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ABSTRACT 

 This study aimed to offer a behavioral model of culinary tourists by examining 

the theoretical and empirical evidence on the relationships among motivation, image, sat-

isfaction, and loyalty. In particular, the concept of image was approached from both a 

cognitive and an affective viewpoint. Using convenience sampling, 543 usable question-

naires were collected at the 17th Hadong Wild Tea Cultural Festival in Hadong County, 

South Korea during May 2-6 in 2012. Twelve hypotheses were proposed in the model, 

which was tested using structural equation modeling (SEM). As a result, nine hypotheses 

out of the twelve were supported, showing that the model fit the data well (2
(196) = 

541.788, 2
/ df = 2.764, RMSEA = .057, CFI = .97, NFI = .95, and GFI = .92, RFI = .94, 

IFI = .97 and PNFI = .80).  

 This study revealed that motivation, experiential perception and affect were im-

portant predictors of satisfaction and future behavior of culinary tourists; pull motivation-

al factors, as a major parameter in expectation formation, influenced tourists’ experiential 

perception and their positive perception of programs/activities, food and tea products, 

supporting services and environmental factors generated pleasure and excitement. Then, 

in turn, tourists’ pull motivation, experiential perception and affect combined to influence 

their satisfaction and future behavior. Satisfaction served as a mediating role in determin-

ing both food event loyalty and destination loyalty except that tourists’ experiential per-

ception had a direct effect on food event loyalty. It should be noted that the relative im-

portance of cognitive and affective aspects of the event to influence their satisfaction and 

future behavior differed, indicating that affect with the event experience had the strongest 
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effect on satisfaction while experiential perception had a direct effect on food event loy-

alty. 

 Finally, tourists’ positive perception and experience that satisfy their needs at an 

event utilizing regional food and beverages can have a positive influence on the decision-

making process of holiday destinations in the long run. That is, repeat visitation will be-

come a benchmark of successful culinary tourism along with the economic growth and 

development. It is clear that culinary tourism can be used to promote a regional destina-

tion by festivals or events utilizing local specialty. 

Keywords: Culinary tourism, Event Management, Motivation, Image, Satisfaction, Loy-

alty 
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CHAPTER I 

INTRODUCTION 

 In the competitive world of tourism marketing, every destination is on a constant 

search to offer a distinctive product. Regional foods and beverages are often used as 

marketing tools. This is apparent in studies of wine tourism (Charter & Ali-Knight, 2002) 

which have demonstrated that tourists travel to destinations that have established a 

reputation as a location to experience local products. Such regions are Napa Valley in 

California, Niagara in Canada, and Provence in France. Food and beverages, as essential 

components of local culture and of a region’s culinary heritage (TellstrÖ m, Gustafasson, 

& Mossberg, 2006), embody and express its cultural identity and play an important role 

in the differentiation and promotion of tourist destinations (Horng & Tsai, 2010). 

 Along with the consumer trend of traveling in search of new culinary experiences, 

culinary tourism is an important part of destination marketing (Boniface, 2003; Okumus, 

Okumus, & McKercher, 2007). Culinary tourism offers both destinations and tourism 

businesses the opportunity to create for themselves a unique competitive advantage (In-

ternational Culinary Tourism Association, 2008) by creating a positive connection be-

tween food and beverages and regional and national traits (Okumus, Okumus, & 

McKercher, 2007).  

 The Canadian Tourism Commission has identified culinary tourism as an im-

portant component of the rapidly growing cultural tourism market (Hjalager & Richards, 

2002). Hong Kong offers a number of food festivals, culinary competitions such as the 

Best of the Best Culinary Awards, and food related trade shows in order to attract culi-

nary tourists. More significantly, food is used as a cultural marker to position Hong Kong 
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as an international city that caters to all tastes (Horng & Tsai, 2010). Hong Kong, Japan, 

Korea, Singapore promote East Asian culinary tourism, offering vacation packages with 

detailed and appealing materials and photos of its food and beverages on their govern-

ment tourism websites. The Korea Tourism Organization offers the “Best Culinary Day 

Tour in Seoul.” 

 Since destinations can benefit from their culinary resources and by positioning 

themselves as culinary destinations, food-related festivals and events are important op-

portunities to enhance local production (Mason & Paggiaro, 2009). Food-related festivals 

and events provide direct contact with food and beverages, cultural and environmental 

resources (Mason & Paggiaro, 2009). Festivals and events as destination attractions 

strengthen local economies and create a positive image of a destination (Huang, Li, & Cai, 

2010).  

 However, since different tourism experiences have varying effects on tourist per-

ceptions, culinary tourists may have their own image of a food and beverages experience, 

including the setting, ambience and food and beverages itself. The culinary image would 

be formed in the tourists’ mind and influence their decisions to visit the destinations. In 

this sense, food-related festivals and events in celebrating local food and beverages can 

create a culinary image for a destination that will attract new visitors and increase its 

long-term economic sustainability. It is worthwhile to investigate a food-related event as 

a culinary resource to convey its value to the host destination. In addition, it is useful to 

know what image is held by targeted tourists and how to use marketing strategies to in-

crease their intention to visit. This chapter begins with an overview of the study, followed 

http://www.tandfonline.com/action/doSearch?action=runSearch&type=advanced&result=true&prevSearch=%2Bauthorsfield%3A(Paggiaro%2C+Adriano)
http://www.tandfonline.com/action/doSearch?action=runSearch&type=advanced&result=true&prevSearch=%2Bauthorsfield%3A(Paggiaro%2C+Adriano)
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by a statement of the problem, the purpose and objective of this study, research question, 

significance of this study, and organization. 

1.1. Background 

Food and Beverages, Travel, and Place 

Godfrey and Clarke (2000) categorize destination resources as either principal re-

sources (motivating a tourist to travel) or as supporting resources (not motivate a tourist 

to travel). For example, food and beverages is seldom the key reason for visiting a desti-

nation; it is most often just a part of the entire experience at a destination (Hjalager & 

Richards, 2002; Long, 2004). However, food and beverages is now becoming one of the 

most important principal source as tourists seek new and authentic experiences and alter-

native forms of tourism (Boyne, Hall, & Williams, 2003; Hjalager & Richards, 2002; 

Selwood, 2003).  

Culinary tourists travel for unique experiences, reinforcing the benefits of focus-

ing on a destination’s environmental and cultural elements and culinary tourists who in-

tentionally seek out food and beverages experiences are choosing a destination because of 

its culture, food and beverages or cuisines (2007). Authentic food and beverages experi-

ences can add value to tourism by providing a link among local culture, landscape, food 

and beverages by creating the atmosphere that is so essential to a memorable travel expe-

rience (Hjalager & Richards, 2002). 

According to Quan and Wang’s (2004) typology, food consumed in the course of 

a vacation can be 1) a peak experience (main attraction), 2) a supporting experience, or 3) 

an extension of the daily routine. According to the authors, awareness of the importance 
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of food as a primary tourist activity implies greater opportunities for development of des-

tination attractions, such as local themes for food as a sub-event within a mega-event, 

food festivals, and food events. For example, sampling local food and beverages gives the 

tourist a deeper appreciation for the local culture (Long, 2004). In addition, a number of 

tangible features and symbolic characteristics of local food and beverages and its culture 

can express and reflect the uniqueness of a destination.  

Culinary Tourism and Food- related Festivals and Events 

As Long (2005) notes, “culinary tourism is about food as a subject and a medium, 

destination and vehicle, for tourism. It is about individuals exploring foods new to them 

as well as using food to explore new cultures and ways of being” (p.1). The International 

Culinary Tourism Association (ICTA) (2006) defines culinary tourism as dining while on 

vacation and as something every visitor does. Smith and Xiao (2008) propose that culi-

nary tourism is any tourism experience through learning, appreciation, or consumption of 

branded local culinary resources. Among culinary activities such as tasting local food and 

beverages, buying local food and beverages products and touring agricultural regions, 

and visiting food and beverages producers, visiting food-related festivals and events is a 

major activity for culinary tourists and often one of the most visible aspects of culinary 

tourism (Smith & Xiao, 2008).  

Culinary tourism has emerged as a significant growth area in the travel industry 

(Long, 2004). An increasing number of tourists are looking into learning vacations, agri-

culture tours, and gastronomy (Wolf, 2002). For example, in the United States, Travel 

Industry Association (TIA) indicates that 17% of the leisure travel market or 27 million 

individuals engage in some form of culinary activity such as cooking classes, dining out, 
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visiting farmers’ markets, gourmet food shopping and attending food and beverage-

related festivals while traveling and the share of the leisure tourist in culinary travel pre-

dicts a significant increase (USTA, 2007).  

The Travel Industry Association (TIA) also reports that while on average, culi-

nary tourists spend $1,194 per trip, with over one-third (36% or $425) of their travel 

budget going towards food and beverage-related activities, serious culinary tourists tend 

to spend significantly more of their travel budget on food and beverages-related activities 

($1,271 average trip cost; $593 or 50%) (USTA, 2007). This indicates that culinary tour-

ism is a potentially lucrative niche with strong potential for economic growth (Wolf, 

2002).   

Destination marketers who are aware of this trend are using food-related festivals 

and events to promote their destinations and diversify the portfolio of attractions that 

bring new and repeat visitors to a place (Quinn, 2006; Ozdemir & Ç ulha, 2009). Food-

related festivals and events are now identified as destination attractions that attract visi-

tors who are interested specifically in food and beverages (Quan & Wang, 2004). Like-

wise, food-related festivals and events express the uniqueness of destination, reinforce 

the attraction of local food and beverages, and develop brand awareness and loyalty 

(Deale, Norman, & Jodice, 2008; Lee & Arcodia, 2011). Thus, although food-related fes-

tivals and events are temporary opportunities, as important culinary tourism resources, 

they add value to the host community or destination along with memorable event experi-

ences. In short, food-related festivals and events are growing in importance for destina-

tion competitiveness. 
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Food-related Festivals and Events at Destinations 
 

Food-related festivals and events either motivate tourists to visit a destination by 

creating a demand, or offer an alternative that can reinforce their primary objective to 

travel to a particular destination (Lee & Arcodia, 2011). In a highly competitive tourism 

environment, capitalizing on such culinary tourism resources as food-related festivals and 

events is a marketing strategy that can create a culinary destination. Along with the in-

creasing importance of the roles of food-related festivals and events for destination com-

petitiveness, it is logical to offer excellent food-related festivals and events to attract new 

and repeat visitors. Such positive post-purchase behavior would affect the host communi-

ty or destination.  

At the same time, identifying the factors that influence the satisfaction of visitors 

is a priority task for event managers (Getz, 2005). Yoon and Uysal (2005, p.47) state that 

“an understanding of satisfaction must be a basic parameter used to evaluate the perfor-

mance of products and services.” If managers can identify how different aspects of a 

product or service affect visitors’ satisfaction, they may be able to maximize satisfaction 

by addressing those aspects (Petrick, Morais, & Norman, 2001).  

According to Getz (1997), for recurring events, it is crucial to make the experi-

ence a positive one, so that repeat patronage and positive word-of-mouth recommenda-

tions are additional outcome measures. Satisfaction has also been suggested to lead to 

customer loyalty, which results from a positive attitude about buying a product or service 

and recommending it to others (Backman & Compton 1991). Therefore, knowledge of 

the factors that affects the satisfaction of food-related event visitors which will lead to 
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positive word-of-mouth recommendations and revisiting intentions. For these reasons, it 

is important both for event managers and for destination marketers. 

1.2. Statement of Problems 

Many countries have a vested interest in building strong and positive branding of 

their destination. Destination as a place encompasses a set of attractions, events, services, 

and products, in order to create a tourism experience and value proposition (Kotler, 

Haider, & Rein, 1993). Boyne and Hall (2004) stated that current new trends in the pro-

motion of regional tourism are moving towards emphasizing the branding marketing of 

actual activities rather than places. In order words, regional festivals and special events 

become important for promoting the destination branding of regions. Hosting a variety of 

festivals and special events is one way to improve awareness or image of the destination 

(Blain, Levy, & Ritchie, 2005). For example, a wine tourism destination can be marketed 

by publicizing its wine festivals (Wargenau & Che, 2006). Food festivals can likewise be 

used to promote a food tourism destination.   

One study drawn insights from experts about events and destination branding in-

dicates that “a significant element of the relationship between events and tourism is the 

way in which images associated with the event are transferred to the destination, thereby 

strengthening, enhancing, or changing the destination’s brand” (Jago, Chalip, Brown, 

Mules, & Ali, 2003, p.4). Getz (2005) mentions “images associated with festivals and 

events can be transferred to the host community or destination so increasingly destination 

marketers include them explicitly in destination positioning or branding strategies” 



                                                                       Texas Tech University, Eunmi Sohn, December 2012  

 

 

8 

 

(p.147). This emphasizes the importance of the transfer of event images to a destination 

(Jago, Chalip, Brown, Mules, & Ali, 2003).  

The effect of festivals and events on the host destination’s image has been a 

theme of studies in event tourism. Li and Vogelsong’s (2006) study of the promotional 

effects of festivals and events on the host destination image found that visitors improved 

their perceptions about the host destination on the basis of their experience. Most studies 

have suggested that festivals and events are an effective image-building strategy 

(Felsenstein & Fleischer, 2003; Li & Vogelsong, 2006; Mehmetoglu & Ellingsen, 2005). 

However, such studies have overlooked visitors’ perception of event image, combined 

with the event experience (Huang, Li & Cai, 2010; Jago et al., 2003).  

Little research has been done on the effects of visitors’ perception of an event im-

age on their on-site experience, satisfaction, behavioral intentions, loyalty, and on the 

host destination. It is necessary to have a fuller knowledge of how visitors’ perception of 

an event image affects what they do and feel, evaluate through the actual event experi-

ence and intentions to revisit the event or  return to the region in future, and likelihood of 

recommending others in order to understand tourist behavior in the event tourism context. 

 Further, assuming that tourists’ motivation affects their image perceptions 

(Baloglu, 1999; Beerli & Martin, 2004), it is necessary to test whether tourists’ motiva-

tion has a significant influence on their perceptions of an event image, on-site experience, 

satisfaction, and loyalty. Although tourism studies have investigated such influential fac-

tors as motivation, image, quality and value on tourists’ satisfaction, behavioral intentions 

and loyalty (Baloglu & McCleary, 1999; Beerli & Martin, 2004; Chi & Qu, 2008; Yoon 
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& Uysal, 2005), examining the linkage among these factors is new in the context of event 

tourism, and specifically among food-related events.  

Therefore, this study raised questions such as how would visitors’ perception of 

an event image influence their on-site experience, satisfaction, and loyalty to that event? 

Can the visitors’ perception of an event image be translated into loyalty to the host desti-

nation?  How would visitors’ motivation be exerted in this process? To answer these 

questions, this study investigated the relationships among motivation, image, satisfaction, 

and loyalty to establish a model for culinary tourist behavior. 

1.3. Purpose and Objectives of Study 

The purpose of this study was to offer an integrated approach to understanding 

culinary tourist behavior by examining the theoretical and empirical evidence on the rela-

tionships among motivation, image, satisfaction, loyalty to the food event, and loyalty to 

the host destination. The objectives of this study are as follows. The first objective was to 

examine the influence of visitors’ experiential perception and affect on satisfaction, loyal-

ty to the food event, and loyalty to the host destination. The second objective was to ex-

amine the influence of visitors’ motivation on their experiential perception, affect, satis-

faction and food event loyalty as well as the host destination loyalty. The third objective 

was to investigate the nature of the relationship that may exist among these factors. 

1.4. Research Questions 

This study investigated twelve research questions: 

Research question 1: What is the relationship between visitors’ motivation and their  

             experiential perception of the food event? 
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Research question 2: What is the relationship between visitors’ motivation and their  

             affect with the food event experience? 

Research question 3: What is the relationship between visitors’ motivation and overall  

             satisfaction? 

Research question 4: What is the relationship between visitors’ motivation and loyalty to  

             the food event? 

Research question 5: What is the relationship between visitors’ experiential perception of 

             the food event and their affect with the food event experience?  

Research question 6: What is the relationship between visitors’ experiential perception of 

             the food event and their overall satisfaction?  

Research question 7: What is the relationship between visitors’ experiential perception of 

             the food event and their loyalty to the food event? 

Research question 8: What is the relationship between visitors’ affect with the food event 

             experience and their overall satisfaction?   

Research question 9: What is the relationship between visitors’ affect with the food event 

             experience and their loyalty to the food event?  

Research question 10: What is the relationship between visitors’ overall satisfaction and  

             their loyalty to the food event? 

Research question 11: What is the relationship between visitors’ overall satisfaction and  

             their loyalty to the host destination? 

Research question 12: What is the relationship between visitors’ loyalty to the food event 

             and their loyalty to the host destination? 
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1.5. Significance of the Study 

 With the growth of culinary tourism, the need for information on food-related fes-

tivals and events is vital. Especially, destination marketers are interested in the concept of 

destination image because of its relation to tourist decision-making. Such image tracking 

information is used in the design of their promotional campaigns. 

 From a marketing point of view, it is important to understand those aspects of im-

age that members of a particular group share. This understanding affords the segmenta-

tion of markets and facilitates the formulation of marketing strategies. Destination mar-

keters must know the image that they project in order to have elements allowing them to 

make strategic and marketing decisions. In practical terms, the results of this investiga-

tion provide important implications for the image management of strategic festivals and 

events, aid in the design of festivals and events for culinary markets based on tourists’ 

needs and wants, and building a destination’s brand image.  

 In addition, although food-related festivals and events can bring tourists to a des-

tination, their temporary duration and visitors’ heterogeneous motivation make it difficult 

to attract both new and return visitors. Therefore, to continue drawing visitors, event 

managers must understand the factors in the favorable evaluation of an event and that sat-

isfy the emotional wants and needs of visitors. Thus, event managers can benefit from 

this study in terms of cultivating visitor loyalty to food-related festivals and events.  

 From an academic point of view, despite the progress in examining promotional 

effects of festivals or events on the image of the host destination, the literature has over-

looked the transfer of visitor perceptions from a festival or event to the host destination 

(Jago et al., 2003). The concept of festival or event image remains ambiguous and unex-
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plored. It is also very likely that visitors have different perceptions of festivals with other 

themes, taking place in different locations. Thus, this study of a food-related event ex-

tends the body of knowledge of event tourism. 

 In short, motivation triggers tourist behavior. Image perception is also important 

because it presumably has direct consequences for variables such as the satisfaction felt 

by the tourist or loyalty to the event or host destination. Therefore, in an attempt to un-

derstand this psychological process between visitors’ motivation, image and satisfaction 

affecting post visitor behavior, this study may be significant both academically and prac-

tically. 

1.6. Definition of Terms 

 Motivation: Tourist motivation is a result of internal push factors that compel 

tourists to leave everyday life in order to visit an unspecified place (Iso-Ahola, 1982) and 

the external pull factors that enable tourists to choose a specific place because of its at-

tributes (Uysal, Li, & Sirakaya-Turk, 2008). In this study, “Motivation” consists of push 

and pull factors. 

 Image: Crompton defines destination image as “the sum of beliefs, ideas, and im-

pressions that a person has of a place” (1979, p. 18). The definition involves not only the 

cognitive evaluation but also the affective evaluation.  

 Experiential perception: Tourists’ experiential perception of core service attrib-

utes such as the atmosphere and services within a place interact to form a more realistic 

image of the place because of various attributes that comprise the tourism experience 

(Gartner, 1986; Milman & Pizam, 1995; Su & Sirgy, 2000). Thus, tourists’ experiential 
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perception allows for a more differentiated perception and truer comprehension of a place 

(Chen & Tsai, 2007; MacKay & Fesenmaier, 1997; Su & Sirgy, 2000).  

 Affect: Affect encompasses feelings, moods, and emotions toward or attachment 

to a place (Walmsley & Jenkins 1993; Zimmer & Golden 1988).  

 Overall Satisfaction – Overall satisfaction is the result of a post-consumption 

which comprises a sum total of satisfaction with the individual elements or attributes of 

all products and services that make up the travel experience (Oliver, 1997; Pizam & Ellis, 

1999).  

Loyalty: Oliver's (1997, p. 392) definition of loyalty emphasizes behavioral and 

attitudinal aspects. It is “a deeply held commitment to re-buy or re-patronize a preferred 

product/service consistently in the future, thereby causing repetitive same-brand or same 

brand-set purchasing, despite situational influences and marketing efforts having the po-

tential to cause switching behavior.” In this study, “loyalty” refers to attitudinal loyalty in 

terms of psychological commitment or statement of preference. 

1.7. Organization of the Study 

Chapter I introduces the study, including background information, the statement 

of problem, purpose and objective, research questions, and significance. Chapter II pre-

sents the literature review and the proposed hypotheses. Chapter III summarizes the re-

search framework including the research questions and proposed hypotheses, research 

design including sampling, the research site, and data collection procedures, a description 

of the development of the survey instrument including content validity and reliability in 

pilot testing as well as measurement scales and data analysis plan employed for this study. 



                                                                       Texas Tech University, Eunmi Sohn, December 2012  

 

 

14 

 

Chapter IV reports the results of the empirical analyses of the proposed model that tested 

the hypotheses. Chapter V discusses the findings of the study, along with its conclusions 

and implications. The study concludes with suggestions and directions for future research. 
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CHAPTER II 

LITERATURE REVIEW 

This chapter reviews the literature on the key concepts of behavior among culi-

nary tourists. The literature on culinary tourism and food-related festivals and events, mo-

tivation, image, satisfaction, and loyalty is examined. Based on the literature review, this 

chapter also presents the proposed hypotheses of this study tested empirically. Each con-

struct in the hypothetical model is based on a comprehensive literature review.                                   

2.1. Culinary Tourism 

 The term culinary tourism, coined in 1998, refers to international tourists who 

plan their travels partly or largely on the basis of a desire to experience different and ex-

otic culinary specialties and traditions (Long, 2004). That is, the primary goal of such 

tourists is to explore, experience, and enjoy the unique food and beverages or cuisines of 

a particular destination (Wolf, 2002). The tasting of exotic food and beverages, learning 

to prepare unusual dishes by taking cooking classes is also a form of cultural tourism 

(Henderson, 2004). After all, not just a region’s food and beverages, but its whole culi-

nary culture may become the basis of narratives, rituals, festivals, or other aspects of cul-

tural expression. Thus, culinary tourism means more than merely consuming food and 

beverages on a trip; it also means the direct experience of a region’s unique culinary cul-

ture and local knowledge (Ignatov & Smith, 2006). The special food and beverages and 

locality can make a region a popular culinary destination, but only if its own culinary 

based cultural image has already been emphasized, developed, promoted, and marketed. 
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2.1.1. Definition of Culinary Tourism and Culinary Tourist 

 A variety of terms have been used to express the linkage between food and bever-

ages and tourism: e.g., cuisine tourism, culinary tourism and gastronomic tourism. Ac-

cording to their definitions, “cuisine” focuses on styles of food preparation and cooking 

alone, while “gastronomy” is concerned with the consumption of food and beverages in a 

more general sense, and particularly with the enjoyment of good food and beverages as 

part of an affluent or aesthetically superior lifestyle. “Culinary” is the adjectival form of  

“cuisine” but it tends to emphasize the actual practice and style of food and beverages 

preparation and consumption as well as the social context in which food and beverages is 

acquired, prepared and eaten/drunk. “Culinary” can thus refer to ingredients, prepared 

food and beverages, food and beverages production, motivations, activities, institutional 

structures, and food tourism itself (Ignatov & Smith, 2006). 

