ and ―nostalgia‖ were the personal values most often 

identified. The findings suggest that local food selection behavior between tourists and 

local residents differ particularly with regard to teacake purchasing behavior. 

There were only a few differences in local food selection behavior based on age 

and gender. Female participants were more likely to choose healthier local food because 

of their physical considerations. Male participants who were over 40 years of age were 

more likely to find those teacakes with traditional taste because they believed those 
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teacakes can bring back their childhood memories and give them the feeling of nostalgia. 

Younger aged participants mentioned ―taste‖ as an important attribute more times than 

older participants when buying teacakes and eating local snack food. It gave them the 

feeling of enjoyment. In terms of product variety of teacakes, older participants were 

more likely to believe that it allowed them to accommodate different people‘s preferences. 

On the other hand, younger participants believed that product variety of teacakes gave 

them a feeling of novelty and enjoyment. 
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CHAPTER V 

CONCLUSIONS, IMPLICATIONS, LIMITATIONS, AND RECOMMENDATIONS 

 

Conclusions 

The study focused on local food specialties in Lukang, Taiwan. The town of 

Lukang offers many local food specialties featuring an abundance of seafood and 

teacakes. Restaurants, snack bars, street vendors, and cake shops provide tourists and 

locals a diverse purchasing and dining experience. 

For the town of Lukang, food is believed to be a major tourist attraction. Limited 

consumer behavior information was available with regard to the purchase and 

consumption of local food specialties. At the time of this study, research-based studies 

were needed to obtain tourists‘ and locals‘ perceptions about Lukang‘s food and how they 

make their food selection decisions. 

The purpose of this study was to examine Lukang‘s local food from the 

perspective of food selection by tourists and local residents. Questions which needed 

answering were as follows: 

(1) Who are the tourists to Lukang? 

(2) What is the primary tourism-related purpose of the trip? 

(3) What are local food specialties that represent the uniqueness of Lukang? 

(4) What are tourists‘ attributes, consequences and values regarding their food 

selections when visiting Lukang? 

(5) What are local residents‘ attributes, consequences and values regarding food 

selections at eating places in Lukang, Taiwan? 
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(6) Do the attributes, consequences and values associated with food selection of 

tourists and local residents differ? 

(7) Do the attributes, consequences and values associated with food selection for 

tourists and local residents differ based on age and gender? 

 

The first phase of this study sought to examine perspectives of local public 

officials, historians, and shop owners toward the town‘s food specialties and food tourism. 

Six participants were selected through snowball sampling. In-depth interview questions 

for this phase of study were an attempt to discover (1) the impact local food had on 

tourists‘ experiences; (2) the food specialties of Lukang that attracted tourists; and (3) the 

role that authenticity played in Lukang‘s local food.  

The in-depth open-ended interviews were conducted and videotaped in June and 

July, 2009. To answer the research questions about ―who are the tourists to Lukang‖ and 

―what is the primary tourism-related purpose of the trip‖, I interviewed the mayor, related 

departmental heads and officials of the Lukang Township Government, and food-related 

business owners. From the findings of the first phase of this study, participants agreed 

that local food has a positive impact on the overall tourist experience and indeed is 

important to tourism development in Lukang. Participants also revealed their viewpoints 

about how the authenticity of Lukang‘s local food influences the town‘s local tourism. It 

appeared that the concept of authenticity could be applied to local food; especially with 

regard to teacakes. The participants agreed that promoting the authenticity of Lukang‘s 

local snack food and teacakes could help to build linkage between tourists and local 

traditions. Most participants in the study suggested that there is a difference in teacake 
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purchasing and snack food dining behaviors of tourists to Lukang and local residents.  

Participants also provided information on several food items that they considered 

to be unique, authentic, and original. They listed various kinds of teacakes such as 

glutinous rice clump, ox tongue cake, phoenix eye cake, green been cake, pineapple cake, 

and kousu cake (crisp cake). They also mentioned various kinds of local snack food such 

as oyster omelet, fried oysters, oyster soup, shrimp monkeys (mud shrimp), shrimp balls, 

thin noodle paste, flour tea, pork buns, and taro balls.  

The second phase of this study sought to discover how tourists and local residents 

decide on the food they select. The Means-End Chain Theory (Gutman, 1982) was used 

for this study. Research applying the Means-End Chain Theory not only distinguishes a 

consumer‘s prominent choice criteria, but further explains the importance of those factors 

to the consumer (Reynolds & Olson, 2001). Application of the theory was useful for 

understanding personal values as the basis of food selection behavior in Lukang.  