 The term, culinary tourism, introduced by Long is “the intentional, exploratory 

participation in the foodways of another – participation including the consumption, prep-

aration and presentation of food item …… considered to belong to a culinary system not 

one’s own” (2004, p. 21). Hall and Mitchell (2001) define food tourism as “visitation to 

primary and secondary food producers, food festivals, restaurants and specific locations 

for which food and tasting and/or experiencing the attributes of a specialist food produc-

tion region” (p. 308).  

 Wolf (2002) defines culinary tourism as “travel in order to search for, and enjoy 

prepared food and drink…… unique and memorable gastronomic experiences” (p. 1). In 

other words, culinary tourism comprises a visit or travel in search of different dining ex-

periences, and participation in culinary activities such as visits to food-related festivals, 
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farms, or wineries (Richards, 2002). Thus, culinary travelers take trips specifically to en-

gage in culinary activities.  

 On the other hand, in terms of the classification of culinary tourist, Hjalager (2003) 

offers a model of culinary tourism experiences using Cohen’s (1984) phenomenological 

categorization of tourist lifestyles. Four categories – recreational, existential, diversionary, 

and experimental were created to categorize culinary tourists in Hjalager’s (2003) study. 

Ignatov identifies segments of culinary tourists from the Travel Activities and Motiva-

tions Survey (TAMS) dataset (2006). The segments were compared in terms of de-

mographics, psychographics, vacation and getaway trip characteristics and media con-

sumption habits. The results show Canadian culinary tourists exhibit characteristics and 

behaviors that clearly distinguish them from other tourists. Segments identified from the 

study were food tourists, wine tourists, and food and wine tourists. Cohen and Avieli 

(2004) attempt to integrate culinary sociology into culinary tourism acknowledging seg-

ments such as the experiential tourist and the recreational tourist stressing that these tour-

ists will approach food differently at destinations. 

 According to McKercher, Okumus, and Okumus (2008), culinary tourists fall into 

three groups. Primary culinary tourists travel to a destination with the main intention of 

sampling local food and beverages, or visiting food related festivals and attractions.  Sec-

ondary culinary tourists are interested in traditional vacation activities such as golf, shop-

ping, visiting family and friends, but also consider the culinary experience at the destina-

tion as part of their itinerary. The itinerary of tertiary culinary tourists includes culinary 

experiences only incidentally or by happenstance. In other words, culinary tourists can be 
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categorized in terms of personal expectations: different types of culinary tourists search 

for different culinary experiences. 

2.1.2. Food and Beverages, Culture, Festivals or Events in Tourism  

Chesser (2000) mentions “to understand a culture, an individual must experience 

its food. Tourists visiting a region experience the culture through the goods they consume, 

as well as through the people and attractions” (p.232). According to Hall and Mitchell 

(2001), food and beverages are a component of the local culture that can be offered for 

tourism, as a tourism promotional tool, and for local produce as income generator or eco-

nomic impact. As a tourist attraction, food and beverages enhance and become central to 

the tourism experience (Henderson, 2009). Boyne and Hall (2004) state that high‐quality 

food and beverages from a region can strengthen its image and create memorable destina-

tion experiences.  

Unique food and beverages contribute to tourists’ impression and satisfaction with 

a destination (Nield, Kozak, & LeGrays, 2000). Examples are New Orleans’ Creole cui-

sine, New York City’s diverse ethnic and local cuisines, Napa Valley’s famous wine and 

food, and Maine’s lobster. All of these destinations have used their food and beverages to 

attract tourists (Miller and Associates, 2010). Food or beverages and the related experi-

ences can be a major reason to travel to a destination (Au & Law, 2002; Hu & Ritchie, 

1993; Rimmington & Yuskel, 1998). For example, tea, as a beverage, with its varying 

types, grades and blends as well as national, regional and local traditions in serving has a 

nature role to play in culinary tourism. This has persuaded destinations to incorporate 
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food and beverages into their core tourism product (Au & Law, 2002; Hjalager & 

Corigliano, 2000).  

In addition, Frochot (2003) states that a destination can use food and beverages to 

represent its “cultural experience, status, cultural identity, and communicating”(p. 82). A 

destination can showcase its food and beverages as a part of its culture or identity (Du 

Rand, Heath, & Alberts, 2003). Thus, projecting a destination’s cultural identity through 

its food and beverages (Chi & Karim, 2010) assists in the development of a destination 

image (Quan & Wang, 2004). Food or beverages and the related culinary experience at a 

destination become part of the destination’s image, and thus part of the destination itself 

(Felsenstein & Fleischer, 2003).  

By the same token, food-related festivals or events are important culinary experi-

ences and the most visible aspects of culinary tourism (Du Rand, Heath, & Alberts, 2003; 

Smith & Xiao, 2008). Through food-related festivals and events, each country can pro-

mote its local culinary traditions, lifestyles, and culinary heritage, thus also a vital part of 

culinary tourism (Du Rand, Heath, & Alberts, 2003). Lee and Arcodia (2011) state that “a 

food festival is a food featured festival that really highlights what regional/local specialty 

is or a food‐themed festival that has food‐based or food‐themed activities and programme” 

(p. 357). They are special place where the public engages in cultural celebration and in 

the promotion of regional food/beverages products or cuisines (Everett & Aitchison, 2007; 

Getz, 2008). Food-related festivals or events are a way to preserve a region’s culture and 

history through its culinary heritage such as food and beverages or cuisines (McDowall, 

2010).  
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Especially, at the regional level, food-related festivals and events are popular 

(Kalkstein‐Silkes, Cai, & Lehto, 2008). They add value to the regions or destinations by 

providing tourists with a link among culture, landscape and food/beverages, thereby cre-

ating a memorable event experience so they has become one alternative opportunity in 

the destination development (Hjalager & Richards, 2002; Kalkstein‐Silkes, Cai, & Lehto, 

2008). Food-related festivals and events with the emphasis on local culture and traditions 

provide an opportunity to showcase the destination’s rich intangible heritage, local tradi-

tions, ethnic backgrounds and cultural landscapes tourism products (Copley & Robson, 

1996). Thus, a variety of festivals and events with tailored food‐themed activities and 

programmes both brings economic benefits to the destination and spreads its reputation as 

the awareness of a culinary destination (Lee & Arcodia, 2011). 

2.1.3. The Role of Food-related Festivals and Events in Destination Image 

Jago, Chalip, Brown, Mules, and Shameem (2003) emphasize the importance of 

festivals and events on destination branding and the need for a “good strategic and cultur-

al fit” with the destination (p. 7). According to Getz (2005), “images associated with fes-

tivals and events can be transferred to the host community or destination, so increasingly 

destination marketers include them explicitly in destination positioning or branding strat-

egies” (p.147). The impacts of festivals and events on the host destination image have 

been studied in the event tourism literature.   

Prentice and Andersen (2003) mention that a festival can reposition a destina-

tion’s image, or even modify a region’s image. Li and Vogelsong’s (2006) study of the 

promotional effects of festivals on the host destination image find that visitors improved 
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their perceptions about the host destination on the basis of the festivals that they attended.  

Destination images can therefore be influenced by hosting a variety of festivals and 

events.  It is important for a destination to attract tourists by informing their travel deci-

sion-making and choice through strategic image management. Consequently, destination 

marketers should consider the value of festivals and events in terms of image-making. 

 However, most studies about the image of a host destination have focused on 

sporting and other mega events in metropolitan areas (Jago, Chalip, Brown, Mules, & 

Shameem, 2003). For example, Richards and Wilson (2004) evaluate the impact of a cul-

tural event on Rotterdam’s image and conclude that a mega event could improve the pub-

lic image of the host destination, at least immediately following the event.  In contrast to 

the findings of Richards and Wilson, Boo and Busser (2006) find that regional event did 

not improve the host destination’s image.  

However, Lee and Arcodia (2011) note that at the regional level, food-related fes-

tivals and events have a role in destination branding and in improving the image of the 

destination and its local food/beverages or cuisines. They indicate that regional-related 

food festivals and events’ main programmes and activities build a destination brand and a 

positive image of food/beverages or cuisines. These activities encourage tourists to 

re‐visit the destination. In contrast, Chi and Karim (2010) indicate that a destination’s 

food/beverages or cuisine image, as perceived through food-related activities attract tour-

ists. Indeed, images can be conveyed through festivals and events (Kotler, Haider, & 

Rein, 1993). Therefore, integrating a culinary experience into tourism activities can cre-

ate or enhance a culinary destination image. In other words, food-related festivals and 

events can be vehicles for the transmission of a culinary image to a destination. 
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2.2. Motivation 

 Motivation has been defined as psychological/biological needs and wants, includ-

ing integral forces that arouse, direct and integrate a person's behavior and activity, for 

future, potential satisfaction (Dann, 1981; Iso-Ahola, 1980, 1982; Yoon & Uysal, 2005). 

Since the paradigm of tourism is always related to human beings and to human nature, it 

is a complex proposition to investigate why people travel and what they want to enjoy. 

Understanding targeted tourists’ motivation allows destination marketers to design offer-

ing that are appropriate for them. This leads to satisfaction with the destination and the 

attraction of more tourists (Meng, Tepanon, & Uysal, 2008).Therefore, considering that 

motivation is the starting point for culinary tourist behavior and the reason for culinary 

tourists’ attendance at a food event, knowing the motivation of visitors at a food event is 

essential to the understanding of behavior among culinary tourists. 

2.2.1. Tourist Motivation  

 Tourist motivation is “the combination of needs and desires that affect the pro-

pensity to travel in a general sense” (O’Leary & Deegan, 2005, p. 247). Among the well-

known tourist motivation theories are Dann (1981) and Crompton’s (1979) pull-and-push, 

Iso-Ahola’s (1982) escape-seeking dichotomy, and Maslow’s hierarchy of needs.

 Crompton (1979) identifies push-and-pull effects on tourist destination choice and 

experiences. Crompton (1979), in the push–pull model of travel motivation, found nine  

motivations to explain tourist motivation; escaping from a perceived mundane environ-

ment, exploration and evaluation of self, relaxation, prestige, regression, enhancement of 

kinship relationships, facilitation of social interaction, novelty and education. Crompton 
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suggests that socio-psychological motivations may be useful not only in explaining the 

initial arousal, energizing, or push to take a vacation, but may also have directive poten-

tial to direct the tourist toward a particular destination. According to this model, the push 

motivations cause a tourist to leave home and seek some unspecified vacation destination, 

while the pull motivations compel a tourist toward specific destinations that are perceived 

as attractive because of their attributes (Kozak, 2002).  

Thus, tourist motivation is a result of internal push factors that compel tourists to 

leave everyday life in order to visit an unspecified place (Iso-Ahola, 1982) and the exter-

nal pull factors that enable tourists to choose a specific place because of its attributes 

(Uysal, Li, & Sirakaya-Turk, 2008). Furthermore, tourists participate in tourism activities 

to satisfy their needs for relaxation, knowledge and escape and to develop social relation-

ships (Charters & Ali-Knight, 2002; Crompton, 1979; Fodness, 1994; Iso-Ahola & Allen, 

1982). The desire for relaxation, family togetherness, novelty, knowledge, hedonism, 

prestige, and/or socialization, and escape are internal push motivations. These are associ-

ated with emotional aspects.  

In contrast, curiosity about a destination’s environment and safety, art/culture, ac-

commodations and attractions are external pull motivations; these are associated with 

cognitive or situational aspects (Meng, Tepanon, & Uysal, 2008; Yoon & Uysal, 2005).  

According to Iso-Ahola’s (1982) escape-seeking dichotomy, the escape from routine and 

the quest for psychological rewards by exploring new places are internal motivations 

(Meng, Tepanon, & Uysal, 2008). Thus, escape-seeking and push-pull motivation have 

frequently been the foci of studies of tourist motivation (Meng, Tepanon, & Uysal, 2008). 
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2.2.2. Festival and Event Motivation 

Much of the literature on event tourism has investigated visitors’ motivations for 

attending festivals and events (Crompton & McKay, 1997; Poitras & Getz, 2006). Uysal 

and Li’s (2008) study, based on a literature review of festival and event motivation, find 

common factors such as socialization, family togetherness, novelty, and escape, cultural 

exploration, entertainment, and attractions as common reasons for participation in such 

activities.   

For example, socialization and family togetherness, escape, and relaxation, all of 

which share similarities with the escape factor (Backman, Uysal, & Sunshine, 1995; 

Formica & Uysal, 1996, 1998; Lee, 2000; Lee et al., 2004) are the most common factors 

in event motivation. Uysal et al.’s (1993) motivation factors are the “pull” of an event, 

which subsequent studies have also identified (Scott, 1996; Schneider & Backman, 1996). 

Scott (1996) claims that a curiosity factor has shown significant differences between first-

time and repeat visitors, which is regarded as a synonym for novelty by Crompton (1979) 

on pleasure travel motivation. However, few studies have explored the motivations of 

people who attend food festivals or events.  

For example, Yuan, Cai, Morrison, and Linton (2005) investigate the motivations 

of attendees at the Vintage Indiana Wine and Food Festival. They identify four factors: 

festival and escape, wine, socialization, and family togetherness. They indicate associate 

event motivation with different elements of the festival. Park, Reisinger, and Kang (2008) 

investigate motivations of people who attended the South Beach Wine and Food Festival 

and identify seven factors: taste, enjoyment, social status, change, meeting people, family, 

and meeting experts. In their study, “taste” includes the desire to sample and increase the 
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knowledge of wine and food; “enjoyment” consists of the desire to have fun with the ac-

tivities and the atmosphere. The two factors related to the main theme of this festival are 

similar to the “festival and escape” factors identified by Yuan et al. (2005).  

Smith, Costello, and Muenchen (2010) identify food, event novelty, and socializa-

tion as push motivations. Food product, support services, and essential services are pull 

motivations. Chang and Yuan (2011) identify escape, the quest for novelty, and socializa-

tion as general tourist motivation for a leisure experience and wine, food, and art as spe-

cific-event motivations. They argue that the inherent uniqueness of a specific event and 

its targeted benefits relate directly to the theme. Programs provide the external motivators 

(Chang & Yuan, 2011); in their study, wine, food, and art relate to event-specific pro-

grams and themes for this food festival. Likewise, although any motivation dimensions 

recur throughout tourism studies and festivals and events studies, some motivation di-

mensions appear to be place-specific.  

Gnoth (1997) indicates that while internal motivations relate to universal human 

needs, external motivations relate to the presence of specific situations that give rise to 

such needs. Indeed, event goers may be motivated by these external situations because 

every festival and event has its own theme for its program and activities (Chang & Yuan, 

2011; Nicholson & Pearce, 2001; Schofield & Thompson, 2007; Yuan et al., 2005).  

2.2.3. The Effect of Motivation on Satisfaction and Decision Making Process 

Crompton and McKay (1997) point to the close relationship of motivations with 

satisfaction as well as their decision processes; e.g., it occurs before the festivals and 

events experiences and visitors’ satisfaction follows. Iso-Ahola and Allen (1982) suggest 

that the two motivation forces of seeking and escaping were closely related to tourist sat-
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isfaction. Meng, Tepanon, and Uysal (2008) mention that tourist satisfaction is deter-

mined by tourists’ motivation by the attributes of the destination and how well the desti-

nation/place fulfills those desires.  

Yoon and Uysal (2005) explore the causal relationship of motivations, satisfaction, 

and destination loyalty by utilizing the constructs of push-pull theory; the affects of inter-

nal push motivations and external pull motivations (destination attributes) on satisfaction 

and destination loyalty. The findings indicate that motivations influenced a tourist’s satis-

faction with a travel experience, and satisfaction subsequently affected destination loyalty 

(Yoon & Uysal, 2005). 

In the literature on event tourism, Schofield and Thompson (2007) examine visitor 

motivation for attendance, visitor satisfaction with the festival, and behavioral intention 

with respect to repeat visitation at a sporting and cultural Naadam festival in Mongolia. 

Their findings show that sports attraction, local special events and cultural exploration 

were significant predictors of satisfaction with the festival. The cultural exploration moti-

vation is the only significant predictor of both overall visitor satisfaction with the festival 

and intention to return. The study also shows that the equestrian and wrestling events 

were the most satisfying aspects of the festival. Taken together, the results suggest that 

visitors’ motivation has different effects on their experience of the festival.  

McDowall (2010) examines the relationships among motivation, performance 

evaluations, and satisfaction at a religious celebration festival in southern Thailand. The 

author finds that motivations and performance evaluations affected satisfaction and event 

novelty and escape dimensions affected satisfaction of residents and nonresidents. Event 

novelty, however, affected residents’ and non-residents’ satisfaction the most.  
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Smith, Costello, and Muenchen (2010) investigate a causal model of culinary 

tourist behavior from the theoretical framework of push-and-pull motivations at a culi-

nary event; the effect of push-and-pull motivations on satisfaction as well as the effect of 

their event satisfaction on culinary event attendees’ expenditures, word-of-mouth behav-

ior, and repeat patronage intentions. They conclude that only pull motivations had a sig-

nificant predictive affect on satisfaction, and that satisfaction had a significant relation-

ship with word-of- mouth behavior and repeat patronage intentions. Food, event novelty, 

and socialization were identified as push motivations; food product, support services, and 

essential services were identified as pull motivations for attendance at a culinary event. 

2.3. Image 

   Image is a complex concept that may be analyzed from several perspectives. It is 

composed of a variety of individual perceptions that relate to numerous product/service 

attributes (Castro, Armario, & Ruiz, 2007). In marketing and consumer behavior, image 

has been recognized as a key construct in consumer decision-making and post-purchase 

evaluation processes (Dolich, 1969; Sirgy, 1985). Especially, image is a relevant factor in 

a consumer’s final evaluation of a service (Bitner, 1995; Castro, Armario, & Ruiz, 2007; 

Grönroos, 1984).  

Image has been important in tourism positioning and promotion from the supply 

aspects (Baloglu & McCleary, 1999; Chen & Kerstetter, 1999; Walmsley & Young 1998). 

Image has been also considered as an influential factor in tourist behaviors such as travel 

choice, decision-making and satisfaction. General image and specific destination attrib-

utes were both found to have significant influences on tourist behavior before, during, 
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and after a visit (Chen & Hsu, 2000 Chen & Gursoy, 2001; Tasci & Gartner, 2007; 

Tapachai & Waryszak, 2000). Ultimately, tourism marketing aims to attract tourists by 

influencing their travel choice and decision-making. Thus, understanding of the image 

held in the demand-side aspect (consumer perspective) is also important for the viability 

and success of tourism. 

2.3.1. Concept of Image  

In the marketing and consumer behavior literature, image has been conceptualized 

as a perceptual phenomenon formed through a consumer’s reasoned and emotional inter-

pretation, which has cognitive (beliefs) and affective (feelings) components (Dobni & 

Zinkhan, 1990). The term “image” in reference to brand/products, corporate, and store 

are used inconsistently (Stern, Zinkhan, & Jaju, 2001). In practice, image is composed of 

several elements that go beyond the perceptions of any given individual (Flavian, Tores, 

& Guilaniu, 2004). In this regard, some authors point out that image is the outcome of 

interactions among a range of experiences, impressions, beliefs, feelings, and fragments 

of knowledge that consumers have about particular products or services (Worcester, 

1997).  

Gartner (1986) defines image as “one’s perception of attributes or activities avail-

able at a place.” This definition is based on cognition and simple evaluation of the desti-

nation attributes as measured in studies of tourism destination image. Crompton defines 

destination image as “the sum of beliefs, ideas, and impressions that a person has of a 

place” (1979, p. 18). The definition involves not only the cognitive and simple evaluation 

but also of affective evaluation. Baloglu and McCleary define image as “an individual’s 
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mental representation of knowledge, feelings, and global impressions about a place” 

(1999, p.870).  

Based on such definitions of image, there are three main approaches to this con-

cept. According to the perceptual or cognitive point of view, the individual’s evaluations 

concern attributes of products/services (Baloglu, 1999; Beerli & Martin, 2004; Gartner, 

1993; Govers, Go, & Kumar, 2007; Pike & Ryan, 2004).  According to the affective point 

of view, the feelings are elicited from products/services (Baloglu, & Brinberg, 1997; Kim 

& Richardson, 2003). Finally, the overall view pertains to the global impression resulting 

from the consumer’s cognitive evaluations concerning attributes of products/services and 

from the emotions evoked by products/services (Echtner & Ritchie, 1993; Hosany, Ekinci, 

& Uysal, 2006; Tasci & Gartner, 2007).  

Some studies indicate that evaluations of image and its two components within 

that image would be different and therefore, need to be investigated separately (Lin, 

Morais, Kerstetter, & Hou, 2007; Ryan & Cave, 2005).  Although destination image rep-

resents an overall impression, tourists differ in their perceptions of the cognitive and af-

fective components that comprise the total impression of the place (Beerli & Martin, 

2004; Gallarza, Saura, & Garćia, 2002; Lin, Morais, Kerstetter, & Hou, 2007; Pike & 

Ryan 2004). In addition, as an attitudinal concept, an image consists of cognitive, affec-

tive, and conative components (Beerli & Martin 2004; Tasci & Gartner 2007). For exam-

ple, the conative component also refers to how an individual acts based on knowledge of 

perceptions of a place or destination are included in the first two components.  

http://jtr.sagepub.com/search?author1=Duarte+B.+Morais&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Deborah+L.+Kerstetter&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Jing-Shoung+Hou&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Duarte+B.+Morais&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Deborah+L.+Kerstetter&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Jing-Shoung+Hou&sortspec=date&submit=Submit
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2.3.2. Cognitive Perception of Image  

A cognitive image consists of the beliefs and knowledge about a place’s attributes 

(Baloglu & McCleary, 1999) or of the thoughts or ideas accompany appraisal of the 

physical features of environments (Hanyu 1993; Russel, Ward, & Pratt 1981). In the lit-

erature on environmental psychology, places have perceptual/cognitive and affective 

components (Burgess 1978; Hanyu 1993; Russel & Pratt 1980; Russel, Ward, & Pratt 

1981). That is, environmental perceptions influence beliefs about the environment itself 

(cognitive perception), but also appear to affect about other, seemingly unrelated, service 

attributes (emotional feelings or affect) (Bitner, 1992). For example, in the tourism sector, 

destination cues related to the destination core service attributes such as atmosphere and 

service quality have a significant impact on tourists’ perception of a destination (Sirgy & 

Su, 2000).  

This is the same in festivals and events; cues such as the quality of food and bev-

erages products or the related activities, and safety on the site, easy access to parking lots, 

available information, convenient access to event venues, friendly and knowledgeable 

staff, and convivial atmosphere (Baker & Crompton, 2000 ; Yoon, Lee, &  Lee, 2010 ). 

Visitors’ perception of the atmosphere and service quality at an event influence its image 

(Grappi & Montanari, 2011; Lee, Lee, Lee, & Babin, 2008). In addition, Lee, Lee, Lee, 

and Babin, (2008) suggest that if the atmosphere and service quality of event are per-

ceived positively, visitors are more likely to return.  

Considering that the atmosphere and service quality of an event influence and re-

inforce visitors’ image perception of that event (Kaplanidou & Vogt, 2007), Moon, Kim, 

Ko, Connaughton, and Lee (2011) investigate the effect of an event’s tangible and intan-
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gible quality perception on destination image. They suggest that the enhancement of 

event quality is not only essential for the success of the event itself, but also in develop-

ing a positive image of the destination. However, they also emphasize the importance of 

intangible service factors rather than tangible factors in relation to tourists’ behavioral 

intentions. All the unique attributes, including atmosphere and service quality, in an event 

setting work together to shape the visitors’ experience and perception of the event (Lee, 

Lee, Lee, & Babin, 2008). The service environment around a place, destination, or event 

may influence tourists’ beliefs about that place, so the place attributes may elicit tourists’ 

cognitive responses (Bitner, 1992; Golledge, 1987).  

Therefore, tourists’ cognitive perception of an image may be how tourists would 

evaluate the attributes or features of a place. The attributes of a place give tourists a mo-

tivation to visit the place (Alhemoud & Armstrong, 1996; Beerli, Martín, 2004). Along 

with the importance of “discursive processing” of choosing a place based on its attributes 

(Ashworth & Goodall, 1990), most image-related tourism studies have focused on cogni-

tive aspects as being controlled by destination marketers (Su & Sirgy, 2000; Tasci, Gart-

ner, & Cavusgil, 2007). 

2.3.3. Affective Translation of Image 

Affective image consists of the emotional feelings or affective responses towards 

the attributes of a place (Baloglu & Brinberg, 1997; Prayag, 2010). Affect encompasses 

feelings, moods, and emotions toward or attachment to a place (Walmsley & Jenkins 

1993; Zimmer & Golden 1988). The literature in environmental psychology has dis-

cussed affect in relation to the quality of environments (Hanyu, 1993). In marketing and 

consumer behavior, emotional feelings or affect provide a richer understanding of the ex-
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periential aspects of consumption; in other words, actual experiences result in affect 

(Kwortnik & Ross, 2007). Actual experience with a destination creates “a shift from cog-

nitive to affective image domains” (MacKay & McVetty, 2002, p. 27). 

 In this sense, festivals and events with the rich experiential attributes have the po-

tential to evoke stronger emotional feelings or affect. For example, a variety of activities 

and the unique social interaction in the course of an activity or event may generate enjoy-

able, exciting, pleasant, and relaxed images. In addition, affective image is important in 

identifying the value that tourists give to a place, not only by manifesting their 

knowledge of the attributes, but through an emotional attachment or affect related to that 

place (Yu & Dean, 2001). Affective image may be a primary motivator of behavior 

(Holbrook & Hirschman, 1982), and influence satisfaction and intention to recommend 

(Bigné, Andreu, & Gnoth, 2005; Chang, 2008; Mano & Oliver, 1993).  

Pike and Ryan (2004) apply Mehrabian and Russell’s (1974) descriptors such as 

exciting, relaxing, pleasant, or arousing to tourism images in order to understand which 

destination attributes correspond to a given affective reaction and the intention to visit or 

actual visit. Kaplandou (2007) investigates the impact of affective image of destination 

and event on Olympic travelers’ intentions to return to the destination; affective image 

such as excitement and pleasantness had a positive effect on Olympic travelers’ inten-

tions to return to Athens.  

With the emphasis on the importance of affective image, some studies propose 

that the cognitive image precedes affective image (Ryan & Cave 2005; Vogt & Andereck, 

2003). The relationships between cognitive and affective image are hierarchical (Gartner, 

1993); tourists’ cognitive perception of image therefore has a positive influence on their 
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affect (Baloglu & McCleary, 1999; Beerli & Martín, 2004). Lin (2004) argues that people 

form overall impressions, taking the example of servicescape image that people’s cogni-

tive perceptions stimulate their affective responses (e.g., pleasure, arousal, and domi-

nance) (Mehrabian & Russell, 1974) and lead to the evaluation of a service environment. 

Despite some debates (Holbrook, 1986; Izard, 1977), affect depends on the cognitive 

evaluation of objects and is formed as a function of cognitive perception (Russel & Pratt, 

1980; Stern & Krakover, 1993).  

For example, Stern and Krakover (1993) find the intervening role of affective im-

age between cognitive image and overall impression; cognitive image influences overall 

impression through affective image. Some studies argue that affective image is more rel-

evant in determining overall impression and future behavior (Bigne, Garcia, & Blas, 2009; 

Ryan & Cave, 2005). Madrigal and Oregon (1995) measure sports fans’ satisfaction with 

an event by suggesting a cognition-affect-satisfaction model. They conclude that fans’ 

cognitive image and their summary judgments about their satisfaction with game attend-

ance are mediated by affective image such as enjoyment. 

Phillips and Jang (2008) examine the effects of cognitive image and the affective 

image on tourist attitudes based on Fishbein and Ajzen’s (1975) model and find that cog-

nitive image had a positive and direct effect on affective image. In contrast, cognitive im-

age components such as safety and hospitality had indirect effects through affective im-

age on tourist attitude. The affective image component had a direct impact on tourist atti-

tude for New York City. Thus, overall impressions of a place results from the interaction 

of cognitive perceptions and affect (Baloglu & McCleary, 1999; Tasci, Gartner, & 

Cavusgil, 2007). However, Lin, Morais, Kerstetter, & Hou (2007) point out that the any 

http://jtr.sagepub.com/search?author1=Duarte+B.+Morais&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Deborah+L.+Kerstetter&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Jing-Shoung+Hou&sortspec=date&submit=Submit
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cognitive or affective image component of overall impression are only important for spe-

cific types of places although some image components are universal.  

Kim and Perdue (2011) examine the effects of cognitive and affective images on 

ski destinations and the image variances of tourist types. They conclude that both affec-

tive image such as fun and comfort and cognitive image such as quality of skiing were 

significantly related to satisfaction. For recreational and sport skiers, the affective image 

had a stronger effect while for expert skiers, the cognitive image of quality of skiing had 

a greater effect. This means that not all the cognitive and affective image components 

have equal impact on tourists’ decision making process (Crompton, 1979). 

In other words, unique images are formed depending on tourists’ perception of the 

strength of cognitive and affective component of overall impression towards a place. In 

this line, in order to understand tourists’ perception, there is much need to be assessed 

from both the cognitive and the affective points of view (Lin, Morais, Kerstetter, & Hou, 

2007; Sönmez & Sirakaya, 2002). 

2.3.4. Experiential Perception 

Fridgen (1987) differentiates image from perception, both of which are part of 

environmental understanding and comprehension, by noting the presence of environmen-

tal stimuli for justification of perception. No such stimuli for image exist. This means im-

age might or might not include perception; thus, in this study, the use of tourists’ experi-

ential perception differentiates from potential tourists have not yet experienced percep-

tion through visitation.  

 According to Gunn (1988) and Fakeye and Crompton (1991), images can be 

formed through different stimuli such as organic, induced and experiential component. 

http://jtr.sagepub.com/search?author1=Duarte+B.+Morais&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Deborah+L.+Kerstetter&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Jing-Shoung+Hou&sortspec=date&submit=Submit
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Organic components are general sources such as newspapers, magazines, and opinions 

(Lin, Morais, Kerstetter, & Hou, 2007). Consumers form organic images by wondering 

“what a destination is like” (Vaughan & Edwards, 1999, p.357). Induced components are 

commercial sources of information such as advertising, brochures, and editorials written 

by travel agents and tour operators (Lin, Morais, Kerstetter, & Hou, 2007). Destination 

marketers try to develop positive induced images i.e., by correcting negative organic im-

ages (Vaughan & Edwards, 1999). Finally, the experiential component is the actual expe-

rience of visiting the place, which is how the tourists react to what is around them 

(Vaughan & Edwards, 1999).  

 Gunn’s (1988) image formation process suggest the organic image may be altered 

to a modified (i.e., induced) image through informational sources projected by destination 

marketers.  In the final stage, the complex image is influenced by actual experience. The 

image resulting from the actual visit to a place or destination tends to be more realistic, 

complex, and differentiated (Chon, 1987; Phelps, 1986). For example, tourists’ experien-

tial perception of core service attributes such as the atmosphere and services within a 

place interact to form a more realistic image of the place because of various attributes 

that make up the tourism experience (Gartner, 1986; Milman & Pizam, 1995; Su & Sirgy, 

2000). Thus, tourists’ experiential perception allows for a more differentiated perception 

and truer comprehension of a place (Chen & Tsai, 2007; MacKay & Fesenmaier, 1997; 

Su & Sirgy, 2000).  

 Echtner and Ritchie (2003) point out that it is desirable to separate those images 

of tourists who have visited from those who have not. Since there are image formation 

changes between actual visitation and without actual visitation. In addition, at the local or 

http://jtr.sagepub.com/search?author1=Duarte+B.+Morais&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Deborah+L.+Kerstetter&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Jing-Shoung+Hou&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Duarte+B.+Morais&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Deborah+L.+Kerstetter&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Jing-Shoung+Hou&sortspec=date&submit=Submit
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regional level, images may be formed based on more personal experiences than induced 

promotional information (Walmsley & Young, 1998). Thus, it is necessary to measure 

images held by tourists who visit a place or destination (Echtner & Ritchie, 2003). 

2.3.5. The Relationship between Motivation and Image 

The factors influencing image formation have been investigated on the basis of 

external sources such as information sources, previous experience, and distribution in ad-

dition to personal factors such as socio-demographic characteristics and values or motiva-

tions (Baloglu & McCleary, 1999; Beerli & Martín, 2004). The relative importance of 

image components within overall impression is influenced by tourist characteristics and 

motivations (Castro, Armario, & Ruiz, 2007; Hu & Ritchie 1993; Um & Crompton 1992). 

 Tourists form their own images about a place or destination by filtering such or-

ganic and induced information sources (Tasci & Gartner, 2007). Dann (1996) states that 

“no two people see a place or destination in exactly the same way”(p. 52-53). Tourist mo-

tivation is a major influential factor in destination choice and image formation (Baloglu 

& McCleary, 1999; Jang & Cai, 2002; Tasci & Gartner, 2007). They determine the image 

of a place or destination before and after the visitation (Beerli & Martín, 2004; Tasci & 

Gartner, 2007).  

Several studies indicate that tourist motivation is related to affective aspects of 

overall impression towards a place or destination; affective image is, to a great extent, 

influenced by tourists’ motivation (Dann, 1996; Gartner, 1993; Walmsley & Jenkins, 

1993). Empirical evidence also suggests that tourist motivation exerts a direct influence 

on the affective aspects of overall impression of a destination (Baloglu, 1997; Dann, 1996; 

Gartner, 1996).  
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However, Chon (1991) suggests that tourists select destinations based on his 

“primary image” of a push-and-pull image. The primary image consists of push-and-pull 

factors; push factors relate to inner needs a tourist has, while pull factors relate to the at-

tractiveness of a place or destination. For example, tourists may visit a place or destina-

tion because it provides a relaxation or escape from daily life and fun for family or social 

interaction which can satisfy their inner needs. Other tourists may visit a place or destina-

tion because of its authentic cuisine, amenities, and leisure activities.  

Thus, since a place or destination is selected as a possible choice based on push-

and-pull motivations of potential tourist (Lubbe, 1998), tourists form their own primary 

image based on different motivational factors (Chon, 1991; Vaughan & Edwards, 1999). 

Therefore, tourists’ heterogeneous motivational behavior affects their impressions of a 

place or destination during actual visitation. They may weigh the importance of cognitive 

and affective aspects of overall impression of a place or destination differently. 

2.3.6. The Effect of Image on On-site and Post Tourist Behavior 

Image presumably affects tourists’ enjoyment and satisfaction. Ross (1993) finds 

a relationship between backpackers’ enjoyment and their image of the Wet Tropics re-

gion of northern Australia. Ross (1993) reports that “the image involving resident friend-

liness was found to be the most potent, being related to enjoyable experiences and posi-

tive destination evaluations” (p.57).  Bigne, Sanchez and Sanchez (2001) point out the 

influence of image on perceived quality, satisfaction obtained from the holiday experi-

ence, and behavioral intentions. They find that image is a direct antecedent of perceived 

quality, satisfaction, intention to return and willingness to recommend the destination. 
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 Lucio, Maria, Miguel, and Javier’s (2006) study of Ixtapa-Zihuatanejo in Mexico 

find that affective image is the main antecedent of attitudinal loyalty, but that cognitive 

image is the most important antecedent of satisfaction. In other words, the principal ante-

cedents of satisfaction are cognitive image elements, whereas the attitude towards the 

destination is formed from affective image elements. Chen and Tsai’s (2007) study of 

structural relationships among destination image and evaluative factors such as trip quali-

ty finds that destination image influenced perceived value, satisfaction and behavioral 

intentions at Kengtin in southern Taiwan.  

Chi and Qu (2008) find that destination image were both direct antecedents of at-

tribute satisfaction and overall satisfaction. Overall satisfaction and attribute satisfaction 

had a direct and positive impact on destination loyalty. Their research was done in the 

resort town of Eureka Springs, Arkansas. Prayag and Ryan’s (2011) study of antecedents 

of tourists’ loyalty to the island of Mauritius, confirm that destination image had a direct 

effect on satisfaction. The positive relationships between destination image and loyalty 

such as intentions to revisit and willingness to recommend were mediated by satisfaction. 

 Although destination image exercises on-site experience, the level of satisfaction 

(Baloglu, Pekcan, Chen, & Santos, 2003; Chen & Tsai, 2007; Chi & Qu, 2008; Kozak, 

2001; Prayag, 2009) and the future behavior of tourists (Bigne ,́ Garcia, & Blas, 2008; 

Bigne, Sanchez, Sanchez, 2001; Castro, Armario, & Ruiz, 2007; Chen & Tsai, 2007; Lee, 

Lee, & Lee, 2005; Prayag, 2009; Tasci & Gartner, 2007), still, the effect of image on 

tourist experience, the evaluation or satisfaction, and future behavior during a visit lacks 

a substantive body of research in different tourism settings (Prayag, 2009; Tasci & Gart-

ner, 2007). 
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2.4. Satisfaction 

  According to Oliver (1997), a satisfaction evaluation is a specific type of attitude. 

Satisfaction is the most frequently examined concept in the marketing and consumer be-

havior because it is important to long-term customer loyalty and profitability (Barsky & 

Nash, 2003; Jones & Suh, 2000). Oliver (1997) defines satisfaction as “a judgment that a 

product, or service feature, or the product or service itself, provides a pleasurable level of 

consumption – related fulfillment, including levels of under or over fulfillment” (p.13). 

 Many studies have differently defined the concept of satisfaction from cognitive 

and/or affective perspectives (Ekinci, Dawes, & Massey, 2008; Oliver, 1997). Previous 

research has recognized that both cognition and affect significantly predict satisfaction 

judgments. Cognition has been studied mainly in terms of the disconfirmation paradigm, 

which predicts satisfaction to be a function of a comparison between expectations and 

performance (Bearden & Teel 1983; Oliver 1980; Oliver & DeSarbo 1988). Oliver (1997, 

p. 319) states that affect “coexists alongside various cognitive judgments in producing 

satisfaction” and that it is central to understanding customers’ consumption experiences. 

Affect experienced during consumption of the product or service can also have a signifi-

cant influence on satisfaction judgments (Mano & Oliver 1993; Westbrook 1987; West-

brook & Oliver 1991).  

  Emotions or affect associated with the actual experience predict satisfaction and 

particularly more important antecedents in evaluations of hedonic products (Kempf, 1999; 

Smith & Bolton, 2002). For example, festivals and events are hedonic products that pro-

vide an enjoyable vacation experience. All the unique elements in the settings of festivals 

and events, including program content, facilities, convivial atmosphere and authentic 
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food and beverages products, have a significant effect on eliciting positive feelings or af-

fect and, in turn, positively influence visitors’ satisfaction (Lee, Lee, Lee, & Babin, 2008). 

However, only a few studies have investigated the simultaneous influence of cognition 

and affect in the formation of satisfaction (Homburg, Koschate, & Hoyer, 2006). Because 

both cognition and affective experiences are critical to the modeling of satisfaction judg-

ments (Liljander & Strandvik, 1997; Mano & Oliver, 1993; Oliver, 1993; Westbrook, 

1987; Westbrook & Oliver, 1991), consumer satisfaction should be viewed from both 

cognitive and affective perspectives. 

2.4.1. Overall Satisfaction 

The expectation/disconfirmation paradigm has been widely used to assess tourists’ 

satisfaction (Oliver, 1980; Petrick, Morais, & Norman, 2001). For example, tourists can 

develop their expectations of a destination from various sources. After visiting, if their 

experience matches their expectations, satisfaction is the likely result. In equity theory 

(Oliver, 1980; Oliver & Swan, 1989), if tourists receive benefits or value based on their 

time, effort, and travel costs, the destination is considered worthwhile. Likewise, there 

are two common formulations of satisfaction: transient or overall. The transient satisfac-

tion suggests that satisfaction occurs at the post-consumption stage following a single en-

counter with the service provider; overall satisfaction, as an evaluative judgment, is based 

on all encounters with service provider (Ekinci, Dawes, & Massey, 2008; Jones & Suh, 

2000; Velázquez, Saura, & Molina, 2011).  

Transient satisfaction may vary from experience to experience, while overall sat-

isfaction is relatively stable and most similar to an overall attitude (Auh, Salisbury, & 
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Johnson, 2003; Lee, Back, & Kim 2009). Anderson, Fornell, and Lehmann (1994, p. 54) 

define overall satisfaction as ‘‘an overall evaluation based on the total purchase and con-

sumption experience with a good or service over time.’’ Here, overall satisfaction is a 

broader concept implying a holistic evaluation after the purchase, and not the sum of the 

individual valuations of each attribute. Overall satisfaction is arguably “a summation 

state of the psychological outcomes they have experienced over time” (Tian-Cole, 

Crompton, & Willson, 2002, p. 4).  

Satisfaction with travel and tourism services is the result of satisfaction with vari-

ous stages of the tourism experience. In other words, satisfaction is the sum total of satis-

factions with the individual attributes of all the products and services that make up the 

tourism experience (Pizam & Ellis, 1999). For example, overall satisfaction is a stable 

construct with which to evaluate the quality of their experiences rather than transient sat-

isfaction  such as satisfaction with specific objects (e.g., local food or wine) or encounters 

(employee service) (Parasuraman, Zeithaml, & Berry 1994; Tian-Cole, Crompton, & 

Willson, 2002) because tourism experiences a medley of services or products. It also 

suggests that overall satisfaction is a better measure of future purchase intentions (Jones 

& Suh, 2000; Tse & Wilton, 1988; Vaske, Donnelly, Heberlein, & Shelby, 1986).  

2.4.2. Satisfaction Studies in Tourism 

 The assessment of tourist satisfaction has been considered in multiple dimensions. 

Wang, Zhang, Gu, and Zhen define satisfaction as “the center of a chain between the 

cause and result relationships running from the antecedent constructs of tourist satisfac-

tion …… to the consequences of tourist satisfaction and tourist loyalty” (2009, p. 398). 

 They present a tourist satisfaction model for a destination with the use of tourist 
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expectations, destination image, perceived quality, and perceived value as antecedents of 

tourist satisfaction and consequences such as tourist complaints and tourist loyalty. They 

conclude that the antecedent constructs have a direct and indirect effect on tourist satis-

faction and its consequences (Wang, Zhang, Gu, & Zhen, 2009). For example, factors 

such as tourist expectations (Bosque, Martín, & Collado, 2006), perceived quality (Baker 

& Crompton, 2000), perceived value (Chen & Tsai, 2007; Lee, Yoon, & Lee, 2007), and 

destination image (Bigné, Sanchez, & Sanchez 2001; Chi & Qu, 2008; Prayag, 2009) has 

been investigated as driving factors of tourist satisfaction. In addition, tourist motivation 

has been measured to assess tourist satisfaction (Schofield & Thompson, 2007; Smith, 

Costello, & Muenchen, 2010; Yoon & Uysal 2005). Satisfaction also has a very im-

portant role in determining loyalty because it influences the choice of destination, and the 

decision to return (Kozak & Rimmington, 2000).  

 Most studies confirm that satisfaction with a tourism experience contributes posi-

tively to loyalty (Chi & Qu, 2008; Hui, Wan, & Ho, 2007; Jang & Feng, 2007; Prayag, 

2008; Yüksel & Yüksel, 2007).  For example, satisfaction influences the post-decision 

making process such as intentions to revisit (Jang & Feng, 2006; Opperman, 2000; 

Petrick, 2005) and the willingness to pay more, recommend to others or positive word-of-

mouth (Bignie, Sanchez, & Sanchez, 2001; Jang & Feng, 2006; Macintosh, 2007; Prayag, 

2008; Yoon & Uysal, 2005). However, although satisfied tourists become more loyal, it 

does not always in particular, tourism service environment. In this respect, Chen and Tsai 

(2007) indicate that a key effect of tourist satisfaction that influences intentions to revisit 

both in short and long term is loyalty to the destination.    
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2.5. Loyalty 

  Consumer loyalty has significant marketing implications (Sheth & Parvatiyar, 

2000): reduced marketing costs associated with attracting new consumers, favorable 

word of mouth and greater resistance among loyal consumers to competitive strategies, 

and willing to pay higher prices (Boulding, Kalra, Staelin & Zeithaml, 1993; Bowen & 

Shoemaker, 1998; Dick & Basu, 1994; Kotler, Bowen & Makens, 1998). Loyal consum-

ers are frequent, repeat purchasers who feel a sense of belonging to an organization and 

who are reluctant to change even in the presence of similar offerings from other compa-

nies (Henry, 2000).  This means that they are more likely to recommend a product/service 

through free word-of-mouth (Chen & Chen, 2010; Shoemaker & Lewis, 1999). 