Laddering interviews were carried out in July and December, 2009 with 18 

tourists and 24 local residents selected through convenience sampling to explore the 

underlying motives and needs of consumers of the local food of Lukang. Of the total 42 

participants, 20 were male (12 tourists and 8 local residents) and 22 were female (6 

tourists and 16 local residents). Among the 18 tourists, 8 (44.4%) of them visit Lukang 

one time a year or less; ten (55.6%) visit the town more than twice a year. At the time of 

the interviews, most tourists came to the town for touring the heritage sites or 

experiencing local food. All 18 tourists traveled to Lukang by automobile. During the 

laddering interviews, quite a few factors and relations were only mentioned one or two 

times by the participants. Therefore, I only selected and discussed the most mentioned 
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factors and relations. 

The findings of the Means-End Laddering interviews revealed consumers‘ 

perceptions about selection of local food specialties at attribute, consequence, and value 

levels that answered research questions 4 through 7. Based on the content analyses and 

the Hierarchical Value Maps (Figure 4.3-4.6), the findings of the Means-End Laddering 

interviews also suggested that local food selection behavior between tourists and local 

residents differ—particularly with regard to teacake purchasing behavior. In terms of 

demographic factors, there were only a few differences in local food selection behavior 

based on age and gender. 

 

Implications 

In the first phase of this study, six in-depth personal interviews were conducted to 

examine perspectives of local public officials, historians, and shop owners toward 

Lukang‘s food specialties and food tourism. The participants also answered ―who are the 

tourists to Lukang?‖ and ―what is the primary tourism-related purpose of the trip?‖ in this 

phase of the study. In the second phase of this study, the use of the qualitative approach of 

the Means-End Chain Theory sought to discover how Lukang‘s tourists and local 

residents decide on the food they select by identifying and comparing the attributes, 

consequences, and terminal values associated with food selection.  

The findings of the two phases of this study provided implications for the 

promotion and development of Lukang‘s local food specialties. Based on various tour 

guides and pamphlets published by the town‘s Tourism Division, Lukang‘s local food 

specialties were divided into two categories: Teacakes and local snack food. Snack food 
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is considered to be a separate category from formal, regular meals (Yu, 2004). In Taiwan, 

snack foods are sold by street vendors and snack bars. I limited my study to teacakes and 

local snack food in Lukang. Therefore, the study did not focus on formal, regular meals 

consumed in restaurants. 

As identified previously, there is currently no scientific and systematic counting 

of the exact number of tourists to Lukang either by the governmental authorities or by the 

business community in Lukang. Therefore, as of now, only unofficial estimates are 

available. Of course, the estimates vary according to different people and sources. 

Therefore, it is highly recommended that a workable systematic and scientific method 

and framework as to the statistics and category of tourists to Lukang be developed and 

established by both the Lukang governmental authorities and the business community..  

Factual information is needed for tourism planning and development. Sales at cake shops, 

dining places, handicraft souvenir stores, local museums tickets, local traffic volume, 

capacity of local temples and historic buildings, occupancy at local hotels and motels, 

and attendees at local festivals and events would provide valuable information. As a 

result, there will be more credible statistics as to the number and category of tourists to 

Lukang. Such statistics would provide assistance for more effective promotion of 

Lukang‘s food-related tourism. 

The application of the Means-End Chain Theory suggests that the more successful 

the local stakeholders are in identifying customers‘ Means-End chains, the more likely 

they are to help their potential customers satisfy their goals (or values) of purchasing and 

dining experiences. Since tourists usually purchase teacakes as food souvenirs and eat 
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local snack food right at the destination, the attributes, consequences, and values differ 

between purchasing teacakes and eating local snack foods.  

 

Implications for Teacakes at Cake Shops 

The laddering interview data showed that ―well-established brand,‖ ―authenticity,‖ 

―taste,‖ ―traditional taste (古早味),‖ ―product variety,‖ ―price,‖ ―healthful teacakes,‖ 

―new/creative products,‖ and ―packaging‖ were the attributes of most concern to the 

participants when purchasing teacakes from cake shops. These attributes linked to the 

consequences ―enjoy eating food,‖ ―thoughtful gift-giving,‖ ―quality guaranteed,‖ ―save 

money,‖ ―more options,‖ and ―physical well-being.‖ ―Enjoyment,‖ ―health/safety,‖ ―good 

relationships with others,‖ ―novelty,‖ and ―nostalgia‖ were the personal values most often 

identified. 

Several participants in this study felt that buying teacakes as gifts from 

well-established cake shops is more thoughtful. Buying teacakes as gifts from 

well-established cake shops ultimately leads to the values of ―sincerity and generosity‖, 

―sense of accomplishment‖, and ―good relationships with friends and relatives‖. Wanting 

to purchase products from prestigious and well-known shops may be human nature. Only 

a few of Lukang‘s cake shops are widely known in Taiwan. If other cake shops attempt to 

improve their market share, they could become competitors. 

The owner of the Y Cake Shop shared secrets of the shop‘s success with me 

during the interview. The shop was established in 1877 and has since been well-known. 

The owner believed that the responsibility of a century-old shop is to find the balance 
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between tradition and creativity, change and no change; that is, a successful cake shop 

should preserve its traditions as well as keep its vitality. As the owner stated: 

―If the customers include not only the old people but also the young generations, 

then the business would continue to prosper. We have paid great attention to this 

phenomenon.‖ 

 

It is not surprising that during the laddering interviews, many participants related 

the attributes of purchasing teacakes such as ―well-established brand‖, ―taste‖, 

―authenticity‖, ―product variety‖, ―healthful teacakes‖, ―new/creative products‖, and 

―packaging‖ to the Y Cake Shop. The more successful that local stakeholders are in 

identifying customers‘ Means-End chains, the more likely they are to help their potential 

customers satisfy their goals (or values) of purchasing and dining experiences. 

In my opinion, the owner of the Y Cake Shop pays attention to customers‘ needs 

and satisfies their goals. For example, the shop promotes its healthful teacakes to 

accommodate those customers who are really concerned about their health and physical 

conditions. The owner suggested that he always keeps learning the most updated 

knowledge of using healthful ingredients or creative ideas from food fairs and 

conferences. The shop also provides different kinds of packaging that meet the needs of 

our customers. For example, many of their customers buy their products and travel 

overseas. These customers look for a smaller, stronger and more portable packaging. The 

shop also promotes traditional products for customers who want to enjoy the feeling of 

nostalgia as well as creative products for customers who want to pursue the feeling of 

novelty. Consumers‘ behaviors and their needs should be taken into consideration, and 

then the business would continue to prosper. 
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Implications for Snack Food at Snack Bars 

―Hygiene/cleanliness,‖ ―freshness,‖ ―taste,‖ and ―popularity‖ were major factors 

for the dining experience at local snack bars where snack food was consumed and 

purchased. These attributes produced desired consequences such as ―enjoy eating food,‖ 

―worry free,‖ ―quality guaranteed,‖ ―physical well-being,‖ and ―try something new.‖ 

―Enjoyment,‖ ―health/safety,‖ ―good relationships with others,‖ and ―novelty‖ were the 

personal values most often identified. As to local snack food such as oyster omelets, thin 

noodle paste, and mud shrimp, participants seemed to place less emphasis on the 

importance of authenticity. As one tourist stated: 

―I do not think Lukang‘s local snack food is really authentic. For example, you 

can eat oyster omelet and thin noodle paste everywhere in Taiwan. Shrimp 

monkey, of course, is Lukang‘s local specialty. However, when customers order 

their food, I think the service personnel should at least introduce that shrimp 

monkeys are not available anywhere else. I think the Lukang‘s stir-fried razor 

clams is also a unique and different dish (Tourist #18).‖ 

 

As identified in the in-depth personal interviews with Lukang‘s public officials, 

Lukang has been designated as one of the ―Ten Charming Scenic Spots Attractive to 

International Tourists in Taiwan‖ by the Tourism Bureau of the national government in 

Taiwan, the Republic of China. In the laddering interviews, ―hygiene/cleanliness,‖ 

―freshness,‖ ―taste,‖ and ―popularity‖ were major factors for the dining experience at 

local snack bars where snack food was purchased. ―Hygiene and cleanliness‖ was found 

to be one of the most important attributes that lead the participants to reach the value of 

―health and safety‖ when looking for local snack food at snack bars or vendors. The 

cooks and service personnel of these local dining places should also be aware of their 

sanitary habits. An implication of this finding is that attention needs to be paid to the 
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health and safety of the environment and facility of some local dining places in order to 

meet the standards of tourism destinations for both domestic and international tourists. 

―Freshness‖ was also found to be one of the most important attributes that lead the 

participants to reach the values of ―enjoyment‖ and ―health and safety.‖ Lukang is 

situated near the coast and features its abundant fresh seafood. Participants in this study 

believed that fresh seafood does taste more delicious and retains more flavor and 

nutritional quality. According to the interview with one of the town‘s officials, among 

Lukang‘s local food specialties, ―shrimp monkey (mud shrimp)‖ is very unique. The 

supply of shrimp monkey is diminishing; therefore, a conservation project could be 

promoted by the local government not only to maintain the amount of shrimp monkey 

and other local seafood, but also to protect the environment. 

―Taste‖ and ―popularity‖ were also major factors for the dining experience at local 

snack bars where snack food was purchased. A dining place that provides food with good 

taste often gains popularity. Consumers learn about dining places from their friends, 

family, or local residents. Therefore, business owners should be aware of the power of 

word-of-mouth as important information sources for dining place selections.  