Traditionally, consumer loyalty has been seen from the behavioral, attitudinal, and 

composite perspectives (Back & Parks, 2003; Jacoby & Chestnut, 1978). The behavioral 

perspective considers loyalty as an actual consumption, or in terms of purchase, duration 

of purchase, frequency of purchase, and intensity of purchase (Brown, 1952). This repre-

sents as an outcome of repeat purchase behavior. According to Jones and Sasser (1995), 

consumer loyalty is “a feeling of attachment to or affection for a company’s people, 

products, or services” (p. 94). The attitudinal perspective considers loyalty as a conse-

quence of multidimensional cognitive attitudes toward a specific brand or services; rec-

ommending the brand or services to others and repurchase intentions (Jacoby & Chestnut, 

1978; Jones & Sasser, 1995; Zeithaml et al., 1996).  

Many studies emphasize that consumer loyalty should be seen from both the behav-

ioral and attitudinal perspectives on the basis of both behavior and attitude (Bowen & 

Chen, 2001; Reichheld, 2003; Zins, 2001). Recent studies have paid attention to Oliver’s 
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(1997) conceptual loyalty framework (Lee, 2003; Li, 2006), comprising cognitive loyalty, 

affective loyalty, conative loyalty and action loyalty in order to explain loyalty (Oliver, 

1999). Behavioral intentions frequently represent conative loyalty. In service contexts 

such as the tourism and hospitality sectors, action loyalty or repurchase action is difficult 

to measure and thus many studies employ behavioral intentions, such as conative loyalty 

as a compromise of action loyalty (Chen & Chen, 2010; Yang & Peterson, 2004).  

2.5.1. Destination Loyalty 

In recent years, tourism studies have examined the buying behaviors of different 

market segments of travelers (Hsu, 2000, 2003; Kim, Wei, & Ruys, 2003). Within the 

increasingly heterogeneous tourism markets, destination loyalty is relevant to the design 

of strategies to create new visitors and retain repeat visitors. The understanding of how 

destination loyalty is built helps tourism marketers design their market segmentation and 

service differentiation strategies. Thus, in the competitive tourism sector, the importance 

of destination loyalty has been recognized (Lee, Graefe, & Burns 2007; Velázquez, Saura, 

& Molina, 2011; Weaver & Lawton, 2011).  

However, loyalty studies in the tourism context remain limited (Buttle & Burton, 

2002; Bennett & Rundle-Thiele, 2004).  Unlike repeat purchases which are easily appli-

cable to other products or services, repeat purchase or consumption of tourism services is 

infrequent (Dimitriades, 2006; Jago & Shaw, 1998; Oppermann, 1999; Velázquez, Saura, 

& Molina, 2011).  In terms of behavioral loyalty, researchers use the number of repeated 

visit (Juaneda, 1996; Sonmez & Graefe, 1998; Petrick & Backman, 2001). However, the 

attitude that a tourist has about a destination is important. Those with a positive attitude 

toward a destination, even though they may not return, will generate favorable word-of-
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mouth (Oppermann, 2000). Along with intention to revisit, many studies have used will-

ingness to recommend to others as a measure of attitudinal loyalty (Backman & Cromp-

ton, 1999; Bigne, Sanchez & Sanchez, 2001; Chen & Gursoy, 2001; Oppermann, 2000).  

Backman and Crompton (1999) argue that attitudinal loyalty could measure tour-

ists’ affection for a destination, and explain an additional portion of unexplained variance 

that behavioral approaches did not. Thus, an attitudinal approach can explain why and 

how tourists are willing to revisit or recommend the destination to other potential tourists. 

However, Kozak and Rimmington (2000) point out that intention to revisit is not signifi-

cant for tourism destinations given the variety-seeking nature of tourists.  

Yoon and Uysal (2005) investigate destination loyalty by using both the behav-

ioral and attitudinal approaches. Chi (2011) used intention to revisit and willingness to 

recommend to see if different segments became loyal in different ways.Thus,the degree 

of destination loyalty is frequently reflected in tourists’ intentions to revisit the destina-

tion and in their willingness to recommend or create positive word-of-mouth (Bigne, 

Sanchez & Sanchez, 2001; Castro, Armario, & Ruiz 2007; Chen & Tsai, 2007; Chi & Qu, 

2008). 

2.5.2. Loyalty Studies in Tourism 

In order to understand tourist loyalty, other variables need to be examined since 

their antecedents and relationships among variables may depend on the specific services 

related to tourism (Chi & Qu, 2008). Understanding the determinants of tourist loyalty 

will allow destination management to concentrate on the major factors that lead to tourist 

retention. This is the same in event tourism. Several studies have examined the anteced-

ents or causes of tourist loyalty, such as satisfaction (Cronin, Brady & Hunt, 2000; 
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Petrick & Norman, 2001), quality/performance (Baker & Crompton, 2000; Oh, 1999), 

and other variables, which are good predictors of tourist loyalty. Investigations into the 

antecedents of loyalty occupy a prominent position in the literature, with experience sat-

isfaction and service quality emerging as two important predictors (Alexandris, 

Kouthouris, & Meligdis, 2006; Chi & Qu, 2008; Li & Petrick, 2008b).  

 Baker and Crompton (2000) explore the structural relationship between quality of 

performance, satisfaction and behavioral intentions and find that performance quality had 

a stronger total effect on behavioral intentions than satisfaction does. In addition, some 

studies have investigated the role of tourist motivation and satisfaction on behavioral in-

tentions (Schofield & Thompson, 2007; Smith, Costello, & Muenchen, 2010; Yoon & 

Uysal, 2005).  

 Yoon and Uysal (2005) propose a structural model testing the effects of tourist 

motivation and satisfaction on destination loyalty. They conclude that motivation influ-

ences tourist satisfaction, which affects destination loyalty. Satisfaction directly affects 

destination loyalty; it also mediated between motivation and destination loyalty. However, 

there was no positive relationship between motivation and satisfaction. Destination at-

tributes (pull motivation) had negative effects on satisfaction while push motivation had a 

strong and positive influence on destination loyalty.   

 Although the role and influence of destination image on behavioral intentions 

have been of lesser interest, recent studies indicate a positive and direct relationship 

among destination image, satisfaction and behavioral intentions (Bigne, Sanchez & 

Sanchez, 2001; Castro, Armario, & Ruiz, 2007; Chen & Tsai, 2007; Chi & Qu, 2008; 

Lucio, Maria, Miguel, & Javier, 2006; Prayag, 2009). For example, Bigne Sanchez, and 
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Sanchez (2001) investigate the structural interrelationships among destination image, 

quality, satisfaction, and after-purchase behavior (operationalized as intention to revisit 

and willingness to recommendation).  

Lee, Lee, and Lee (2005) mention that tourist having a positive destination image 

deriving from travel experiences would lead to greater satisfaction and behavioral inten-

tions. Chi and Qu’s (2008) study of Eureka Springs, Arkansas that destination image was 

a direct antecedent of overall satisfaction and that overall satisfaction had a direct and 

positive impact on destination loyalty. Prayag and Ryan (2011) suggest that image is a 

key determinant of satisfaction and loyalty. The direct or indirect influence of image on 

intention to revisit and willingness to recommend through satisfaction requires destina-

tion marketers to manage both projected and received images for successful destination 

development.  

2.6.  Relationships among Motivation, Image, Satisfaction, and Loyalty 

 Motivation is known to have a major influential factor in destination choice and 

image formation (Baloglu & McCleary, 1999; Beerli & Martín, 2004; Jang & Cai, 2002; 

Tasci & Gartner, 2007). Empirical evidence suggests that motivations exert a direct influ-

ence on the affective aspects of overall impression of a destination (Baloglu, 1997; Dann, 

1996; Gartner, 1993, 1996; Walmsley & Jenkins, 1993).  

 However, since a place or destination is selected as a possible choice based on 

push-and-pull motivations of potential tourists (Lubbe, 1998), tourists base their own 

primary image on different motivational factors (Chon, 1991; Vaughan & Edwards, 

1999). Therefore, tourists’ heterogeneous motivational factors may have a direct influ-
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ence on the cognitive and affective aspects of overall impression of a place or destination. 

Thus, this study hypothesizes that:  

H1: Visitors’ motivation will exert a direct influence on visitors’ experiential perception   

        of the food event. 

H2: Visitors’ motivation will exert a direct influence on visitors’ affect with the food  

        event experience. 

 In terms of the relationships among motivation, overall satisfaction and loyalty, it 

is accepted that motivations influence tourists’ satisfaction with a tourism experience and 

attitudinal loyalty (Crompton & McKay, 1997; Machida, Serirat, & Guild, 2009; 

McDowall, 2010; Schofield & Thompson, 2007; Smith, Costello, & Menschen, 2010; 

Yoon & Usual, 2005). Thus, this study hypothesizes that:  

H3: Visitors’ motivation will exert a direct influence on their overall satisfaction. 

H4: Visitors’ motivation will exert a direct influence on their loyalty to the food event. 

 In terms of the relationships among image, overall satisfaction and loyalty, it is 

accepted that overall image and its components (cognitive and affective image) has a di-

rect influence on satisfaction and attitudinal loyalty such as revisit intention and likeli-

hood to recommend (Bigné, Sanchez, & Sanchez, 2001; Castro, Armario, & Ruiz, 2007; 

Chen & Tsai; Lee et al. 2005; O’Leary & Deegan, 2005; Ryan & Cave 2005; Stern & 

Krakover, 1993). Their relationships between cognitive image and affective image are 

also recognized as being hierarchical; tourists’ cognitive perception of image has a direct 

influence on their affect (Baloglu & McCleary, 1999; Beerli & Martín, 2004; Gartner, 

1993; Vogt & Andereck, 2003; Phillips & Jang, 2008).Thus, this study hypothesizes that:  

H5: Visitors’ experiential perception of the food event will exert a direct influence on   
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        their affect with the food event experience. 

H6: Visitors’ experiential perception of the food event will exert a direct influence on  

       their overall satisfaction. 

H7: Visitors’ experiential perception of the food event will exert a direct influence on  

       their loyalty to the food event. 

H8: Visitors’ affect with the food event experience will exert a direct influence on their   

       overall satisfaction.  

H9: Visitors’ affect with the food event experience will exert a direct influence on their  

       loyalty to the food event. 

 In terms of the relationships between overall satisfaction and loyalty, it is accept-

ed that satisfaction has a direct influence on attitudinal loyalty through favorable inten-

tion to revisit and willingness to recommend others or positive word-of-mouth intentions 

(Bigne, Sanchez & Sanchez, 2001; Castro, Armario, & Ruiz 2007; Chen & Tsai, 2007; 

Chi & Qu, 2008; Kozak, 2003; Prayag, 2008). Satisfied visitors are more likely to return 

to an event, recommend, and spread positive word-of-mouth about the food event as well 

as the destination to others. These would-be loyal event visitors are likely to become loy-

al to the host destination. Thus, this study hypothesizes that:  

H10: Visitors’ overall satisfaction will exert a direct influence on their loyalty to the food  

          event.  

H11: Visitors’ overall satisfaction will exert a direct influence on their loyalty to the host  

          destination.  

H12: Visitors’ loyalty to the food event will exert a direct influence on their loyalty to the  

          host destinatio 
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CHAPTER III 

   METHODOLOGY 

This chapter addresses the research methodology used in this study. The first part 

of the chapter contains information on the research framework, including the research 

questions and proposed hypotheses. The second part concerns the research design, in-

cluding sampling, the research site, and data collection procedures. The third part con-

tains a description of the development of the survey instrument including content validity 

and reliability in pilot testing and measurement scales. Finally, the chapter presents the 

data analysis plan employed for this study. 

 This study examined relationships among tourist image, satisfaction, and loyalty. 

Image or attitude plays an important role in predicting tourist behavior. In the study of 

marketing and consumer behavior, attitude structure, the relationship among cognition 

(perceptions/beliefs), affect (feelings), and conation (behavioral intentions), has been ex-

amined in behavioral contexts. In this study, the concept of image was approached from 

both a cognitive and an affective viewpoint. This study also investigated relationships 

among factors such as motivation, experiential perception, affect, satisfaction, loyalty to a 

food event, and loyalty to the host destination.  

The first objective of this study was to examine the influence of visitors’ experi-

ential perception and affect on satisfaction, loyalty to the food event, and loyalty to the 

host destination. The second objective was to examine the influence of visitors’ motiva-

tion on their experiential perception, affect, satisfaction, and food event loyalty, as well 

as host destination loyalty. The third objective was to investigate the nature of the rela-

tionship that may exist among these factors. This study places an accent on a joint analy-
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sis of these psychological relationships among visitors’ motivation, experiential percep-

tion, affect, and satisfaction in an attempt to propose a behavioral model for culinary 

tourists using structural equation modeling. Figure 1 depicts the conceptual model em-

ployed in this study. 

 

 

 

 

 

 

 

 

 

 

       

Figure 1. The Conceptual Model 

 

3.1. Research Framework 

 This study proposes a behavioral model of culinary tourists using motivation, im-

age, satisfaction and loyalty. The conceptual framework was based on findings in the lit-

erature review presented in Chapter II. Twelve questions were posed.     

Research question 1: What is the relationship between visitors’ motivation and their  

             experiential perception of the food event? 

Research question 2: What is the relationship between visitors’ motivation and their  

             affect with the food event experience? 

Research question 3: What is the relationship between visitors’ motivation and overall  

             satisfaction? 

 
Motivation 
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Satisfaction 
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Research question 4: What is the relationship between visitors’ motivation and loyalty to  

             the food event? 

Research question 5: What is the relationship between visitors’ experiential perception of 

             the food event and their affect with the food event experience?  

Research question 6: What is the relationship between visitors’ experiential perception of 

             the food event and their overall satisfaction?  

Research question 7: What is the relationship between visitors’ experiential perception of 

             the food event and their loyalty to the food event? 

Research question 8: What is the relationship between visitors’ affect with the food event 

             experience and their overall satisfaction?   

Research question 9: What is the relationship between visitors’ affect with the food event 

             experience and their loyalty to the food event?  

Research question 10: What is the relationship between visitors’ overall satisfaction and  

                        their loyalty to the food event? 

Research question 11: What is the relationship between visitors’ overall satisfaction and  

             their loyalty to the host destination? 

Research question 12: What is the relationship between visitors’ loyalty to the food event 

             and their loyalty to the host destination? 

 The theoretical model in this study proposes that tourists’ motivational factors, as 

a major parameter in expectation formation, influence the strength of the cognitive and 

affective component of their image of the food event. In addition, tourists’ cognitive per-

ception influences their affective responses to that food event. Motivational factors, per-

ceptions and affect combine to influence the tourists’ satisfaction, and thus shape their 
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future behaviors to the food event and to the host community or destination. Therefore, 

the twelve research hypotheses and Figure 2 represents the proposed hypotheses model in 

this study.   

Hypothesis 1: Visitors’ motivation will exert a direct influence on their experiential  

         perception of the food event.  

Hypothesis 2: Visitors’ motivation will exert a direct influence on their affect with the  

         food event experience. 

Hypothesis 3: Visitors’ motivation will exert a direct influence on their overall  

         satisfaction.  

Hypothesis 4: Visitors’ motivation will exert a direct influence on their loyalty to the  

          food event. 

Hypothesis 5: Visitors’ experiential perception of the food event will exert a direct  

          influence on their affect with the food event experience. 

Hypothesis 6: Visitors’ experiential perception of the food event will exert a direct  

          influence on their overall satisfaction. 

Hypothesis 7: Visitors’ experiential perception of the food event will exert a direct  

          influence on their loyalty to the food event. 

Hypothesis 8: Visitors’ affect with the food event experience will exert a direct influence  

          on their overall satisfaction.  

Hypothesis 9: Visitors’ affect with the food event experience will exert a direct influence  

          on their loyalty to the food event. 

Hypothesis 10: Visitors’ overall satisfaction will exert a direct influence on their loyalty  

          to the food event.  
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Destination 

Loyalty 

DL 

Hypothesis 11: Visitors’ overall satisfaction will exert a direct influence on their loyalty  

        to the host community.  

Hypothesis 12: Visitors’ loyalty to the food event will exert a direct influence on their   

        loyalty to the host community. 
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Figure 2. The Proposed Model 

 

3.2. Research Design 

Sampling procedures are important for increasing the validity of collected data 

and ensuring that a sample is representative of a population. Culinary tourists fall into 

three groups. Primary culinary tourists travel to a destination with the main intention of 

sampling local food and beverages or visiting food-related festivals and attractions. Sec-

ondary culinary tourists are interested in traditional vacation activities such as golf, shop-

ping, or visiting family and friends but also consider the culinary experience at the desti-
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nation as an element of their itineraries. The itineraries of tertiary culinary tourists in-

clude culinary experiences only incidentally or by happenstance. Because the population 

of this study was composed of culinary tourists, the target population was Korean visitors 

attending the 17
th

 Hadong Wild Tea Cultural Festival during the survey period, May 2-6, 

2012, in Hadong county, which is located in South Gyeongsang province, South Korea.  

3.2.1. Sampling 

 A tourist, as defined by the World Tourism Organization (WTO), is someone who 

travels at least eighty kilometres (fifty miles) from home for the purpose of recreation 

within less than 12 months (2005). In the tourism context, tourists are also visitors stay-

ing at least 24 hours at their destination and whose stay includes a minimum of one night 

while tourists staying at a destination for fewer than 24 hours and not overnight are 

termed excursionists. However, event studies indicate that excursionists can be consid-

ered as event tourists due to their economic contribution to an event at a destination. In 

addition, the definition of tourist by geographical distance (e.g., fifty miles) can be inter-

preted differently in countries. Thus, excursionists were included as culinary tourists in 

this study and because the target population was culinary tourists, residents who visited 

the 17
th

 Hadong Wild Tea Cultural Festival were excluded from this study.  

In SEM studies, samples of fewer than 100 are considered “small,” samples of 

100 to 200 are regarded as “medium,” and samples with more than 200 are considered 

“large” (Kline, 2005). Hair, Anderson, Tatham, and Black (1998) suggest that at least 

five times the observed variables are required for factor analysis. In this study, there were 

39 observed variables with 6 latent variables. To ensure that standard errors were small 

enough to be of practical use, at least 580 respondents were needed for this study. Thus, 

http://en.wikipedia.org/wiki/South_Korea
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after visitors were screened to ensure that they were non-residents aged 18 or older, an 

on-site intercept survey was implemented with sampling throughout and across event ac-

tivities to recruit 580 subjects. 

3.2.2. Research Site 

 This study was based upon a self-administered survey. The data used for this 

study were gathered from a survey of visitors to the 17
th

 Hadong Wild Tea Cultural Fes-

tival, which was held from May 2-6, 2012, in Hadong county, located in South 

Gyeongsang province (Gyeongsangnam-do), South Korea. As shown in Figure 3, South 

Korea is divided into eight  provinces (do), one special autonomous province 

(teukbyeoljachido), six  metropolitan cities (gwangyeoksi), and one  special city 

(teukbyeolsi). Hadong county is located between Mt. Jirisan and the Seomjingang River, 

with the sea to the south.   

Hadong was the first tea cultivation area in South Korea. Tea cultivation in 

Hadong accounts for 25% of the national total (Culture & Tourism Department, Hadong 

County Office, 2011). The green tea industry of the Hadong region produces around 500 

tons of tea per year and generates about 22 billion won in income for its growers. The 

industry has brought employment and a revitalized tourism industry to the region (The 

Korea Times, 2007).  

 The “slow food” movement, which encourages the development of regional and 

traditional cuisine in order to celebrate unspoiled landscapes and promote respect for rich 

cultural traditions, originated in Italy in 1999 (Hjalager & Richards, 2002). Hadong, as 

the birthplace of Korean green tea, was named one of South Korea’s first “slow cities” in 

recognition of its traditional cuisine and culture (The Korea Tourism Organization, 2011). 

http://en.wikipedia.org/wiki/South_Korea
http://www.tutorgig.info/ed/Province
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As part of a long-term development plan to create a sustainable local environment and 

economy by 2020, Hadong has sought to gain the distinction of a central town on a cul-

ture tour.  

 The annual Hadong Wild Tea Cultural Festival uses wild green tea to develop the 

area’s culinary heritage, increase name recognition for Hadong, and encourage the local 

economy (Culture & Tourism Department, Hadong County Office, 2011). Hadong has 

become popular as a tourist destination, and the local government plays an active role in 

attracting visitors. The Hadong Wild Tea Cultural Festival takes place at the very first tea 

cultivation site in Hwagae-myeon, the Green Tea village in Agyang-myeon, and along 

the Seomjingang River in the Hadong region. Approximately 380,000 visitors attend the 

five-day event each year. At the festival, tourists learn about the history of wild tea, expe-

rience culinary culture, attend traditional tea ceremony classes, pick wild green tea on 

farm tours, and observe culinary contests. In 1995, the Ministry of Culture, Sports, and 

Tourism in South Korea began designating regional festivals and events with high tour-

ism potential as Cultural Tourism Festivals (Kim & Lee, 2001). Under the theme “Regal 

Green Tea! Appreciation for the Green,” the Hadong Wild Tea Cultural Festival has been 

voted the best festival in South Korea for the last four consecutive (2008-2011) years 

(KTO, 2011).  

 

 

 

 

http://english.visitkorea.or.kr/enu/SI/SI_EN_3_1_1_1.jsp?cid=1145260
http://english.visitkorea.or.kr/enu/SI/SI_EN_3_1_1_1.jsp?cid=1256315
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Figure 3. South Korea Map  

 

3.2.3. Data Collection Procedure 

 An on-site intercept survey was used with visitors who attended the 17th Hadong 

Wild Tea Cultural Festival from May 2-6, 2012. The eight research associates consisted 

of Korean graduate students who were majoring in Hospitality and Tourism Management 

in South Korea. They were hired based on work experience as a graduate research assis-

tant or in collaborative research experiences on an academic project including data col-

lection. To ensure that data collection was consistent and accurate, the research associates 

were trained and had an orientation meeting before the survey periods in relation to clear 

instructions on how to conduct the survey, other data collection activities, etc.  
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 Given that visitors’ demographic or psychological characteristics could differ de-

pending on the time of day they attend the event, the survey was administrated by the 

eight research associates twice per day (once in the afternoon and once in the evening) in 

order to obtain a representative sample. The eight research associates were divided into 

two teams, each of which consisted of four Korean graduate students. Each team was as-

signed to main stages and exits to conduct the survey. Oral script was used to attract the 

participants. After confirming that visitors participated in event programs and they were 

adults, age 18 or older, a self-administered survey was given to them with their consent. 