   

Implications for Promoting Local Food Authenticity 

The participants of both the in-depth personal interviews and laddering interviews 

agreed that it is important to promote the authenticity of Lukang‘s local snack food and 

teacakes. The participants of laddering interviews believed that authentic teacakes ―can 

be thoughtful gifts for friends and relatives,‖ can help them ―get in touch with the local 

culture,‖ and ―make a worthwhile trip.‖ Some participants would like to look for more 
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traditional teacake products that can ―bring back their childhood memories‖ and 

―strengthen the feeling of nostalgia.‖ As to local snack food, participants seemed to place 

less emphasis on the importance of authenticity. It seems that Lukang has not paid 

enough attention to building on and strengthening the authenticity, originality, and 

uniqueness of local food specialties. 

I encountered a tour group from Mainland China at one of Lukang‘s public 

parking lots in November, 2009. I tried to conduct laddering interviews with some 

members of the tour group. Unfortunately, none of them had any knowledge about 

Lukang‘s local food. To those Chinese tourists, the purpose of the trip to Lukang was to 

visit heritage sites. Almost all Chinese tour groups to Taiwan have to complete their 

itineraries to different destinations within a very short period of time. Strictly speaking, 

the tour group that I encountered in Lukang spent just around two hours in town and gave 

only a hurried glance at local food and other attractions. There are many more ancient 

heritage sites in China. Since Lukang‘s heritage sites might not be so attractive to those 

Chinese tourists, local government, businesses and tour operators might emphasize and 

promote the authenticity and uniqueness of Lukang‘s local food specialties to Chinese 

tourists. Providing free samples might be an effective method to attract those Chinese 

tourists who are not familiar with the local food. 

I also encountered an elementary school teacher who was taking her students 

(aged 11 and 12) from Taipei City for a field trip to Lukang in December, 2009. I tried to 

conduct a laddering interview with her. Although she rejected the interview due to a tight 

trip schedule, we still had a brief conversation in which she shared some thoughts about 

Lukang‘s local food with me. She believed few young children are attracted to Taiwan‘s 
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traditional food. She told me that some of her students bought Lukang‘s teacakes, not for 

themselves, but for the requests from their parents. 

It seems that the younger generation in Taiwan either knows very little or shows 

little interest in Lukang‘s authentic and unique local delicacies. Many young children in 

Taiwan consider Western food such as hamburgers, Chicken McNuggets, and French fries 

as their ―local food‖. Watson (2006) described the growing influence of the American fast 

food industry in East Asia as ―an invasion of American cultural imperialism‖ (p. 122). To 

promote the authenticity of Lukang‘s local food, it is also important to educate children 

about the significance of the local culinary traditions. Programs and special promotional 

efforts should be implemented and strengthened to help the younger generation become 

aware of and attracted to Lukang‘s food specialties. For instance, Lukang‘s food 

specialties may be introduced and provided to the younger generation in child-related or 

child-orientated events and activities at festivals. The local food specialties may also be 

integrated with children‘s folklore and folk games. 

 

Implications for Food Tourism Development 

Based on the findings of the interviews, it is suggested that the concerned 

governmental authorities and owners of dining places focus attention on the attributes 

valued by the participants in this study. The town‘s officials and business owners whom I 

interviewed confirmed the importance of food to Lukang‘s tourism. The attributes 

identified in this study verify and can provide a focus for local food tourism efforts. 

As Szlanyinka (2009) affirmed, gastronomic festivals aim to ―mobilize the 

community, strengthen the community, bring people together, preserve cultural past, and 
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teach children to respect culture‖ (p. 104). The governmental authorities or the tour 

operators in Lukang may consider sponsoring festivals for local food specialties to attract 

the attention and to arouse the interest of both local residents and tourists. Such festivals 

might include the Lukang Delicacies Festival, the Lukang Oyster Festival, and the 

Lukang Teacakes Festival. Local food specialties might also be integrated with local 

events such as temple activities. Of course, these events, festivals, and activities must be 

publicized. 

Local food specialties may be a very important part of a destination‘s tourism 

industry. This study on the Lukang‘s local food has reaffirmed this perspective. The 

national government in Taiwan has made the promotion and development of cultural and 

creative industries including Taiwan‘s television, movie, popular music, craftwork, 

design, and digital content, as one of its goals for the transformation and strengthening of 

Taiwan‘s economy (Ministry of Economic Affairs of the Republic of China, 2010). The 

concept of industrial creativity should also be applied to the Lukang local food specialties, 

particularly in food ingredients, the processing, product shaping, packaging, and the 

development of new product varieties. Participants in this study identified the importance 

of creativity in development of new product varieties and packaging of local food 

products. Therefore, the market can be expanded and the quality of local food can be 

enhanced while the traditions and authenticity are well preserved. 

 

Limitations and Recommendations 

It should be acknowledged that the limitations of the Means-End Laddering 

interviews were the small sample size inherent in a qualitative study and the fact that the 
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respondents for the laddering interviews were Lukang‘s local residents and tourists. The 

interviews were carried out during a limited time period (July and December, 2009). 

Interview data for Lukang‘s tourists who visited during other months and tourists for the 

town‘s festivals were missed. This study only focused on Lukang‘s local teacakes and 

snack food. The results cannot be generalized to the entire population of customers to 

dining places in Lukang or anywhere else. Therefore, in future research, the Means-End 

Laddering method may be conducted at different times, at various dining places, and 

during the busiest festivals such as Lukang‘s Dragon Boat Festival. The Means-End 

Laddering method may also be applied to identify the connections of attributes, 

consequences and values with regard to food specialties and food tourism in other places 

in Taiwan. Self-administered questionnaires may also be developed in future research 

based on the constructs that were generated from the laddering method. Survey 

instruments will help researchers to collect quantitative information from a larger sample 

at more diverse times and locations. 

According to the town‘s public officials, most of Lukang‘s foreign tourists come 

from mainland China; they come mostly in groups. Tourists from Japan, the U.S., and 

even Europe usually come as individual tourists. In this study, I only interviewed one 

foreign visitor. The participant was from the U.S.; however, he had been living in Taiwan 

for 13 years. This U.S. participant probably responded like a resident of Taiwan. 

Tourism statistics published by the Taiwan Tourism Bureau in 2010 show that 

international visitor arrivals reached 4.39 million in 2009. The number represents a 

14.30% growth from the previous year (Taiwan Tourism Bureau, 2010). However, the 

growth was largely dependent on the arrivals of Chinese tourists. Efforts could be made 
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to target specific groups of travelers. In future research, it would also be helpful to study 

foreign visitors‘ motives and their perceptions of local food purchasing and dining 

experiences.  

According to the interviews with Lukang‘s public officials, about 95 % of tourists 

who visit Lukang are domestic visitors. A large sample size is not necessary for laddering 

interviews. However, to increase the chance of reaching foreign visitors, interviews 

should be conducted during holidays and weekends and during festivals since most 

tourists from Japan, the U.S., and Europe usually come as individual tourists. 

Food is a very important element of the tourist experience that can help Taiwan 

promote its tourism and bring economic income benefits to government and business. It 

is important for the government and the private sector to enhance their cooperation in 

promoting local food in order to attract more international tourists. Governmental 

authorities and those concerned with and related to the development of Lukang‘s tourism 

industry should promote local food specialties using some of the attributes discovered in 

this research. Findings from this study will be presented to those concerned with the 

development of the tourism industry in Lukang. 

In summary, recommendations for future study and application of these findings 

include: (1) Laddering interviews should be conducted at different times, with different 

age groups, and during festivals and other events; (2) Foreign visitors should be included 

to study their motives and perceptions regarding food purchasing and dining experiences 

in Lukang; (3) Local food that is served in restaurants should be studied. This study 

focused on teacakes and snack food; (4) Based on the constructs that were generated from 

the laddering method used in this study, a self-administered questionnaire could be 
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developed for quantitative research; (5) I will share findings with those concerned with 

the development of the tourism industry in Lukang; and (6) I did not begin with a 

theoretical framework. The nature of a qualitative study is an inductive process. Thus this 

study could lead to the application of a consumer behavior theory to the study of food 

tourism. 
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Dear Sir or Madam, 

 

How are you? 

 

I am a doctoral candidate in Hospitality Administration at Texas Tech University. In 

order to complete my dissertation, I kindly request your assistance for an interview. 

The dissertation study focuses on Lukang‘s food specialties and tourism. A better 

understanding of tourist behavior in selection of local food can contribute to 

sustainable development of the community. The findings of this study could benefit 

both private and public sector stakeholders. 

 

This interview will take one hour or less to complete. Participants must be at least 18 

years old to be eligible for this study. Your participation in this study is voluntary. You 

may withdraw from this interview at any time. The interview will be scheduled at a 

convenient time and held at your office or place of business or other convenient 

public location. The interview will be tape recorded to facilitate analyses and 

reporting of information in aggregate for those selected for the interviews. Your 

responses will remain anonymous and will be used for this study only. 

 

This study has been approved by the Human Subjects Committee, Office of Research 

Services at Texas Tech University in Lubbock, Texas. 

 

If you have any question about the interview, you may contact me directly via email at 

shih-chi.chao@ttu.edu or phone number 0921-814-185. 

 

Thank you for assisting with this research project.  

Shih-Chi Chao, MBA 

Doctoral Candidate 

Betty L. Stout, Ph.D. 

Associate Professor  

RHIM Program 

Nutrition, Hospitality, and Retailing Department  

Texas Tech University 

Email: shih-chi.chao@ttu.edu 

Email: betty.stout@ttu.edu 

 

mailto:shih-chi.chao@ttu.edu
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親愛的先生∕女士， 

 

您好? 