Anonymity and confidentiality of participants and directions on what to do with the com-

pleted surveys was informed both in a verbal form (oral script) and in a written form/the 

information sheet. 

 The information sheet provides participants with more details about the research 

and how to contact. It was stated to all human subjects in the information sheet that they 

are under no obligation to participate in this research study and may exercise that option 

by not completing the survey. Incentives for participation were offered. Upon completion, 

the participants put it back in the black box marked “Texas Tech University.”Thus, the 

data collection process was conducted face-to-face, followed by a questionnaire adminis-

tered at the 17
th

 Hadong Wild Tea Cultural Festival from May 2-6, 2012. 

3.3. Measurement Scales and Survey Development 

 The proposed model included six latent constructs: 1) motivation (MOT), 2) food 

event image (FEI), 3) affect (AFF), 4) overall satisfaction (SAT), 5) food event loyalty 

(FL), 6) destination loyalty (DL). After an extensive literature review, a total of thirty-

nine items were designed for the instrument in order to measure all of the constructs in 
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the proposed model. The survey instrument was composed of four parts. The first part 

was associated with the respondents’ motivation-related items and the second part was 

associated with the respondents’ event experience-related items including experiential 

perception, affect, and satisfaction constructs. The third part was associated with the re-

spondents’ loyalty related items. The last section was associated with the respondents’ 

socio-demographic characteristics and travel origin including age, gender, marital status, 

education, occupation, income, information sources, travel origin and visiting experience.  

3.3.1. Measurement Variables  

 After the extensive literature review, a total of thirty-nine items were designed for 

the instrument in order to measure all of the constructs in the proposed model. The meas-

urement items are summarized in Table 3.1.  In terms of motivation, this study utilized 

pulls and push motivation items. Both of the push and pull motivations were developed 

on the basis of a review of the related tourism and event motivation literature and were 

modified to apply to the research site and target population. The 11-items were developed 

from literature review (Yoon & Uysal, 2005; Park, Reisinger, & Kang, 2008; Smith, Cos-

tello, & Muenchen, 2010; Schofield & Thompson, 2007). Motivation was measured on a 

7-point Likert scale, where 1 = not at all important and 7 = extremely important, consist-

ing of 11 items.              

 In terms of food event image, event attributes such as quality of event program, 

service quality by staff members/volunteers, quality and availability of auxiliary facility, 

food quality, souvenirs, convenience and accessibility, and information availability (i.e., 

signage) influence visitors’ perception (Baker & Crompton, 2000; Grappi & Montanari, 

2011; Lee, Lee, Lee, & Babin, 2008). However, the importance and perception of par-
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ticular environmental components can vary across different types of service organizations 

(Baker, 1986). Although destination attributes such as atmosphere and service quality 

have a significant impact on tourists’ perception of a destination (Sirgy & Su, 2000), a 

specific food event attributes are not evident in the literature.  

 Therefore, it is necessary to modify the items that fit the specific food event con-

text. The 13 items were developed from literature review (Baker & Crompton, 2000; 

Grappi & Montanari, 2011; Lee, Lee, Lee, & Babin, 2008; Yoon, Lee, & Lee, 2010) and 

modified with the review of content in tour package brochures and the event website. The 

food event image was measured on a 7-point Likert scale, where 1 = strongly disagree 

and 7 = strongly agree, consisting of 13 items.  

 In terms of affect, adopting a description of an affective quality attributed to envi-

ronment (Mehrabian & Russell, 1974; Russell & Pratt, 1980), Baloglu and McCleary 

(1999) and Pike and Ryan (2004) demonstrated that four semantic differential scales 

(arousing–sleepy, pleasant–unpleasant, exciting–gloomy, and relaxing–distressing) could 

be applied to investigate the affective component of destination image. The 4 items were 

developed from Mehrabian & Russell, 1974; Russel & Pratt, 1980; Russel & Snodgrass, 

1987). Affect was modified in order to measure on a 7-point Likert scale, where 1 = 

strongly disagree and 7 = strongly agree, consisting of 4 items.  

 Oliver (1997) suggests that overall satisfaction encompass cognitive and affective 

aspects. It maintains that overall satisfaction is a better measure of future purchase inten-

tions (Jones & Suh, 2000). Thus, in terms of overall satisfaction, the 3-items were devel-

oped from literature review (Oliver, 1997; Westbrook & Oliver, 1991). Overall satisfac-
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tion was measured on a 7-point Likert scale, where 1 = strongly disagree and 7 = strongly 

agree, consisting of 3 items.  

 In tourism, the degree of loyalty is frequently reflected in tourists’ intentions to 

revisit the destination and in their willingness to recommend or create positive word-of-

mouth (Castro, Armario, & Ruiz 2007; Chen & Tsai, 2007; Chi & Qu, 2008). Thus, food 

event loyalty and destination loyalty consisted of attitudinal loyalty items. In terms of 

food event loyalty, the 4-items were developed from literature review (Backman & 

Crompton, 1999; Bigne, Sanchez & Sanchez, 2001; Chen & Gursoy, 2001; Oppermann, 

2000). Food event loyalty was measured on a 7-point Likert scale, where 1 = strongly 

disagree and 7 = strongly agree, consisting of 4 items.  

 Similarly, in terms of destination loyalty, the 4 items were developed from litera-

ture review to assess food event visitors’ loyalty to its host destination (Backman & 

Crompton, 1999; Bigne, Sanchez & Sanchez, 2001; Chen & Gursoy, 2001; Oppermann, 

2000). Destination loyalty was measured on a 7-point Likert scale, where 1 = strongly 

disagree and 7 = strongly agree, consisting of 4 items.  

 Finally, a profile of demographic information, travel origin and characteristics rep-

resents who they are, where they come from or whether they are first timers or not at a 

food event in a destination as culinary tourists. The demographic characteristics, travel 

origin and characteristics of samples in this study were measured by age, gender, marital 

status, education, occupation, income, information sources, travel origin and visiting ex-

perience. The 10 items were developed from literature review (Nicholson & Pearce, 2001; 

Schofield & Thompson, 2007; Sirgy & Su, 2000) to profile the respondents.  
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Table 3.1. The Constructs and Instrument 
           

         Construct                                              Instrument  

          Motivation      Park, Reisinger, and Kang (2008), Smith, Costello, and Muenchen  

   (2010), Schofield and Thompon (2007), and Yoon and Uysal (2005)  

 MOT01       To spend time with family/friends 

 MOT02      To socialize with friends/group 

 MOT03       To gain popularity among my friends and family 

 MOT04      To relive boredom 

 MOT05       To see new and different things 

 MOT06       To change the pace of everyday life 

 MOT07       To learn about food and tea traditions, cultures, and customs 

 MOT08       To experience a variety of different food and tea 

 MOT09       To taste/buy local food and tea 

 MOT10      To enjoy this event setting/location 

 MOT11      To enjoy this event atmosphere 

 

           Food Event          Baker and Crompton (2000), Grappi and Montanari (2011),  

  Image               Lee, Lee, Lee, and Babin (2008), and Yoon, Lee, and Lee (2010) 

 FEI01         The quality of programs/activities is excellent 

 FEI02         The programs/activities for all ages are interesting 

 FEI03         The programs/activities are well-organized 

 FEI04        The variety of food and tea products is impressive 

 FEI05         The quality of food and tea products is good 

 FEI06         The price of food and tea products is reasonable 

 FEI07         The visitor information (e.g., brochures, maps, visitor guide and  

   assistance services, etc.) is useful   

 FEI08        Staff/volunteers’ response to any requests are quick and accurate 

       FEI09         Staff/volunteers are friendly  

       FEI10         The sites of this event are comfortable 

       FEI11         The location of this event is convenient 

 FEI12         Hadong is an appealing location for this event 

 FEI13         The atmosphere of this event is authentic     

 

             Affect   Mehrabian and Russell (1974), Russel and Pratt (1980), and Russel and  

   Snodgrass (1987) 

       AFF01       I feel pleased about this event 

 AFF02        I feel excited about this event 

 AFF03        I feel relaxed at this event 

 AFF04        I feel stimulated by this event 
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Table 3.1. The Constructs and Instruments (Continued) 

 

         Construct                                              Instrument  
  

           Satisfaction        Oliver (1997) and Westbrook and Oliver (1991) 

 SAT01       I believe I made the right decision to visit this event  

       SAT02              This event is one of the best I have ever visited 

       SAT03       I am satisfied with my experience at this event 

 

           Food Event  Backman and Crompton (1999), Bigne, Sanchez and Sanchez (2001),  

 Loyalty Chen and Gursoy (2001), and Oppermann (2000) 

 FL01         I would recommend others to visit this event  

 FL02         I would say positive things about this event to others 

 FL03         I would probably visit this event in the future 

 FL04         I would prioritize this event over other events when deciding  

    whether to attend  

 

           Destination  Backman and Crompton (1999), Bigne, Sanchez and Sanchez (2001),  

             Loyalty               Chen and Gursoy (2001), and Oppermann (2000) 

      DL01         I would recommend that others visit this host destination                                 

      DL02          I would say positive things about this host destination to others                                        

      DL03          I would probably visit this host destination in the future 

      DL04          I would prioritize this host destination over other places  

                         when deciding whether to travel 

 

3.3.2. Survey Instrument and Pilot Test 

 The survey instrument was developed through a comprehensive review of the lit-

erature. The instrument was first reviewed by panel members for comments and sugges-

tions, which were the basis for the final draft. With a translated survey instrument, con-

ducting research in international settings can lead to obvious difficulties arising from cul-

tural differences. To avoid the potential for poor item translation and inadequate formula-

tion on the survey, the survey instrument was created first in English. It was subsequently 

translated into Korean by researchers using a back translation procedure (Behling & Law, 

2000).  
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 A pilot test was conducted during the second week of March 2012 in order to as-

certain the internal consistency of the measurement scales. Existing measurement scales 

do not require a pretest because they provide considerable certainty with some degree of 

validity and reliability (Babbie, 2001); however, a pilot test was still necessary to check 

wording and ensure the validity and reliability of the proposed constructs. The primary 

purpose of this pilot test was to determine whether the survey instrument could be under-

stood clearly by Korean respondents and to verify the reliability of the instrument. A total 

of 25 Korean undergraduate students were recruited by snowball sampling via e-mail. 

Because most students did not attend the event, some items were modified to measure 

students’ experience at any food and tea-related festival that they had visited within the 

past 2 years. Students who had not visited any food and tea-related festival within the 

past 2 years were excluded from the pilot test. In addition, students were not included in 

the pilot test if their primary residence was the same as the location of any food and tea-

related festival attended within the past 2 years. 

 Cronbach’s alpha coefficient was used to test the internal consistency of the sur-

vey instrument. The coefficient alpha estimates for the six constructs were as follows: 

motivation (α = .90), food event image (α = .92), affect (α = .86), overall satisfaction (α 

= .90), food event loyalty (α = .94) and destination loyalty (α = .94).  When corrected 

item-total correlation analyses were performed for each construct, all were above the 

threshold of 0.3. The comments and suggestions of the respondents in the pilot test be-

came the basis for the re-formulation of the instrument. Based on these recommendations, 

a minor change in Korean wording was needed that did not affect the English translation. 
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When this change was made, the developed survey instrument was considered validated 

and reliable.   

3.4. Data Analysis 

 Structural equation modeling (SEM), a statistical methodology in which a con-

firmatory approach is taken to analyze multivariate data, is widely used in psychology 

and social science research (Schmacker & Lomax, 2004). SEM facilitates the observation 

of separate relationships for each of a set of dependent variables. It is the most efficient 

estimation technique for a series of separate multiple regression equations estimated sim-

ultaneously (Hair, Black, Babin, Anderson, & Tatham, 2005). SEM enables researchers 

to test theoretical propositions regarding the theoretical linkages between concepts and 

the directionality of significant relationships. As the purpose of this study is to examine 

the relationships among motivation (MOT), experiential perception of food event/food 

event image (FEI), affect (AFF), satisfaction (SAT), food event loyalty (FL), and destina-

tion loyalty (DL), SEM offers an appropriate way to test the proposed structural model 

and hypotheses.  

 SEM has two components: a measurement model linking a set of observed varia-

bles to a usually smaller set of latent variables and a structural model linking the latent 

variables. First, through confirmatory factor analysis (CFA), one identifies the measure-

ment model, which shows the relationship between the observed and latent variables. It 

also enables a comprehensive assessment of construct validity, including convergent and 

discriminant validity. Second, the structural model makes it possible to estimate a casual 

relationship among the latent variables and test the hypotheses given the relationships 
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among constructs. It indicates direct and indirect influences between particular latent var-

iables and certain other latent variables (Byrne, 2001).  

 In this study, data analysis was conducted in four phases with Statistical Package 

for the Social Sciences (SPSS) Version 17.0 and Analysis of Moments Structure (AMOS) 

Version 17.0. In the first step, the respondents were profiled in terms of their de-

mographics and travel experiences. The second step involved preliminary analyses of 

missing values, outliers, and normality assumptions that needed to be addressed before a 

formal analysis could be conducted. Additionally, the initial unidimensionality and relia-

bility of the measurement scale were examined. The reliability and initial evidence of va-

lidity were used by Cronbach’s alpha reliability and exploratory factor analysis (EFA).  

 In the third step, the measurement model or CFA was examined by observing the 

model’s fit level. Construct validity was determined in terms of convergent and discrimi-

nant validity. Convergent validity was assessed by observing values of average variance 

extracted (AVE), construct or composite reliability (CR), and standardized factor load-

ings in the measurement model (Hair et al., 2005). To substantiate the evidence of dis-

criminant validity, the values of average variance extracted (AVE) among constructs 

were compared to squared multiple correlations (SMC) (Hair et al., 2005).  

 In the final step, the fit of the proposed model and the research hypotheses was 

tested with SEM. The structural model was used to estimate parameters and test hypothe-

ses. The model fit in both measurement and structural models was evaluated using con-

ventional fit indices. To assess the model’s goodness-of-fit, commonly employed model-

fit measures were employed: Chi-Square statistic, Chi-Square/df ratio (CMIN/DF), 

Goodness-of-Fit Index (GFI), Normed Fix Index (NFI), Root Mean-Square Error of Ap-
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proximation (RMSEA), Relative Fit Index (RFI), Comparative Fit Index (CFI), Incre-

mental Fit Index (IFI), and Parsimony Normed Fit Index (PNFI) (Byrne, 2001; Kline, 

2005; Schumacker & Lomax, 2004). 
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CHAPTER IV 

ANALYSIS AND RESULTS 

 This chapter contains the results of data collection and the findings of applied sta-

tistical tests. The first part addresses the characteristics of respondents, including culinary 

tourists’ demographics, travel origins, and experiences. The second part concerns the re-

sults of preliminary data analyses, including missing values, outliers, and normality as-

sumptions that needed to be addressed before a formal analysis could be conducted. Ad-

ditionally, a summary of the initial unidimensionality and reliability of the measurement 

scale is included. The third part contains the results of CFA measuring culinary tourists’ 

motivation, food event image, affect, overall satisfaction, food event loyalty, and destina-

tion loyalty. The last part presents the fit of the proposed model and the research hypoth-

eses using SEM.  

4.1. Characteristics of Respondents 

 The survey was conducted at the 17
th

 Hadong Wild Tea Cultural Festival, which 

took place in Hadong county, South Gyeongsang province, South Korea from May 2-6, 

2012. A total of 580 questionnaires were handed out with recruiting material at the start 

of the survey. Out of 580 questionnaires, 543 usable questionnaires were collected, yield-

ing a 94% overall response rate. Descriptive analyses were performed on visitors' demo-

graphic characteristics, origin, and travel characteristics. To provide an overview of the 

respondents' profiles, several items were included pertaining to the following: age, gender, 

marital status, education, occupation, income, information source, visiting experience in-

cluding the event and destination, and residence.   

http://en.wikipedia.org/wiki/South_Korea
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4.1.1. Demographic Characteristics 

 Of the 543 usable responses, the majority of respondents were female; there were 

352 female respondents (64.8%) and 191 male respondents (35.2%). The majority of re-

spondents were between 40 and 49 years of age (164, 30.2%); the second largest age 

group was between 30 and 39 years of age (136, 25%), followed by the groups between 

20 and 29 years of age (125, 23%) and above 50 years of age (118, 21.7%). The majority 

of respondents were married (346, 63.7%); 169 (31.1%) respondents were single, and 28 

(5.2%) respondents reported “other” marital status. Respondents’ levels of educational 

attainment were as follows: four-year college (210, 38.7%), two-year college (148, 

27.3%), high school (88, 16.2%), master’s (52, 9.6%), Ph.D. (28, 5.2%), and less than 

high school (17, 3.1%).  

 In terms of respondents’ occupation, professional or technical (145, 26.9%) was 

the most common response, followed by manager or administrator (87, 16%), company 

employee (76, 14%), student (65, 12%), other (43, 7.9%), housewife (42, 7.7%), educator 

(40, 7.4%), sales worker (26, 4.8%), and retired (19, 3.5%). Monthly household income 

for the largest group of respondents was between $4,001 and $6,000 (218, 40.1%), fol-

lowed by $2,001 to $4,000 (130, 23.9%), $6,001 to $8,000 (100, 18.4%), above $8,000 

(66, 12.2%), and below $2,000 (29, 5.3%). Table 4.1. presents the demographic charac-

teristics of respondents in this study. 
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Table 4.1. Demographic Characteristics of Respondents (N=543) 

 

           Characteristic                                Frequency (n)                      Percentage (%) 

       

          Age 

 20-29      125        23.0 

 30-39                   136        25.0 

 40-49                  164        30.2 

 50 above                  118        21.7 

          Gender 

 Male     191        35.2 

 Female     352        64.8 

          Marital Status 

 Single     169        31.1 

 Married     346                             63.7 

 Other         28          5.2 

          Education 

 Less than high school        17          3.1 

 High school        88        16.2 

 Two-year college   148        27.3 

 Four-year college   210        38.7 

 Master’s       52          9.6 

 Ph.D.        28          5.2 

           Occupation 

 Professional or technical   145         26.7 

 Manager or administrator      87         16.0 

 Company employee      76        14.0 

 Student           65         12.0 

 Retired                      19           3.5 

 Sales worker        26           4.8 

 Educator         40           7.4 

 Housewife         42           7.7 

 Other                     43           7.9 

           Monthly Income 

   Below   $2,000        29           5.3 

 $2,001- $4,000                  130        23.9 

 $4,001- $6,000    218        40.1 

 $6,001- $8,000    100        18.4 

             Above   $8,000       66        12.2 
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4.1.2. Travel Origin and Characteristics 

 The major information source of respondents used to find out about the event was 

a friend/business associate/relative (249, 45.9%), followed by Internet search en-

gine/event website (117, 21.5%), newspaper/magazine article (47, 8.7%), other (72, 

13.3%), TV/radio show/commercial (46, 8.5%), and travel agents (12, 2.2%). In the 543 

usable responses, the majority of respondents indicated that they had no previous visita-

tion experience of the event (246, 45.3%), followed by once (189, 34.8%) and more than 

one time (108, 19.9%). The majority of respondents had visited the destination more than 

5 times (179, 33%), followed by first-time destination visitors (177, 32.6%), 2-3 time 

destination visitors (132, 24.3%), and 4-5 time destination visitors (97, 17.9%).  

 Finally, respondents were asked to indicate where they came from to attend the 

event. The majority of respondents came from Gyeongsang province (278, 51.2%), fol-

lowed by Jeolla province (97, 17.9%), Gyeonggi province (83, 15.3%), Chungcheong 

province (37, 6.8%), Seoul city (36, 6.6%), and Gangwon province (12, 2.2%). They 

were from 5 different provinces and the capital city (Seoul) in South Korea. Gyeonggi 

province is the most populous province in South Korea. Seoul, South Korea's largest city 

and national capital, is located in the heart of the province but has been separately admin-

istered as a provincial-level special city. Gangwon province is located in the northeast 

part of South Korea, while Chungcheong province is located in the central part of South 

Korea. Gyeongsang province is located in the southeastern part of Korea. Hadong county 

is situated in the southern area of Gyeongsang province. Half of them originated from 

Gyeongsang province, which is geographically close to the event and the host destination. 

Jeolla province is located in the southwestern part of South Korea, bounded on the east 

http://en.wikipedia.org/wiki/Administrative_divisions_of_South_Korea
http://en.wikipedia.org/wiki/South_Korea
http://en.wikipedia.org/wiki/Seoul
http://en.wikipedia.org/wiki/Special_cities_of_Korea
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by Gyeongsang province. The second largest group contained respondents from Jeolla 

province. Table 4.2. contains data on the travel origin and characteristics of respondents 

in this study.   

          

Table 4.2. Travel Origin and Characteristics of Respondents (N=543) 

 

            Characteristic                                 Frequency (n)                      Percentage (%) 

 

            Information Source 

                 Internet search engine/ 

                 Event website    117         21.5 

                 Newspaper/magazine article      47                8.7 

                 Friend/business associate/relative  249         45.9 

                 TV/radio show/commercial     46            8.5 

                 Travel agents       12           2.2 

                 Other        72         13.3 

            Event Visitation 

                 Never      246         45.3 

                 First time      189         34.8 

                 More than one time     108                                     19.9 

            Destination Visitation 

                 First time      177         32.6 

                 2-3 times      132         24.3 

                 4-5 times        55         10.1 

                 More than 5 times                179        33.0 

            Residence            
                 Gyeonggi province      83         15.3 

                 Chungcheong province      37            6.8 

                 Gyeongsang province    278        51.2 

                 Jeolla province      97                      17.9 

                 Gangwon province      12                                        2.2 

                 Seoul  City       36             6.6 

 
 Note: Gyeonggi province (northwestern region); Gangwon province (northeastern region);

 Chungcheong province (central region); Gyeongsang province (southeastern region);  

 Jeolla province (southwestern region); Seoul city as national capital is located in the heart 

 of the Gyeonggi province, but has been separately administered as a provincial-level special city. 

 

 

http://en.wikipedia.org/wiki/Gyeongsang
http://en.wikipedia.org/wiki/Special_cities_of_Korea
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4.2. Preliminary Data Analyses 

 The quality of statistical analysis is influenced by how well the data were pre-

pared and converted into a form suitable for analysis. Thus, before conducting statistical 

analysis to test the hypotheses, the raw data were subjected to preliminary analyses. The 

first steps were data coding and treating missing data. Following this process, outliers and 

normality were examined using Statistical Package for Social Sciences (SPSS) version 

17.0. In addition, the initial unidimensionality and reliability of each construct were in-

vestigated. 