 

本人是美國德州理工大學觀光餐旅學系博士班候選人，為了完成博士畢業論文， 

在此衷心地請求您的協助來參與此次的訪談。本論文的研究是針對鹿港特色美食

與觀光。對遊客在當地美食的選購行為做更進一步的瞭解將有助於鹿港地區的永

續發展，本論文的研究結果將會對地方上不論是公共部門或是私人企業帶來助

益。 

 

此次的訪談大約可在一小時內完成，受訪者必須年滿十八歲以上。您對本研究的

參與是自願性的， 您可以在任何時候退出此次的訪談。此次的訪談將會選在對

您最方便的時間及地點。本人將會對此次的訪談錄音以便於資料分析，根據訪談

所得到的資料，本人將綜合所有受訪者的內容描述。您在此次的訪談中所做的回

應僅供本論文研究之用，絕不以個人名義呈現。 

 

本研究經過美國德州理工大學人文學科委員會研究中心核准。 

 

如果您對此次的訪談有任何疑問，可直接與本人聯繫：  

Email：shih-chi.chao@ttu.edu ，聯絡電話：0921-814-185 

 

再次感謝您給予本研究的協助 

 

美國德州理工大學觀光餐旅學系 

博士班候選人：趙世琦 先生 

Email：shih-chi.chao@ttu.edu 

指導教授：Betty L. Stout 博士 

Email：betty.stout@ttu.edu 

 

mailto:shih-chi.chao@ttu.edu
mailto:shih-chi.chao@ttu.edu
mailto:betty.stout@ttu.edu
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CONSENT TO AUDIO TAPING AND TRANSCRIPTION 

 

TOURISTS‘ SELECTION of FOOD SPECIALITIES of LUKANG, TAIWAN 

Shih-Chi Chao, MBA 

Doctoral Candidate, Hospitality Administration 

Nutrition, Hospitality, and Retailing Department  

Texas Tech University 

 

I understand that this study involves the audio-taping of my interview with the researcher. 

Neither my name nor any other identifying information will be associated with the 

audiotape or the transcript. Only the researcher and his faculty advisors will be permitted 

to listen to the tapes. 

 

I understand that the tapes will be transcribed by the researcher and his research assistants 

and will not be disclosed to third parties. Transcripts of my interview may be reproduced 

in whole or in part for use in presentations or written products that result from this study. 

Confidentiality will be maintained. Neither my name nor any other identifying 

information (such as my voice or picture) will be used in presentations or in written 

products resulting from the study. 

 

Please check one of each pair of options. 
 

A.___ I consent to have my interview taped. 

  ___ I do not consent to have my interview taped. 

 

B.___ I consent to have my taped interview transcribed into written form. 

  ___ I do not consent to have my taped interview transcribed. 

 

C.___ I consent to the use of the written transcription in presentations and written 

products resulting from the study, provided that neither my name nor other 

identifying information will be associated with the transcript. 

 

  ___ I do not consent to the use of my written transcription in presentations or 

written products resulting from the study.  

 

 

__________________________________   ____________________ 

Participant‘s Signature       Date 

 

I hereby agree to abide by the participant‘s above instructions. 

 

 

__________________________________   ____________________ 

Investigator‘s Signature       Date 
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CONSENT TO VIDEO TAPING AND TRANSCRIPTION 

 

TOURISTS‘ SELECTION of FOOD SPECIALITIES of LUKANG, TAIWAN 

Shih-Chi Chao, MBA 

Doctoral Candidate, Hospitality Administration 

Nutrition, Hospitality, and Retailing Department  

Texas Tech University 

 

I understand that this study involves the video-taping of my interview with the researcher. 

My name will not be associated with the videotape or the transcript. 

 

I understand that the tapes will be transcribed by the researcher and his research assistants 

and will not be disclosed to third parties for transcription. Transcripts of my interview 

may be reproduced in whole or in part for use in presentations or written products that 

result from this study. 

 

Please check one of each pair of options. 
 

A.___ I consent to have my interview video-taped. 

  ___ I do not consent to have my interview video-taped. 

 

B.___ I consent to have my video-taped interview transcribed into written form. 

  ___ I do not consent to have my video-taped interview transcribed. 

 

C.___ I consent to the use of the written transcription in presentations and written 

products resulting from the study, provided that neither my name nor other 

identifying information will be associated with the transcript. 

 

  ___ I do not consent to the use of my written transcription in presentations or 

written products resulting from the study.  

 

D. ___ I consent to having segments of my video-taped interview used in 

presentations or products resulting from this study. 

 

  ___ I do not consent to having segments of my video-taped interview used in 

presentations or products resulting from this study. 

 

 

__________________________________   ____________________ 

Participant‘s Signature       Date 

 

I hereby agree to abide by the participant‘s above instructions. 

 

 

__________________________________   ____________________ 

Investigator‘s Signature       Date 
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APPENDIX C 

One-on-One Interview Questions 

Participants: 

(1) Lukang‘s Public Officials 

(2) Local Food-related Business Owners or 

Managers 

(3) Local Historians 
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Number: 

Date: 

Time: 

Location: 

Job Title of the Interviewee: 

Audio or video taped: 

 

 

Questions were posed in an interview format to the following:  

 

Participants: Lukang‘s public officials, local food-related business owners or managers, 

and local historians 

 

(1) Lukang is well-known for its abundant historical sites and cultural tourism. Do you 

think Lukang can also be called a food tourism town? What impact do you believe 

local food has on tourists‘ experiences when they visit this town? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(2) Does Lukang have a plan to develop tourism? If so, is development of food tourism a 

part of the plan? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(3) What are the local food specialties that represent the uniqueness of Lukang? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(4) What snack bars, restaurants, and cake shops would you recommend for these local 

food specialties? Why do you prefer these particular snack bars, restaurants, and cake 

shops for this food specialty? How does your choice differ from others in this town? 

 

 Snack Bars Cake Shops 

(a) Which do your recommend for 

this specialty?  

  

(b) Why?   

(c) How does your choice differ 

from others in this city? 

  

 

(5) Do tourists and local residents eat at the same places here in Lukang? Or do you 

believe that most local residents try to avoid the places that tourists go for food? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
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(6) What role does authenticity play when considering food as a tourist attraction for 

Lukang?  

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(7) What are the important festivals in Lukang? Tell me about the importance of food at 

these festivals. 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(8) Would you describe Lukang‘s worshippers and their behaviors toward local food? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
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APPENDIX D 

Laddering Interview Questions 

Participants: 

Group One: Local Residents 

 

Group Two: Tourists 
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Number: 

Date: 

Time: 

Location: 

Job Title of the Interviewee: 

Audio or video taped: 

 

Group One 

 

Participants: Local residents 

 

(1) Lukang has a lot of local food specialties. Which do you think are the most popular 

food specialties? What factors do you think make them so popular? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(2) Please rank the factors that you mentioned by their importance. 

1                                                                     

2                                                                     

3                                                                     

4                                                                     

5                                                                     

 

(3) Why do you think ―factor 1‖ (attribute) is so important to you? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(4) Why do you think ―the answer from question 3‖ is important? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(5) Why do you think ―the answer from question 4‖ is important? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
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Number: 

Date: 

Time: 

Location: 

Job Title of the Interviewee: 

Audio or video taped: 

 

Group Two 

 

Participants: Tourists 

 

There are various dining outlets in the town of Lukang. What factors do you consider 

when purchasing teacakes at cake shops and dining on local snacks at snack bars? 

                                                                     

                                                                     

                                                                     

                                                                     

 

(1) Please rank the factors that you mentioned by their importance. 

1                                                                     

2                                                                     

3                                                                     

4                                                                     

5                                                                     

 

(2) Why do you think ―factor 1‖ (attribute) is so important to you? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(3) Why do you think ―the answer from question 3‖ is important? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 

 

(4) Why do you think ―the answer from question 4‖ is important? 

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________ 
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APPENDIX E 

Means-End Chain Theory 

Example of Laddering Interview and Coding Form 
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Means-End Chain Theory 
 

In the means-end chain theory, consumer‘s buying behavior can be determined by 

―product attributes‖, ―consequences of product consumption‖, and ―personal values‖. 

These levels suggest a hierarchical ordering. Attribute is the lowest and personal value is 

the highest. Personal values are the ultimate source of choice criteria that drive 

consumer‘s buying behavior. Based on the above concept, a simple relationship is formed 

(Gutman, 1982; Reynolds & Olson, 2001): 

 
Attributes: 

Attributes are the physical or observable characteristics that can be used to describe a 

product or service (Gutman, 1982; Klenosky, Gengler & Mulvey, 1993). For example, 

the attributes of a certain food can be its taste and texture. 

 

Consequences: 

Consequences are the perceived benefits associated with a specific attribute (Gutman, 

1982; Klenosky, Gengler & Mulvey, 1993). Consequences can exist at different levels of 

abstraction, from immediate functional outcomes to more personally psychological 

consequences (Lin, Yeh & Chiu, 1999). For example, the functional outcome of using 

tooth paste is to prevent cavities. On the other hand, wearing well-known brand clothes to 

be more attractive is more personally psychological. 

 

Values: 

Values are centrally held, enduring beliefs or end-states of existence that consumers seek 

to achieve through their purchase and consumption behavior (Gutman, 1982). For 

example, eating organic food can achieve the sense of health.  