4.2.1. Missing Values 

 A total of 580 questionnaires were collected and 37 of the returned questionnaires 

were eliminated as the data were being coded because they were returned blank or were 

only partially completed. After the unusable questionnaires were eliminated, 543 ques-

tionnaires were coded and used for data analysis. Missing data may occur for a number of 

reasons and can have an impact on the statistical results of a study. Missing data may re-

sult from invalid procedural factors on the part of the researcher or may derive from re-

spondents who refuse to respond to certain items on the questionnaire (Hair et al., 2005).  

 In this study, missing values analysis revealed that 36 respondents (< 10% of the 

entire sample) did not answer one or two items or fewer representing a single variable 

from the standardized measures. Mean replacement values were calculated to replace 

missing values for respondents who were missing one or two items or fewer on a given 

variable. This procedure has been recommended on the basis that it does not change the 

overall mean value of a given variable and therefore is a conservative method for replac-

ing missing values (Tibachnick & Fidell, 2007). However, a noted undesirable effect of 



                                                                       Texas Tech University, Eunmi Sohn, December 2012  

 

 

75 

 

mean replacement is that it runs the risk of decreasing the variance of a variable. Yet cas-

es with few missing values are less prone to such risks (Tibachnick & Fidell, 2007). Thus, 

the decision to retain only cases with two or fewer missing items on a given variable was 

made. 

4.2.2. Outliers 

 Data screening was conducted after data entry in order to detect any outliers that 

might exist in the dataset. Outliers, which can create serious problems in multivariate da-

ta analysis, may occur when researchers make data entry errors, when a respondent is not 

a member of the population for which the sample is intended, or when a respondent is 

simply different from the remaining sample (Tabachnick & Fidell, 2007). Box plot and z-

scores were conducted to identify univariate outliers. Any z value greater than +3.00 or 

less than -3.00 indicates an unlikely value, and the case should be considered an outlier. 

A total of 13 outliers on 8 out of 39 continuous variables were detected. The number of 

outliers on each variable ranged from 1 to 4. Cohen and Cohen (1983) provide the fol-

lowing tip on outliers: “if outliers are few (less than 1% or 2% of n) and not very extreme, 

they are probably best left alone” (p. 128). Thus, outliers were retained in this study. 

 For multivariate outliers, Mahalanobis distance was conducted to detect the exist-

ence of any multivariate outliers using AMOS 17.0. Mahalanobis distance is defined as 

the distance of a case from the centroid of the remaining cases, where the centroid is the 

point created by the means of all the variables (Tabachnick & Fidell, 2007). Mahalanobis 

distance is computed as a chi-square statistic with degrees of freedom equal to the num-

ber of variables in the analysis (Tabachnick & Fidell, 2007). The acceptable value for 

Mahalanobis distance, p < .001, is determined by comparing the obtained value for 
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Mahalanobis distance to the chi-square critical value (Mertler & Vannatta, 2004). No 

substantial outliers were found after performing these procedures.    

4.2.3. Normality 

 Normality is the degree to which the data are normally distributed (Hair et al., 

2005). As SEM is utilized for testing the hypotheses in this study, a violation of 

univariate or multivariate normality can invalidate statistical hypothesis testing (Kline, 

2005). This is because lack of normality can inflate the chi-square statistic and produce 

upward bias in critical values for determining coefficient significance. It is suggested that, 

depending on the degree of violation of normality, different estimation methods can be 

applied to test hypotheses in SEM. Byrne (2001) suggests that variables can be consid-

ered moderately non-normal if they indicate skewness values ranging from 2.00 to 3.00 

and kurtosis values from 7.00 to 21.00. A normality test was conducted in SPSS 17.0 to 

ascertain whether the data were normally distributed. The test results revealed that all 

skewness and kurtosis values were between +1 and -1, which meant that the current data 

were normally distributed. Upon further investigation of skewness and kurtosis in AMOS 

17.0, it was found that there were no serious deviations from multivariate normality. Ta-

ble 4.3. depicts the mean, standard deviation scores, skewness, and kurtosis. 

 

 

 

 

 

 

 
 



                                                                       Texas Tech University, Eunmi Sohn, December 2012  

 

 

77 

 

Table 4.3. Mean, Standard Deviation Scores, Skewness, and Kurtosis 

 

 Item                               Variable                                            M      SD  Skewness  Kurtosis 

 

MOT01 To spend time with family/friends   5.39 1.52       -.790  -.064    

MOT02 To socialize with friends/group               4.67 1.49       -.261   .383 

MOT03 To gain popularity among my friends and family 3.82      1.69   .051     -.563 

MOT04 To relive boredom                  4.11 1.41  -.113  -.660 

MOT05 To see new and different things               5.39 1.41  -.690  -.091 

MOT06 To change the pace of everyday life               5.25 1.44       -.820   .461 

MOT07 To learn about food and tea traditions, culture  

              and customs      5.13 1.42       -.510   -.174 

MOT08 To experience a variety of different food and tea    5.26 1.43       -.740      .233 

MOT09 To taste/buy local food and tea    5.06  1.55  -.610  -.160 

MOT10 To enjoy this event setting/location    5.35  1.38   -.760   .350 

MOT11 To enjoy this event atmosphere        5.37  1.37  -.711   .032 

 

FEI01 The quality of programs/activities is excellent       4.99  1.28   -.194  -.271 

FEI02 The programs/activities for all ages are interesting   4.74    1.39    -.252  -.150 

FEI03 The programs/activities are well-organized        4.85  1.35  -.363  -.050 

FEI04 The variety of food and tea products is impressive  4.99  1.36   .462   .063 

FEI05 The quality of food and tea products is good      4.61  1.35  -.192  -.084 

FEI06 The price of food and tea products is reasonable     4.84  1.38  -.291  -.383 

FEI07 The visitor information (e.g., brochures, maps,  

            visitor guide and assistance services, etc.)is useful 5.23  1.29  -.501  -.128 

FEI08 Staff/volunteers’ response to any requests are  

           quick and accurate                 5.08  1.40  -.522  -.108 

FEI09 Staff/volunteers are friendly         5.29  1.32  -.591  -.042 

FEI10 The sites of this event are comfortable        5.26  1.38  -.624  -.043 

FEI11 The location of this event is convenient        4.93  1.47  -.424  -.381 

FEI12 Hadong is an appealing location for this event  5.66  1.33  -.983   .611 

FEI13 The atmosphere of this event is authentic                  5.21  1.32  -.653   .341 

 

AFF01 I feel pleased about this event        5.28 1.30  -.212   .213 

AFF02 I feel excited about this event        5.18  1.35   .022   .203 

AFF03 I feel relaxed at this event                      5.34 1.35   .382   .207 

AFF04 I feel stimulated by this event                      5.29 1.34   .193   .219 

 

 

 

 

 



                                                                       Texas Tech University, Eunmi Sohn, December 2012  

 

 

78 

 

Table 4.3. Mean, Standard Deviation, Skewness, and Kurtosis (Continued) 

 

Item                                Variable                                                M    SD  Skewness Kurtosis 

 

SAT01 I believe I made the right decision to visit this event     5.52    1.35    .292    .291 

SAT02 This event is one of the best I have ever visited     5.13     1.42     -.015    .204 

SAT03 I am satisfied with my experience at this event               5.34    1.39    .026    .203 

 

FL01 I would recommend others to visit this event       5.39     1.33    .196    .210 

FL02 I would say positive things about this event to others     5.44     1.35    .415    .214 

FL03 I would probably visit this event in the future       5.01     1.45   -.214    .214 

FL04 I would prioritize this event over other events  

         when deciding whether to attend                                        5.34    1.42    .072    .213 

 

DL01 I would recommend that others visit this host  

    destination          5.49    1.31      .372    .213 

DL02 I would say positive things about this host destination 

           to others          5.60     1.30    .634    .216 

DL03 I would probably visit this host destination in the future   5.59     1.40    .493    .211 

DL04 I would prioritize this host destination over other  

          places when deciding whether to travel          5.15     1.40   -.338    .215 

 

4.2.4. Unidimensionality and Reliability  

 Unidimensional measures imply that a set of measured variables has only one 

fundamental construct; therefore, it is critically important when more than two constructs 

are involved in the proposed model (Hair et al., 2005). The reliability test assumes the 

unidimensionality of each construct in the model but does not ensure unidimensionality 

(Hair et al., 2005). Prior to testing the reliability of the measurement scales, 

unidimensional measures were assessed based on the results of exploratory factor analy-

sis (EFA) with principal component extraction and the varimax rotation method.   

 The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy is used to exam-

ine the appropriateness of the use of factor analysis (Hair et al., 2005). A range of .5 - 1 
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in KMO indicates that the use of factor analysis is warranted. The measure of sampling 

adequacy for each construct was as follows: motivation, .80; food event image, .93; af-

fect, .84; overall satisfaction, .75; food event loyalty, .85; and destination loyalty, .84. All 

values were well above .50. Bartlett's test of sphericity for each construct was statistically 

significant at the p < .001 level. The items used for each construct explained a substantial 

amount of the variance of their constructs. In addition, although factor loadings of .30 

to .40 are considered acceptable, factor loadings greater than .50 are generally necessary 

for practical significance (Hair et al., 2005). The results showed that all of the items for 

each construct were retained only when the absolute size of their factor loading was 

greater than .50, except for MOT01 item “To spend time with family/friends”, MOT02 

item “To socialize with friends/group”, MOT03 item “To gain popularity among my 

friends and family”, and MOT04 item “To relive boredom” in relation to the motivation 

construct.  

 Next, a reliability test was conducted to determine the internal consistency of re-

sults using the coefficient alpha. Cronbach’s alpha coefficient is the most general meas-

ure of reliability for a multi-item scale (Sekaran, 1992). It is generally recommended that 

a measurement scale have a Cronbach’s coefficient above .70 to be acceptable. The 

Cronbach’s alpha coefficients for each construct were greater than .70. The coefficient 

alpha estimates for each of the six constructs were as follows: motivation (α = .87), food 

event image (α = .93), affect (α = .92), overall satisfaction (α = .91), food event loyalty (α 

= .93), and destination loyalty (α = .93).   

 Additionally, corrected item-total correlation analyses were performed for each 

construct. As for food event image, all of the items met the cutoff value of .50, ranging 
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from .61 to .74. As for affect, all of the items met the cutoff value of .50, ranging 

from .75 to .86. As for overall satisfaction, food event loyalty, and destination loyalty, all 

of the items for each construct met the cutoff value of .50, ranging from .80 to .84, 

from .82 to .88, and from .76 to .86, respectively. Based on the suggested cutoff values, 

all measures appeared to be good indicators of each construct. Thus, thirty-five items 

were retained and considered reliable. Four items from the motivation construct were de-

leted because the values were below the recommended level (low factor loading and cor-

rected item-total correlation). Table 4.4. contains the results of exploratory factor analysis 

and the reliability of each construct. 

 

 

 

 

 

 

 

 

 

 

 

 



                                                                       Texas Tech University, Eunmi Sohn, December 2012  

 

 

81 

 

Table 4.4.  Results from Exploratory Factor Analysis and Reliability  

                                                                                                                                                                                                  

                      Factor      Variance          Item-total            

    Variable                                                                   loading    explained (%)  correlation   α 

                                                                                         

    Motivation                                                     

 

    To see new and different things                             .70        56.39%          .60           .87               

    To change the pace of everyday life                               .71                  .61     

    To learn about food and tea traditions,  

    culture and customs                                .76                 .65     

    To experience a variety of different food and tea              .83                  .74     

    To taste/buy local food and tea                                .81                  .70     

    To enjoy this event setting/location                       .74                  .64    

    To enjoy this event atmosphere                      .69                             .58     

 

    Food Event Image       

                                                                                                                                                                                    
    The quality of programs/activities is excellent                   .77        55.87%         .72       .93                

    The programs/activities for all ages are interesting      .78               .74 

    The programs/activities are well-organized           .81                .76 

    The variety of food and tea products is impressive      .78                .74 

    The quality of food and tea products is good          .71                           .66 

    The price of food and tea products is reasonable     .67                           .61 

    The visitor information (e.g., brochures, maps,  

    visitor guide and assistance services, etc.) is useful          .74                           .69 

    Staff/volunteers’ response to any requests are  

    quick and accurate                         .76                .71 

    Staff/volunteers are friendly           .75                           .70 

    The sites of this event are comfortable          .77                            .72 

    The location of this event is convenient            .72                            .66 

    Hadong is an appealing location for this event      .71                           .66 

    The atmosphere of this event is authentic                          .74                            .69  

 

    Affect           
                 

    I feel pleased about this event            .93       80.55%          .85           .92                    

    I feel excited about this event                 .92                .86 

    I feel relaxed at this event                  .89                .75 

    I feel stimulated by this event                 .85               .80 
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Table 4.4.  Results from Exploratory Factor Analysis and Reliability (Continued) 

                                                                             

                         Factor       Variance        Item-total            

    Variable                                                                     loading    explained (%) correlation   α 

                                                                                         

    Overall Satisfaction                    
 

    I believe I made the right decision to visit this event           .91        84.29%    .80       .91   

    This event is one of the best I have ever visited       .91                         .81 

    I am satisfied with my experience at this event                    .93                         .84 

 

    Food Event Loyalty                                          
                     

    I would recommend others to visit this event                      .92         83.62%   .85           .93             

    I would say positive things about this event to others       .94                  .89 

    I would probably visit this event in the future                     .90                  .83 

    I would prioritize this event over other events  

  when deciding whether to attend                                         .90                             .82 

 

   Destination Loyalty   

                                            
   I would recommend that others visit this host destination   .92          81.89%        .85     .93               

   I would say positive things about this host destination  

   to others                                                                                .93                   .86                       

   I would probably visit this host destination in the future     .91      .84 

   I would prioritize this host destination over other  

   places when deciding whether to travel          .86                 .76 

 

 

4.3. Measurement Model 

 The proposed model was tested through SEM using AMOS 17.0. The major fea-

ture distinguishing SEM from other multivariate techniques is that it incorporates two 

structures, a measurement model and a structural model, in a single structure in which 

multiple equations can be estimated simultaneously (Schumacker & Lomax, 2004). 

Measurement models describe the relationships between observed variables and the con-

cepts that those variables are hypothesized to measure, whereas structural models specify 

hypothesized relationships among latent constructs (Schumacker & Lomax, 2004).  



                                                                       Texas Tech University, Eunmi Sohn, December 2012  

 

 

83 

 

 After preliminary data analyses were conducted, the measurement model was 

evaluated before the structural model using the two-step approach suggested by Anderson 

and Gerbing (1988). In processing the CFA, this study utilized maximum likelihood es-

timation (ML) as a method of parameter estimation when the sample number was greater 

than 100 (Ding, Velicer & Harlow, 1995). The sample size (n = 543) of this study was 

adequate for assessment with this CFA measurement model. Consequently, the measures 

were validated through a process of CFA, which tested the measurement model by speci-

fying the posited association of the thirty-five observed variables and the six underlying 

latent constructs including motivation, experiential perception/food event image, affect, 

satisfaction, food event loyalty, and destination loyalty.   

4.3.1. Measurement Model Evaluation and Modification 

 The measurement model was composed of six latent constructs and the thirty-five 

observed variables, including seven motivation-related variables, thirteen food event im-

age-related variables, four affect-related variables, three satisfaction-related variables, 

four food event loyalty-related variables, and four destination-related variables. First, the 

CFA measurement model was assessed by examining offending estimates. Examples of 

offending estimates are 1) negative error variances for any construct; 2) standardized re-

gression coefficients exceeding or very close to 1.0; or 3) very large standard errors asso-

ciated with any estimated coefficient. It suggests that researchers consider eliminating 

one of the constructs when correlations in the standardized solution exceed 1.0 (Hair et 

al., 2005). The CFA measurement model revealed none of the offending estimates.   
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 Next, the CFA measurement model was assessed to determine whether it fit the 

data set through the examination of model fit indices. Chi-square (2
) value is one of the 

most widely employed criteria for model fit. However, it has been argued that there are 

problems associated with the use of  
2 

due to the influences of sample size and devia-

tions from multi-normality (Byrne, 2001). It has therefore been suggested that it is neces-

sary to include other fit indices to gain a holistic understating of overall fit. Thus, com-

mon and widely employed model fit indices were used, including relative Chi-square 

(2
/df), Goodness of Fit Index (GFI), Root Mean-Square Error of Approximation 

(RMSEA), Normed Fix Index (NFI), Relative Fit Index (RFI), Comparative Fit Index 

(CFI), Incremental Fit Index (IFI), and Parsimony Normed Fit Index (PNFI). The initial 

result for the measurement model showed some misfit, as its goodness-of fit statistics fell 

out of the acceptable range (2
(546)  = 2468.567,  p = .000, 2

/df = 4.521, RMSEA = .080, 

CFI = .88, NFI = .85, GFI = .88, RFI = .84, IFI = .88, and PNFI = .78).  

 According to Kline (2005), Byrne (2001), and Browne and Cudeck (1993), the 

Comparative Fit Index (CFI), Normed Fit Index (NFI), Incremental Fit Index (IFI), Rela-

tive Fit Index (RFI), and Goodness of Fit Index (GFI) may range in value from 1 to .0. 

Values greater than .9 indicate a good fit for the data, while values higher than .95 indi-

cate an excellent fit for the data. Additionally, Kline (2005) asserted that values for Root 

Mean Square Error of Approximation (RMSEA) between .05 and .08 suggest a good 

model fit, whereas values higher than .1 suggest poor fit, while the value of the relative 

Chi-square (2
/df) should be less than 3. Based on the recommended values, the initial fit 

of the measurement model was rejected, and model modification was deemed necessary.  
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 In the process of model modification, it has been suggested that researchers iden-

tify low standardized factor loading, low squared multiple correlation  (SMC= R
2
), a high 

modification index (MI), and high standardized  residuals, and then delete them so as to 

arrive at an acceptable model fit criterion level. For example, modification is needed if a 

modification index (MI) between a pair of correlated error terms exceeds 20 (Li, 2006), 

and most standardized residuals should be less than two in absolute value with a correct 

model (Joreskog & Sorbom, 1984; Schumacker & Lomax, 2004). In the process of modi-

fication, thirteen observed variables were deleted one by one because of low standardized 

factor loading, low squared multiple correlation, high modification index, and high stand-

ardized residual covariance.  

 For example, nine observed variables (MOT05 item, MOT06 item, and MOT11 

item from the motivation construct and FEI01 item, FEI06 item, FEI07 item, FEI09 item, 

FEI11 item, and FEI13 item from the food event image construct) were deleted because 

of the low squared multiple correlations and high modification indexes, as suggested by 

Li (2006).  In addition, four observed variables with high modification indexes and large 

standardized residuals were deleted (AFF03 item, AFF04 item, FL04 item, and DL03 

item from the affect, food event loyalty, and destination loyalty constructs, respectively), 

as suggested by Joreskog and Sorbom (1984). These deleted items were conceptually as-

sociated to some extent with the remaining variables in the underlying construct. 

 Further, the model fit could be significantly improved by permitting pairs of er-

rors to correlate. The first correlation was between “e5” (FEI02 item, “The pro-

grams/activities for all ages are interesting”) and “e6” (FEI03 item, “The pro-

grams/activities are well-organized”). According to Jöreskog (1993), every correlation 
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between error terms must be justified and interpreted. In this case, the specification of an 

error correlation between e5 and e6 can be substantiated theoretically, as both measure-

ment items are related to programs/activities. In the same vein, it was considered appro-

priate to re-estimate the model with error covariance between “e7” (FEI04 item, “The 

variety of food and tea products is impressive”) and “e8” (FEI05 item, “The quality of 

food and tea products is good”), specified as a free parameter. Figure 4 represents the fi-

nal modified measurement model. 

 The final modified model exceeded the initial measurement model on all good-

ness-of-fit indices after fourteen executions, providing evidence to support the assertion 

that these model modifications were necessary and meaningful. The result of the estima-

tion for the final measurement model proved quite satisfactory (2
(192) = 537.638, p = .000, 

2
/df = 2.800, RMSEA = .058, CFI = .965, NFI = .946, GFI = .917, RFI = .935, IFI 

= .965, and PNFI = .786). The overall goodness-of-fit indices of the CFA measurement 

model are summarized in Table 4.5.                   
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              Figure 4. The Final CFA Measurement Model 
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Table 4.5. CFA Measurement Model Fit  

 
                    Goodness-of-fit         The proposed model            Desired values  

                                                                              

  2
/ df                   2.8             < 3.0 

        RMSEA               .058             < .08 

                   NFI                 .95              >.90 

  RFI                .94              >.90 

  CFI                .97              >.90 

  GFI                .92              >.90 

  IFI                 .97              >.90 

  PNFI                .79              >.50 

 

 

4.3.2. Composite Reliability and Convergent Validity 

  One of the greatest advantages of CFA is its ability to assess the construct validity 

of a proposed measurement theory. Construct validity is the extent to which a set of meas-

ured items reflects the theoretical latent construct the items are designed to measure (Hair 

et al., 2005). Thus, construct validity relates to the accuracy of measurement. Construct 

validity can be examined via discriminant validity and convergent validity. Hair et al. 

(2005), describing convergent validity, explain, “the items that are indicators of a specific 

construct should converge or share a high proposition of variance in common” (p. 776). 

Convergent validity can be assessed by examining the standardized factor loadings for 

constructs (standardized regression weights in AMOS), composite reliability (CR), and 

average variance extracted (AVE).  

  In order to achieve high convergent validity, all standardized factor loadings 

should be at least .5 and perfectly .7 and highly significant (Hair et al., 2005). Average 

variance extracted (AVE) assesses the amount of variance captured by a set of items on a 

scale relative to measurement error (Fornell & Larcker, 1981). The AVE measure should 

be computed for each latent construct in a measurement model. A rigorous level of .5 or 
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above has been advocated for AVE (Fornell & Larcker, 1981; Hair et al., 2005). This val-

ue can be calculated using standardized factor loadings from AMOS output. Thus, stand-

ardized factor loadings, composite reliability, and average variance extracted were used to 

estimate the relative amount of convergent validity. Except for MOT10 item, 0.589, all 

standardized factor loadings ranged from 0.648 to 0.946, indicating that constructs provid-

ed a better explanation of the variance for the corresponding items as suggested by Hair et 

al. (2005). All t-values (critical ratios in AMOS) were significant (p < .001), confirming 

evidence of convergent validity (Fornell & Larcker, 1981; Hair et al., 2005). A summary 

of estimate parameters of the final CFA measurement model is shown in Table 4.6. 
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Table 4.6.  Parameter Estimates of CFA Measurement Model  

   

               Item       Unstandardized       Standardized       S. E.                t-value             p-value                        

     Factor Loading      Factor Loading 

   

      MOT07             .852            .766  .044   19.228            .000*** 

  MOT08            1.016  .909  .044  23.011            .000*** 

  MOT09            1.000  .825      

  MOT10              .639  .589  .044  14.403            .000*** 

  FEI02            1.000              .761      

  FEI03            1.008              .789  .043  23.535            .000*** 

  FEI04                .956  .740  .054  17.585            .000*** 

  FEI05  .793  .648  .053  14.975            .000*** 

  FEI08  .917  .688  .057  16.074            .000*** 

  FEI10  .949  .726  .056  17.007            .000*** 

  FEI12  .875  .696  .055  16.035            .000*** 

  AFF01            1.000  .924 

  AFF02            1.026  .915  .031  33.529            .000*** 

  SAT01  .959  .869  .036  26.787            .000*** 

  SAT02            1.000  .866 

  SAT03            1.012  .891  .035  28.634            .000*** 

  FL01              .942  .899  .026  36.842            .000*** 

  FL02            1.000  .946 

  FL03              .947  .850  .031  30.987            .000*** 

  DL01            1.000                    .906 

  DL02              .991   .905  .031   30.987            .000*** 

  DL04              .936  .794  .039  24.296            .000*** 

 

 *** p < .001 

 

  Next, composite reliability (CR) and average variance extracted (AVE) measures 

for each construct were assessed to determine whether the specified indicators were suffi-

cient in their representation of the constructs. Composite reliability ranged from .752 

to .870, demonstrating reliable latent constructs and internal consistency for all indicators. 

Internal consistency reliability estimates were all above the recommended threshold value 

of .70 (Nunnally & Bernstein, 1994). Moreover, the average variance extracted ranged 
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from .522 to .846, suggesting that the indicators are representative of the latent constructs. 

Higher AVE values signify that the indicators are representative of the latent construct. 

Because the AVE values obtained from the CFA were over .50, the convergent validity of 

all six latent constructs was confirmed. The summary of composite reliability (CR) and 

average variance extracted (AVE) of each construct is shown in table 4.7. 

 

Table 4.7. Composite Reliability (CR) and Average Variance Extracted (AVE) 

 

  Construct            Composite Reliability       Average Variance Extracted  

  Motivation (MOT)    .752             .610 

  Food Event Image (FEI)     .810           .522 

  Affect (AFF)    .863           .846 

  Satisfaction (SAT)    .842            .766 

  Food Event Loyalty (FL)   .870           .809 

  Destination Loyalty (DL)     .840           .757 

 

4.3.3. Discriminant Validity 

  Discriminant validity is demonstrated when different scales are used to measure  

different constructs and the correlations between these measures are not excessively high 

(Hair et al., 2005). The AVE estimates in each construct should exceed the squared inter-

construct correlations associated with constructs in the model (Fornell & Larcker, 1981; 

Hair et al., 2005).  The results in this study indicated that all squared inter-construct corre-

lations were lower than the AVE values for the corresponding latent constructs, with the 

exception of the correlation between satisfaction and affect.  

  For instance, the value of AVE for the destination loyalty construct (.76) was over 

the squared inter-construct correlations associated with constructs (i.e., between destina-
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tion loyalty and motivation, .14; between destination loyalty and food event image, .57; 

between destination loyalty and affect, .51; between destination loyalty and satisfac-

tion, .62; and between destination loyalty and food event loyalty, .72). However, the 

squared inter-construct correlation between satisfaction and affect was .77, indicating the 

same as the value of AVE for satisfaction. It was determined that the final modified meas-

urement model possessed construct validity and reliability because, when all its elements 

were considered in total, it performed moderately well. In summary, the measures were 

validated through a process of CFA, which involved testing the measurement model by 

specifying the posited association of the twenty-two observed variables and six underlying 

latent constructs. A summary of correlations among latent constructs is shown in table 4.8. 

 

Table 4.8. Correlations, Squared Correlations, and Average Variance Extracted  

 

Correlations among Latent Constructs (Squared) 

   MOT               FEI                 AFF                 SAT                FL               DL       AVE 

 MOT     1.00                               .61 

 FEI    .46** (.21)    1.00                                  .52 

 AFF   .39** (.15)      .84** (.71)     1.00                            .85 

 SAT    .45** (.20)      .86** (.74)       .88** (.77)     1.00                  .77 

 FL    .45** (.20)      .83** (.69)       .80** (.64)       .85** (.72)     1.00                      .81 

 DL   .38** (.14)      .75** (.57)       .71** (.51)       .79** (.62)       .85** (.72)   1.00     .76 

 

 Note: MOT=Motivation; FEI=Food Event Image; AFF=Affect; SAT= Satisfaction;  

  FL= Food Event Loyalty; DL= Destination Loyalty 

  a. ** p < .01 

  b. All AVEs  exceed .50, showing convergent validity. 

 c. All AVEs  are greater than the squared correlation estimates, showing discriminant validity. 
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4.4. Structural Model 

 Structural models are typically examined after measurement models. While a 

measurement model accentuates the relationships between latent constructs and measured 

items, a structural model emphasizes the nature and degree of the relationships between 

constructs (Hair et al., 2005). The most obvious use of a structural model is to test the 

significance of estimated coefficients (paths), which provide the basis for accepting or 

rejecting proposed relationships between latent constructs (Kline, 2005). Following the 

evaluation of the measurement model in terms of reliability, convergent validity, and dis-

criminant validity based on CFA results, SEM was used to test 12 hypotheses among 6 

latent constructs, which were drawn from theories and models. Six latent constructs in-

cluding motivation (MOT), food event image (FEI), affect (AFF), satisfaction (SAT), 

food event loyalty (FL), and destination loyalty (DL), and twenty-two observed variables 

were included when testing the structural model. .  

4.4.1. Overall Model Fit of Structural Model 

 The proposed structural model was analyzed using the refined constructs and var-

iables that resulted from the processes of measurement analysis. Overall goodness-of-fit 

statistics for the structural model showed that the model fit the data well (2
(196) = 

541.788, p = .000, 2
/ df = 2.764, RMSEA = .057, CFI = .97, NFI = .95, and GFI = .92, 

RFI = .94, IFI = .97 and PNFI = .80).  The overall fit of the structural model as well as 

the final measurement model is summarized in Figure 5 and Table 4.9. 
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Figure 5. Structural Model 
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Table 4.9. Model Fit Comparison of CFA and SEM 

 

               Goodness-of-fit                    CFA                        SEM                  Desired values                                                             

  2
/ df               2.80       2.76             < 3.0 

        RMSEA            .058       .057       < .08 

                   NFI              .95       .95                >.90 

  RFI             .94        .94                   >.90 

  CFI             .97                            .97                 >.90 

  GFI             .92                   .92                  >.90 

  IFI              .97                   .97                   >.90 

  PNFI             .79                            .80                  >.50 

  

 

 The fit of the structural model was also assessed with squared multiple correlation 

(R
2
) for structural equations, which indicates the amount of variance in each endogenous 

latent construct accounted for by the exogenous latent constructs in the relevant structural 

equation (Chi & Qu, 2008). The results indicated that motivation explained just 20.8% of 

the variance in food event image. 71% of the variance in affect was explained by food 

event image and motivation. 82.7% of the variance in overall satisfaction was explained 

by motivation, food event image, and affect. 76.7% of the variance in food event loyalty 

was explained by motivation, food event image, affect, and overall satisfaction. 73.8% of 

the variance in destination loyalty was explained by overall satisfaction and food event 

loyalty. Experiential perception of food event/food event image (FEI), affect (AFF), satis-

faction (SAT), food event loyalty (FL), and destination loyalty (DL) are endogenous la-

tent constructs in the proposed model; their squared multiple correlation (R
2
) is shown in 

Table 4.10. 
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Table 4.10. Squared Multiple Correlations for Constructs 

                      Endogenous latent constructs                              SMC (R
2
) 

   Food Event Image (FEI)                                        .208 

   Affect (AFF)         .710 

   Satisfaction (SAT)      .827 

   Food Event Loyalty (FL)               .767 

   Destination Loyalty (DL)                                      .738 

       

 

4.4.2. Hypothesis Testing and Path Coefficients 

 The relationships between the six latent constructs were assessed based on t-

values (critical ratios in AMOS) associated with path coefficients between the constructs. 

The hypothesized theoretical model and proposed hypotheses indicated that nine of the 

proposed paths were significant. Most of the proposed paths were supported; the excep-

tions were the relationships between motivation and affect, between motivation and food 

event loyalty, and between affect and food event loyalty. Therefore, the results supported 

nine out of twelve main hypotheses as shown in Table 4.11. 

 Hypotheses 1 and 2 investigated the relationships between visitors’ motivation 

and their experiential perception of the food event (H1) and between visitors’ motivation 

and their affect with the food event experience (H2). The results revealed that visitors’ 

motivation exerted a direct influence on their experiential perception of the food event 

(H1: β = .456, p < .001) but that visitors’ motivation did not exert a direct influence on 

their affect related to the food event experience (H2: β = .002, p > .05).  

 For example, the standard path coefficient for the effect of visitors’ motivation on 

their experiential perception was .456, which means that for each unit increase in visitors’ 
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motivation, the corresponding increase of their experiential perception was .456. The pos-

itive standard path coefficient revealed a positive influence of visitors’ motivation on 

their experiential perception, as predicted in hypothesis 1. However, the standard path 

coefficient for the effect of visitors’ motivation on their affect their with the food event 

experience was weak, which did not signal a positive relationship between these two con-

structs. Hence, hypothesis 2 was not supported. 

  Hypotheses 3 and 4 concerned the relationships between visitors’ motivation and 

their overall satisfaction (H3) and between visitors’ motivation and their loyalty to the 

food event (H4). The results revealed that visitors’ motivation exerted a direct influence 

on their overall satisfaction (H3: β = .072, p < .05) and that visitors’ motivation did not 

exert a direct influence on their loyalty to the food event (H4: β = .056, p > .05). The 

standard path coefficient for the effect of visitors’ motivation on their overall satisfac-

tion was .072, which indicates that for each unit increase of visitors’ motivation, the cor-

responding increase in their overall satisfaction was .072. The standard path coefficient 

for the effect of visitors’ motivation on their loyalty to the food event was weak, which 

did not signal a positive relationship. Hence, hypothesis 3 was supported and hypothesis 

4 was not supported. 

 Hypotheses 5, 6, and 7 concerned the relationships between visitors’ experiential 

perception of the food event and their affect with the food event experience (H5), be-

tween visitors’ experiential perception of the food event and their overall satisfaction 

(H6), and between visitors’ experiential perception of the food event and their loyalty to 

the food event (H7). The results revealed the following: visitors’ experiential perception 

of the food event exerted a direct influence on their affect with the food event experience 



                                                                       Texas Tech University, Eunmi Sohn, December 2012  

 

 

98 

 

(H5: β = .841, p < .001); visitors’ experiential perception of the food event exerted a di-

rect influence on their overall satisfaction (H6: β = .387, p < .001); and visitors’ experien-

tial perception of the food event exerted a direct influence on their loyalty to the food 

event (H7: β = .334, p < .001). For example, the standard regression coefficient for the 

effect of visitors’ experiential perception of the food event on their affect concerning the 

food event experience was .841, which indicates that for each unit increase of visitors’ 

experiential perception of the food event, the corresponding increase of their affect relat-

ed to the food event experience was .841. Hence, Hypotheses 5, 6, and 7 were supported. 

 Hypotheses 8 and 9 investigated the relationship between visitors’ affect regard-

ing the food event experience and their overall satisfaction (H8) as well as visitors’ affect 

concerning the food event experience and their loyalty to the food event (H9). The results 

revealed that visitors’ affect related to the food event experience exerted a direct influ-

ence on their overall satisfaction (H8: β = .524, p < .001) and that visitors’ affect regard-

ing the food event experience did not exert a direct influence on their loyalty to the food 

event (H9: β = .097, p > .05). For example, the standard path coefficient for the effect of 

visitors’ affect related to the food event experience on their loyalty to the food event was 

weak, which did not signal a positive relationship between the two constructs. Hence, hy-

pothesis 8 was supported and hypothesis 9 was not supported. 

 Hypotheses 10 and 11 investigated the relationship between visitors’ overall satis-

faction and their loyalty to the food event (H10), as well as between visitors’ overall sat-

isfaction and their loyalty to the host community (H11). The results revealed that visitors’ 

overall satisfaction exerted a direct influence on their loyalty to the food event (H10: β 

= .451, p < .001) and visitors’ overall satisfaction exerted a direct influence on their loy-
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alty to the host community (H11: β = .234, p < .001). Hence, hypotheses 10 and 11 were 

supported. Hypothesis 12 investigated the relationship between visitors’ loyalty to the 

food event and their loyalty to the host community (H12). The results revealed that visi-

tors’ loyalty to the food event exerted a direct influence on their loyalty to the host com-

munity (H12: β = .652, p < .001). Hence, hypothesis 12 was supported.   

 In conclusion, SEM analysis indicated acceptable fit for the proposed model of 

the relationships among motivation, experiential perception of food event/food event im-

age, affect, satisfaction, food event loyalty, and destination loyalty. With the exceptions 

of Hypothesis 2, “Visitors’ motivation will exert a direct influence on their affect with the 

food event experience”; Hypothesis 4, “Visitors’ motivation will exert a direct influence 

on their loyalty to the food event”; and Hypothesis 9, “Visitors’ affect concerning the 

food event experience will exert a direct influence on their loyalty to the food event”, all 

hypotheses were supported in this study. Table 4.12 and Figure 6 represent the summary 

of tested hypotheses and the diagram of final proposed model. 
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Table 4.11. Standardized Parameter Estimates of the Proposed Model 

 Hypothesized Path                                      Standardized           S.E.           t-value          p-value 

                                                                        Coefficient              

     

H1: Motivation            Food Event Image               .456                .041               9.280          .000 *** 

H2: Motivation            Affect                                  .002                .035                .062           .951 

H3: Motivation            Satisfaction                          .072               .029              2.373           .018* 

H4: Motivation            Food Event Loyalty             .056               .031              1.795           .073 

H5: Food Event 

               Image            Affect                                  .841               .057            16.965           .000*** 

H6: Food Event 

               Image            Satisfaction                         .387               .077              5.810           .000*** 

H7: Food Event 

              Image             Food Event Loyalty            .334               .090              4.454           .000*** 

H8: Affect                    Satisfaction                         .524               .063              8.448           .000*** 

H9: Affect                    Food Event Loyalty            .097               .079              1.300           .194 

H10: Satisfaction         Food Event Loyalty            .451               .086              5.405           .000*** 

H11: Satisfaction         Destination Loyalty            .234               .061              3.702           .000*** 

H12: Food Event 

             Loyalty           Destination Loyalty            .652               .060             10.069          .000*** 

 

 *** p < .001; *  p < .05  
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Table 4.12. Summary of the Tested Hypotheses  

                                    Hypotheses                                                             Results 

 Hypothesis 1 Visitors’ motivation will exert a direct influence                  Supported 

 on visitors’ experiential perception of the food event. 

 

 Hypothesis 2 Visitors’ motivation will exert a direct influence                  Not supported 

 on their affect with the food event experience. 

 

 Hypothesis 3 Visitors’ motivation will exert a direct influence                 Supported 

 on their overall satisfaction.  

 

 Hypothesis 4 Visitors’ motivation will exert a direct influence        Not Supported 

  on their loyalty to the food event. 

 

 Hypothesis 5 Visitors’ experiential perception of the food event  

       will exert a direct influence on their affect with the food event experience.     Supported 

 

 Hypothesis 6 Visitors’ experiential perception of the food event will               Supported  

 exert a direct influence on their overall satisfaction. 

 

 Hypothesis 7 Visitors’ experiential perception of the food event will     Supported  

 exert a direct influence on their loyalty to the food event. 

 

 Hypothesis 8 Visitors’ affect with the food event experience will exert           Supported  

 a direct influence on their overall satisfaction.  

 

 Hypothesis 9 Visitors’ affect with the food event experience will exert    Not Supported 

 a direct influence on their loyalty to the food event. 

 

 Hypothesis 10 Visitors’ overall satisfaction will exert a direct                       Supported   

       influence on their loyalty to the food event.  

 

 Hypothesis 11 Visitors’ overall satisfaction will exert a direct                         Supported  

       influence on their loyalty to the host community.  

 

 Hypothesis 12 Visitors’ loyalty to the food event will exert a                          Supported   

       direct influence on their loyalty to the host community. 
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Figure 6. Result of Final Proposed Model 
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CHAPTER V 

DISCUSSION AND CONCLUSION 

 The twelve hypothesized structural causal model was tested using structural equa-

tion modeling (SEM). Twenty-two variables represented the six constructs. As a result, 

nine hypotheses out of the twelve were supported in this study. This chapter consists of 

three parts. The first part summarizes the empirical research findings and discussion ac-

cording to the objectives of the present study. Based on these findings, the theoretical and 

managerial implications as well as contributions are discussed in the second part. The fi-

nal part presents the limitations of the study and recommends further research.   

5.1. Summary and Discussion of the Findings 

Although constructs and concepts such as motivation, image, satisfaction and loy-

alty have received considerable attention in the literature on marketing and consumer be-

havior, the conceptual model and empirical studies pertaining to causal relationships 

among those constructs have not been fully examined in the context of food-related 

events. Hence, this study aimed to offer a behavioral model of culinary tourists by exam-

ining the theoretical and empirical evidence on the relationships among visitors’ motiva-

tion, visitors’ experiential perception and affect, satisfaction, loyalty to the food event, 

and loyalty to the host destination.  

The first objective of this study was to examine the influence of visitors’ experi-

ential perception and affect on satisfaction, loyalty to the food event, and loyalty to the 

host destination. This study investigated the effects of image components (cognitive and 

affective aspects) separately on satisfaction and loyalty. Visitors’ experiential perception 
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of the food event had a direct effect on their affect with the food event experience, indi-

cating as being hierarchical. Both visitors’ experiential perception of the food event and 

their affect with the food event experience had direct influences on satisfaction. However, 

their affect with the food event experience had a stronger effect on satisfaction than did 

visitors’ experiential perception of the food event.  

With respect to loyalty to the food event as well as loyalty to the host destination, 

visitors’ experiential perception of the food event had a direct effect on loyalty to the 

food event; affect had an indirect effect on loyalty to the food event through satisfaction. 

Both visitors’ experiential perception of the food event and their affect with the food 

event experience had an indirect effect on loyalty to the host destination through satisfac-

tion. 

 The second objective was to examine the influence of visitors’ motivation on their 

experiential perception, affect, satisfaction loyalty to the food event, and loyalty to the 

host destination. Visitors’ motivation had a direct effect on visitors’ experiential percep-

tion of the food event while visitors’ motivation had an indirect effect on affect with the 

food event experience through visitors’ experiential perception of the food event. In addi-

tion, visitors’ motivation had a direct effect on satisfaction. With respect to loyalty to the 

food event as well as loyalty to the host destination, visitors’ motivation had an indirect 

effect on loyalty to the food event through satisfaction as well as through visitors’ experi-

ential perception of the food event. Visitors’ motivation had an indirect effect on loyalty 

to the host destination through satisfaction. 

 The third objective was to investigate the relationship among these constructs. 

This study confirmed that motivation and image components (cognitive and affective as-
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pects) were predictive factors of tourist satisfaction and post tourist behavior. Motivation 

was shown as a driving force on visitors’ perception and on their event experience. In ad-

dition, the affective aspects within the impression of the food-related event had the 

strongest effect on the tourist satisfaction while the cognitive aspects within the impres-

sion of the food-related event had a direct effect on loyalty to the food event. This means 

that the relative importance of image components within the overall impression of the 

food-related event to influence tourist satisfaction and post tourist behavior differed. 

 Finally, this study confirmed that satisfaction had a mediating role in determining 

both loyalty to the food event and loyalty to the host destination. Satisfied visitors are 

more likely to return to the event, recommend, and spread positive word-of-mouth about 

the food event and also, satisfied event visitors are more likely to recommend, spread 

positive word-of-mouth about the host community and prioritize this host destination 

over other places when deciding. In other words, the would-be loyal event visitors are 

more likely to become loyal to the host destination, following in a discussion of the find-

ings. 

 This study tested the relationships between visitors’ motivation and visitors’ expe-

riential perception and between visitors’ motivation and affect. As indicated by previous 

studies that tourists’ motivational factors influence their specific place choices and image 

perceptions (Baloglu & McCleary, 1999; Beerli & Martín, 2004; Jang & Cai, 2002; Tasci 

& Gartner, 2007), this study confirmed that visitors’ motivation had a direct effect on 

their experiential perception of the food event; however, visitors’ motivation did not have 

a direct effect on their affect with the food event experience. 
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 The findings revealed that visitors decided to attend the food-related event be-

cause of pull motivations such as “To learn about food and tea traditions, culture and cus-

toms,” “To experience a variety of different food and tea,” “To taste/buy local food and 

tea,” and “To enjoy this event setting/location." This study found  that the pull motivation 

indicators had a significant effect on visitors’ experiential perception of the food event, 

such as “The programs/activities for all ages are interesting,” “The programs/activities 

are well-organized,” “The variety of food and tea products is impressive,” “The quality of 

food and tea products is good,” “Staff/volunteers’ response to any requests are  quick and 

accurate,” “The sites of this event are comfortable,” and “Hadong is an appealing loca-

tion for this event.”  

 However, with respect to the effect of visitors’ motivation on their affect with the 

food event experience, the result was inconsistent with some studies' findings that tourist 

motivation exerts a direct influence on the affective aspects of impression of a place 

(Baloglu, 1997; Dann, 1996; Gartner, 1996; Walmsley & Jenkins, 1993). As push and 

pull motivation are analyzed together in this study, pull motivations are related to the 

perceptions and expectations of tourists in terms of attractiveness of a place or destination 

while push motivations are related to the inner needs of tourists in terms of emotional 

feelings.  

 Some studies indicated that since a place or destination is selected as a possible 

choice based on push-and-pull motivations (Lubbe, 1998), tourists base their primary im-

age on a variety of motivational factors (Chon, 1991; Vaughan & Edwards, 1999). There-

fore, tourists’ heterogeneous motivational behavior is argued to affect the importance of 

cognitive and affective aspects of impression of a place or destination in different ways. 
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  Thus, it could be explained that visitors’ need to acquire culinary culture or the 

related culinary experiences, led to visit only the specific place, the food-related event, 

which have the attributes that fulfill that need. Their pull motivations, in terms of the at-

tractiveness of the food-related event then exerted a direct influence on visitors’ experien-

tial perception of the food event. It meant that the attributes of the food-related event 

were of primary importance within the overall impression of the food-related event. 