Attribute Consequence Personal Value 
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 Example of Questions and Answers MEC or Ladder 

 

Interviewer 
 

―Why do you think tourists would consider 

freshness when purchasing Lukang‘s local 

food?‖ 

 

Attribute 

FRESH 

Respondent ―Because I believe fresh food taste better.‖ Consequence 

TASTE Interviewer ―Why do you think tastiness is important to 

those tourists?‖ 

Respondent ―If the local food they select is tasty, they will 

enjoy the food.‖ 

Consequence 

ENJOYMENT OF 

FOOD 

Interviewer ―Why is it so important that tourist enjoy the 

food they select?‖ 

 

Respondent ―Because I think they will feel pleased and 

satisfied.‖ 

Value 

PLEASURE/QUALITY 

OF LIFE 

Interviewer ―So, feeling pleased and satisfied is important 

to those tourists, why is that?‖ 

 

Respondent ―Well, it simply is the most important thing, 

what else can I say?‖ 

 
 

 

 

 

Example of Coding Form 

Attributes 1. 

2. 

3. 

4. 

5. 

Consequences 1. 

2. 

3. 

4. 

5. 

Personal Values 1. 

2. 

3. 

4. 

5. 
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APPENDIX F 

Survey Instrument 

Background Factors  
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1. Gender: □ Male     □ Female   

     
2. Age:_________    

     
3. What is your highest educational level? 

 □ Elementary school □ Junior high school 

 □ Senior high school □ College/university 

 □ Graduate school          

    
4. What is your employment status? 

 □ Employed □ Self-employed □ Student 

 □ Unemployed □ Retired □ Other_____________ 

    
5. What is your area of employment? 

 □ Agriculture or fishery □ Manufacturing 

 □ Business □ Education 

 □ Military □ Government or public administration 

 □ Homemaker □ Other_______________________________ 

   
6. Where do you currently reside? 

 □ Changhua County 

 □ Other county or city_______________County/City 

 □ Foreign country  (name)             

     
7. How often do you visit Lukang? 

 □ It is my first time □ More than twice a year 

 □ Less than once a year  □ About once a month 

 □ Once a year  □ More than once a month 

  
8. What is your primary purpose for this trip to Lukang? (Please choose only one) 

 □ Worshipping at temples and doing other religious activities 

 □ Touring the heritage sites in town 

 □ Experiencing local food 

 □ Visiting friends or relatives 

 □ Attending a festival 

 □ Other_____________________________ 

  
9. What is your transportation for this trip to Lukang? 

 □ Walking □ Bicycle □ Motor scooter □ Auto 

 □ Bus □ Tour bus □ Other_____________ 
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APPENDIX G 

Lukang‘s Food Specialties 
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Snack Food 

 
Oyster Omelet 

 

A pan-fired oyster omelette consists of small oysters, Chinese 

cabbage, and potato starch mixed into the egg batter, giving the 

egg wrap a thicker consistency. The dish is served with chili 

sauce and soy sauce. 

(Photo taken by Shih-Chi Chao) 

 

 
Oyster Dei (Fried 

Oysters) 

 

Crispy deep fried pancake filling with oysters and chives. 

(Photo taken by Shih-Chi Chao) 

 

 
Shrimp Monkey (Mud 

Shrimp) 

Deep-fried salt and pepper mud shrimp ―shrimp monkeys‖ with 

basil. 

(Photo taken by Shih-Chi Chao) 

Live Shrimp Monkeys     

 
Shrimp Ball Soup 

 

The shrimp balls are made from local fresh shrimp. 

(Photo taken by Shih-Chi Chao) 

 

 
Cabbage Rice 

 

Braised pork rice with minced cabbage and carrot. 

(Photo taken by Shih-Chi Chao) 
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Thin Noodle Paste 

 

Noodle paste with pork, dry shrimp, and fried shallot. 

(Photo taken by Shih-Chi Chao) 

 

 
Squid Soup 

 

Thick soup with squid, pork, bamboo shoot, and shiitake 

mushrooms. 

(Photo taken by Shih-Chi Chao) 

 

 
Pork Buns 

 

The buns are filled with pork, mushrooms, and scallions. 

(Photo taken by Shih-Chi Chao) 

 

Teacakes 

 
Ox Tongue Cake 

 

Handmade ox tongue cake: a sweet flat pastry with a sweet 

filling that is named for its shape. 

(Photo provided by Lukang Township Office) 

 
Phoenix Eye Cake 

 

Basic ingredients: glutinous rice flour and sugar. 

(Photo provided by Yuzhenzhai Cake Shop) 

 

 
Kousu Cake 

Basic ingredients: flour, sugar, egg, and lard. 

(Photo taken by Shih-Chi Chao) 
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Green Bean Cake 

 

Basic ingredients: green bean, sugar, and peanut oil. 

(Photo provided by Yuzhenzhai Cake Shop) 

 

 
Almond Flake Ball 

 

Basic ingredients: almond flakes, sweet potato powder, maltose 

syrup, taro, and vegetable oil. 

(Photo taken by Shih-Chi Chao) 

 

 
Glutinous Rice Clump 

 

Deep fried sticky rice dough applied with maltose syrup and 

crispy rice. 

(Photo provided by Yuzhenzhai Cake Shop) 

 

 

 