 In terms of the structural relationships among motivation, satisfaction and loyalty, 

this study tested the relationships between visitors’ motivation and satisfaction and be-

tween visitors’ motivation and loyalty to the food event. As indicated by previous studies 

that motivations influence tourists’ satisfaction with a tourism experience and attitudinal 

loyalty (Crompton & McKay, 1997; Smith, Costello, & Menschen, 2010; Yoon & Usual, 

2005), this study confirmed that visitors’ motivation had a direct effect on satisfaction; 

however, visitors’ motivation did not have a direct effect on loyalty to the food event. 

 This study revealed that specific pull motivations directly influenced visitors’ sat-

isfaction. It has been proven that tourist satisfaction is significantly affected by motiva-

tion in contexts such as sightseeing in Washington State (Ross & Iso-Ahola, 1991), inter-

national cultural festivals (Lee, Lee, & Wicks, 2004) and visits to farm resorts (Lin, 

2005). The event-related studies have indicated that specific event motivations are 

significant predictors of satisfaction with the event (Schofield & Thompson, 2007; Smith, 

Costello, & Muenchen, 2010).   

 In an attempt to investigate the relationships among motivation, satisfaction, and 

destination loyalty with push-pull motivation theory, Yoon and Uysal (2005) reported 

that the push motivation did not significantly influence satisfaction; the pull motivation 
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directly and negatively affected satisfaction and indirectly and negatively affected desti-

nation loyalty. In addition, empirical evidence indicates that satisfaction has a mediating 

role between tourist motivation and their loyalty to place (Smith, Costello, & Muenchen, 

2010; Yoon & Usual, 2005).  

 Thus, this study supported that visitors’ pull motivations in terms of the attrac-

tiveness of the food-related event exerted a direct influence on visitors’ satisfaction with 

the event experience and visitors’ pull motivations in terms of the attractiveness of the 

food-related event exerted an indirect influence on loyalty to the food event through visi-

tors’ satisfaction as well as through visitors’ experiential perception of the food event.  

 In terms of the structural relationships among image, satisfaction and loyalty, this 

study tested the hierarchical relationship of image components between visitors’ experi-

ential perception of the food event and their affect with the food event experience and the 

relationships between visitors’ experiential perception of the food event and satisfaction, 

between visitors’ experiential perception of the food event and loyalty to the food event, 

between their affect with the food event experience and satisfaction, and between their 

affect with the food event experience and loyalty to the food event.   

In terms of the hierarchical relationship between visitors’ experiential perception 

of the food event and their affect with the food event experience, as indicated by previous 

studies that tourists’ cognitive perception of image has a direct influence on their affect 

(Baloglu & McCleary, 1999; Beerli & Martín, 2004; Gartner, 1993; Vogt & Andereck, 

2003; Phillips & Jang, 2008), this study confirmed that visitors’ experiential perception 

of the food event had a direct effect on  their affect with the food event experience, indi-

cating as being hierarchical.  
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For example, well-organized and interesting activities or programs for all ages, a 

variety of food and tea products, good product quality, and staff/volunteers’ service quali-

ty, environmental factors of event sites and the surrounding areas generated pleasure and 

excitement. This could be explained by previous evidence that affect depends on the cog-

nitive evaluation and is formed as a function of cognitive perception (Mehrabian & Rus-

sell, 1974; Russel & Pratt, 1980; Stern & Krakover, 1993).  

 Further, as indicated by previous studies that overall image and its components 

(cognitive and affective aspects) has a direct influence on satisfaction and loyalty (Bigné, 

Sanchez, & Sanchez, 2001; Castro, Armario, & Ruiz, 2007; Lee et al. 2005; Ryan & 

Cave 2005), this study confirmed that both visitors’ experiential perception of the food 

event and their affect with the food event experience had a direct effect on satisfaction 

and that visitors’ experiential perception of the food event  had a direct effect on loyalty 

to the food event while their affect with the food event experience did not have a direct 

effect on loyalty to the food event.  

 Based on the previous studies of image and its components as the direct anteced-

ent of satisfaction, this study confirmed the influence of cognitive and affective aspects 

within overall impression of the event on satisfaction obtained from the event experience, 

and loyalty to the food event. Within the overall impression of the event, visitors' affect 

with the food event experience had a stronger effect than visitors’ experiential perception 

of the food event on satisfaction.  

This might be because affect associated with the actual experience is a more im-

portant antecedent in satisfaction judgments of hedonic products (Mano & Oliver 1993; 

Smith & Bolton, 2002; Westbrook 1987, Westbrook & Oliver; Kempf, 1999). For exam-
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ple, the pleasure and excitement elicited from program contents/activities, authentic food 

and tea products, event settings/surrounding areas, and other supporting services includ-

ing staff/volunteers strongly influenced visitors’ satisfaction.   

 However, while visitors’ experiential perception of the food event had a direct 

effect on loyalty to the food event, affect did not have a direct effect on loyalty to the 

food event. This finding was inconsistent with Lucio, Maria, Miguel, and Javier’s (2006) 

study that affective image is the main antecedent of attitudinal loyalty, but that cognitive 

image is the most important antecedent of satisfaction. Previous studies have posited that 

the relative importance of image components within overall impression is influenced by 

tourist characteristics and motivations (Castro, Armario, & Ruiz, 2007; Hu & Ritchie 

1993; Um & Crompton 1992). In addition, cultural values can influence both tourists’ 

perception and tourist behavior (Richardson & Crompton, 1988).  

 Thus, considering that the relative importance of cognitive and affective compo-

nents of place image are influenced by tourist characteristics, motivations, and cultural 

values (Beerli & Martín, 2004; Chen & Kerstetter,1999), it could be possibly explained 

that visitors’ positive experiential perception of the food-related event, that is, the cogni-

tive aspects had a direct effect on their future behavior, that is, loyalty to the event be-

cause the cognitive aspects related to the attributes of the food-related event were of pri-

mary importance as the visitors’ motivational factors although visitors' affect elicited 

from the visitors’ experiential perception of the food-related event had a stronger effect 

on their satisfaction with the event experience. 

 In terms of the structural relationships between satisfaction and loyalty, this study 

tested the relationships between satisfaction and visitors’ loyalty to the food event, be-
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tween satisfaction and their loyalty to the host community, and between visitors’ loyalty 

to the food event and their loyalty to the host community. Like previous studies that satis-

faction has a direct influence on attitudinal loyalty (Castro, Armario, & Ruiz 2007; Chi & 

Qu, 2008; Prayag, 2008), this study confirmed that visitors’ satisfaction had the direct 

effect on visitors’ loyalty to the food event, which had such indicators as willingness to 

recommend others, positive word-of-mouth intention, and favorable intention to revisit 

the event, as well as their loyalty to the host community which had such indicators as 

willingness to recommend others, positive word-of-mouth intention, and priority inten-

tion when traveling. 

Loyalty and satisfaction are closely related constructs (Cronin et al., 2000). These 

findings indicated that satisfied visitors are more likely to return to the event, recommend, 

and spread positive word-of-mouth about the food event and also, satisfied event visitors 

are more likely to recommend, spread positive word-of-mouth about the host community 

and prioritize this host destination over other places when deciding. However, satisfac-

tion does not guarantee loyalty. Rather, the would-be loyal event visitors are more likely 

to become loyal to the host destination.  

5.2. Implications 

 There are a number of important theoretical and managerial implications that 

should be addressed the contributions to theory that derive from this study in the culinary 

tourism especially, in the food-related event. This part first addresses the theoretical and 

then the managerial implications.   
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 5.2.1. Theoretical Implications  

 These important constructs of motivation, image, satisfaction, and loyalty have 

been discussed in the tourism literature, but no previous studies have simultaneously ex-

amined the structural relationships among these constructs. Especially, few studies have 

assessed the behavioral model of culinary tourists in the context of event tourism regard-

ing to food-related events. To understand the behavioral model of culinary tourists, this 

study used culinary tourists’ motivation, experiential perception, affect, satisfaction, food 

event loyalty, and the host destination loyalty. This study, then, contributes to the litera-

ture on behavioral models of culinary tourists in particular, and of food-related event 

tourism in general. 

 The theoretical implications encompass three domains: (1) discovery of the influ-

ence of motivation on culinary tourist behavior, (2) discovery of the influence of the un-

derlying structure of image components on culinary tourist behavior, and (3) confirma-

tion of the process of loyalty formation among culinary tourists.  

  First, this study revealed that the culinary tourists were motivated by the specific 

food-related event attributes, confirming that because every festival and event has its own 

theme, program and activities, event goers may be motivated by pull motivations (Ni-

cholson & Pearce, 2001; Schofield & Thompson, 2007). Further, considering that tourists 

base their primary image on different motivational factors (Chon, 1991; Vaughan & Ed-

wards, 1999), this study revealed that tourists’ pull motivational factors had a direct in-

fluence on the cognitive aspects of the overall event impression and consequently, had an 

indirect influence on food event loyalty through the cognitive aspects of overall event 



                                                                       Texas Tech University, Eunmi Sohn, December 2012  

 

 

113 

 

impression. Tourist motivation as the primary driver of tourist behavior (Eagles, 1992; 

Fodness, 1994) may be significant for interpreting tourist behavior. 

 Second, this study revealed that the culinary tourists’ cognitive perceptions had a 

strong effect on their affect with the event experiences, indicating the affective translation 

of image had a stronger effect than  their cognitive perceptions on their overall satisfac-

tion with the event experiences. In addition, culinary tourists’ cognitive perceptions had a 

direct effect on loyalty to the food event. Considering that  tourists differ in their percep-

tions of the cognitive and affective components that comprise the total impression of the 

place (Beerli & Martin, 2004; Gallarza, Saura, & Garćia, 2002; Lin, Morais, Kerstetter, & 

Hou, 2007), the findings of the relative importance of image components within overall 

impression of the food-related  event to influence on tourist satisfaction and post tourist 

behavior may be significant for understanding the underlying structure of tourist image 

components. 

 Third, culinary tourists’ motivation, cognitive perceptions, and affect were im-

portant predictors of tourist satisfaction and future behavior of culinary tourists; tourists’ 

external pull motivational factors, as a major parameter in expectation formation, influ-

enced the cognitive aspect of the overall event impression. In addition, tourists’ cognitive 

aspect of the overall event impression transferred to their affective aspect of the overall 

event impression. Then, in turn, culinary tourists’ pull motivations, cognitive perceptions 

and affect combined to influence the culinary tourists’ satisfaction. However, only tour-

ists’ satisfaction and tourists’ cognitive perceptions of the overall event impression had 

directly influenced the food event loyalty. In addition, loyalty to the host destination was 

influenced by the culinary tourists’ satisfaction and by food event loyalty. 

http://jtr.sagepub.com/search?author1=Duarte+B.+Morais&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Deborah+L.+Kerstetter&sortspec=date&submit=Submit
http://jtr.sagepub.com/search?author1=Jing-Shoung+Hou&sortspec=date&submit=Submit
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 To sum up, although brand management and the positioning of destinations have 

become increasingly popular among academics with events developed within regional 

marketing strategies, the impacts and assessment studies between regional events and po-

sitioning strategies and brand management are still scarce (Nobili, 2005).  This study 

adds to the body of knowledge of event tourism by emphasizing the importance festivals 

or events utilizing regional foods and beverages. Thus, this study may offer scholars  

more  powerful tools  for  examining  the  creation  of  tourism  experiences and how the 

components of tourism festivals or events are  brought  together  to create a  tourism ex-

perience.  

 5.2.2. Managerial Implications   

 This study may contribute to tourism marketing strategies and tourism planning 

and development by guiding the understanding the decision making process of culinary 

tourists suggested in the study.   

 First, examining the food-related event visitors’ motivations can facilitate an 

analysis of market demand for visiting the specific events as well as culinary tourism 

market segmentation within increasingly heterogeneous tourism markets. The motivation 

factors identified in this study should be carefully studied so that managers and marketers 

can incorporate significant motivators into their communications. For example, motiva-

tion indicators such as MOT07 item, “To learn about food and tea traditions, cultures, 

and customs”, MOT08 item, “To experience a variety of different food and tea”, MOT09 

item, “To taste/buy local food and tea”, and MOT10 item, “To enjoy this event set-

ting/location” were identified as significant factors. That is, the findings of this study re-

vealed that visitors were highly motivated by the unique attributes of the event and direct-
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ly and indirectly impacted their perceptions, event experience as well as their post tourist 

behavior. For example, advertising themes can be developed to create and maintain the 

event image as well as enhanced the host destination image by appealing to these motiva-

tions. 

 Second, it is important to understand the factors in the favorable evaluation of an 

event in order to satisfy the emotional wants and needs of visitors. For example, food 

event image indicators such as FEI02 item, “The programs/activities for all ages are in-

teresting”,  FEI03 item, “ The programs/activities are well-organized”, FEI04 item, “The 

variety of food and tea products is impressive”, FEI05 item, “The quality of food and tea 

products is good”, FEI08 item, “ Staff/volunteers’ response to any requests are quick and 

accurate”, FEI10 item, “The sites of this event are comfortable”, and FEI12 item 

“ Hadong is an appealing location for this event” were identified as significant factors. 

 That is, managers may be able to maximize visitors’ satisfaction by addressing 

those aspects which are related to the food and teas-themed programs and activities, the 

variety of food and teas products as well as the quality, other supporting services includ-

ing staff/volunteers and the environmental factors for the event so that the effort may lead 

to increased revenues and visitation. In this study, although affect had a stronger effect on 

satisfaction, it was the result from the positive cognitive evaluation of the event based on 

their motivations in relation to the event attributes. Thus, the focus on the specific event 

attributes may promote visitors’ positive perceptions and in turn affect their experiences 

and post behavior.  

 Third, recognizing the relative importance of image components within overall 

impression of a place in relation to tourist decision-making, such image tracking infor-
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mation may help designing their promotional campaigns, especially for potential tourists. 

This study revealed that tourists’ motivational behavior affected cognitive aspects of 

overall impression of the event, indicating as the primary image of the event, and the in-

dicators of cognitive image (i.e., the quality of programs/activities as well as the quality 

of the food and tea products, etc.) had a stronger effect on tourist future behavior.  

 Because the image that tourists hold of the event affected their travel experiences 

and post behavior, marketers should take a serious approach to managing such image in-

dicators. It is possible to manipulate some of them such as advertising, tourist infor-

mation offices, public relations, travel agents and tour operators, promotional instruments 

and Internet-based destination marketing. Thus, the findings of the cognitive image-

related indicators identified in this study can assist marketers in developing marketing 

and communication strategies for their potential tourists.  

5.3. Limitations and Recommendations for Future Study 

 This study has used a structural equation modeling methodology to propose a be-

havioral model of culinary tourists using motivation, image, satisfaction and loyalty at a 

food-related event in Hadong county of South Korea. Although the results of this study 

support the proposed theoretical model of the culinary tourists, several limitations of this 

study need to be addressed. Some recommendations and suggestions are then made for 

future study in this field.  

 First, this study was limited to tourists who actually visited the event selected 

without taking respondents’ familiarity or previous visitations into consideration. It 

should be noted that most image-related studies discussed here failed to control tourists’ 

familiarity with the places selected. Multiple visits to a place or destination may affect 
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the way that it is evaluated. The majority of respondents in this study were multiple des-

tination visitors (67.4%) and over half of the respondents were also repeat event visitors. 

Previous visitation experience with a destination or event is likely to modify the image of 

an event. Thus, future studies need to take such factors into consideration. 

 Second, there are other factors to consider including comparisons between resi-

dents and non-residents and between visitors and non-visitors. This study investigated 

visitors as non-residents who attended the event, using an on-site intercept survey. Pre-

sumably, there are differences between visitors’ and non-visitors’ perceptions. Non-

visitors or potential tourists must form their perceptions on the basis of secondary infor-

mation such as brochures, word of mouth, and other media, while visitors incorporate di-

rect impressions gathered during time spent at the place. Managers and marketers who 

are willing to expand their market base need to learn from prospective tourists. Further, 

managers and marketers should distinguish visitors from non-visitors or potential tourists 

when developing image or positioning strategies in a market. Therefore, future research is 

needed. 

 Third, the surveyed data were collected only in Hadong county of South Korea.  

This geographical limitation may produce different results and conclusions in terms of 

the characteristics of culinary tourists which are associated with geographical distance, or 

cultural background. For example, full interpretation of the relative importance of cogni-

tive and affective components within overall impression of a place requires an under-

standing of cultural differences (Pike & Ryan 2004).  

This study revealed that while the affective aspects within the overall impression 

of the event had the most important antecedent of tourist satisfaction, the cognitive as-
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pects within the overall impression of the event had the main antecedent of loyalty to the 

food event. Some studies revealed mixed results in the relative importance of image 

components depending on cultural differences. Thus, the study of other countries, regions, 

and events may produce different results. Future studies can research different destina-

tions with different samples, which will certainly produce remarkably different findings.  

5.4. Conclusion 

 As Echtner and Ritchie (1991, p.2) note, “in order to be successfully promoted in 

the targeted markets, a destination must be favorably differentiated from its competition, 

or positively positioned, in the minds of the consumers.” Positioning involves “creating 

the appropriate image of the product in the minds of the consumers in the targeted mar-

kets” (Echtner & Ritchie, 1993, p.3). In contrast, a destination is built around a core 

product providing it with an identity and an image. In most cases, a tourist initiates the 

travel decision process by choosing a destination based on its core product. The core 

products are related to the type of geographic structure.  

 At the regional level, festivals and events emphasizing regional foods and bever-

ages can have a decisive role in image construction and contribute to a destination’s pop-

ularity. Culinary experiences via regional food and beverages at a food-related event 

leave lasting impressions of the host destination. In other words, at the regional level, 

destinations can focus on festivals or events utilizing regional food and beverages in the 

development of positioning and branding of culinary tourism in a destination.  

 For example, in order to enhance the attractiveness and contributing to the com-

petitiveness and sustainability of the destination, coherent-themed events utilizing re-

gional foods and beverages are held all over around the Hadong County, including its res-
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idents, hospitality businesses, and the county government, all of whom actively partici-

pate in promoting such themed events. Ensuring a clear and consistent image and the co-

ordination of messages about food-related events associated with the host destination are 

essential in attempting to attract prospective tourists to taste and enjoy regional foods and 

beverages of a particular destination, and strengthen tourists’ event loyalty as well as des-

tination loyalty.  

 In conclusion, tourists’ positive perception and experience at an event utilizing 

regional food and beverages can have a positive influence on the decision-making pro-

cess of holiday destinations in the long run; e.g., repeat visitation as the desired outcome 

of destination branding. Such repeat visitation will become a benchmark of successful 

culinary tourism along with their economic growth and development. It is clear that culi-

nary tourism can be used to promote a regional destination by focusing on festivals or 

events utilizing regional foods and beverages. 
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APPENDIX A. GUIDANCE FOR TRAINING RESEARCH ASSOCIATES 

In order to ensure that surveys are conducted correctly and consistently, all research asso-

ciates should attend an orientation meeting. In the meeting, be knowledgeable and make 

sure the followings:  

 

• Understand clearly purpose/objectives of survey 

• Review the content of questionnaire 

• Practice with oral script that will be used to approach and introduce yourself 

to the event visitors 

• Make sure that anonymity and confidentiality and directions on what to do 

with the completed surveys are explained both in a verbal form (oral script) 

and in written form (information sheet) 

• Review information sheet including contact information so that respondents 

can call or write if they have questions or concerns 

• Keep the screening criterion in mind: non-resident visitors participated in 

event programs and are 18 years of age or older 

 

 

Before conducting formal survey, one-day pre-survey should be conducted at the survey 

site. Make note of any issues, such as: 

 

• Any difficulties respondents have, completing the survey 

• Questions consistently left unanswered 

• The length of time it takes for respondents to complete the survey 

• Visitor traffic flows 

 

 

Research associates should check their survey tools and questionnaires each day that they 

conduct a survey. Make sure that each team has the following materials and supplies. 

 

• 100 copies of Korean language questionnaires 

• 12 clipboards 

• 4 shoulder bag  

• 50 pencils 

• Copy of survey schedule - to verify the target times  

• 100 information sheets  

• 1 ice chest with ice and 100 ice cream bars 

• 1 black box marked “Texas Tech University” 
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APPENDIX B. RECRUITING MATERIAL (ORAL SCRIPT) 

Hello, my name is Eunmi Sohn. I am a PhD student in the hospitality administration 

program in the department of Nutrition, Hospitality, and Retail Management at Texas 

Tech University in the USA. I am collecting data for my dissertation research project on 

culinary tourist behavior at a food-related event. I would like to ask you some questions 

about your event experience and hope that you will be able to volunteer 5-10 minutes of 

your time to answer a few questions.  

 

Here is the survey. This is voluntary and you do not have to answer all the questions if 

you do not want to and you can quit at any time. I do not need your name so your an-

swers will be anonymous. When you have completed it, please put it back in the black 

box marked “Texas Tech University.” You can keep the information sheet on the top of 

the survey. The information includes contact information of the researchers.  

 

Thank you 
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APPENDIX C. INFORMATION SHEET (ENGLISH VERSION) 

Welcome to the 17th Hadong Wild Tea Cultural Festival 

 

Dear Participant: 

The purpose of this survey is to investigate the psychological process of visitor  

behavior at the 17th Hadong Wild Tea Cultural Festival in Hadong County,  

South Korea. The information you   provide will help us better understand culinary  

tourist behavior at a food-related event. The findings of this survey will also suggest 

ways for management and marketing strategies to develop culinary tourism.  

 

It will take approximately 5-10 minutes of your time to complete this survey. There is    

no personal risk involved in completing this survey. Your participation is completely  

voluntary, anonymous, and will be kept strictly confidential. All information will be  

used for academic research purposes only. Please put it back in the black box marked  

“Texas Tech University”, when you have completed it. 

 

If you have any questions or concerns, please feel free to contact graduate   researcher  

Eunmi Sohn at 02-579-4059 or eunmi.sohn@ttu.edu. Otherwise, you might contact re 

research supervisor, Dr. Jingxue (Jessica) Yuan at Jessica.yuan@ttu.edu. 

  We would like to express our greatest appreciation for all of your cooperation. 
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APPENDIX D. INFORMATION SHEET (KOREAN VERSION) 

제 17회 하동 야생차 문화축제에 오신 것을 환영합니다 

 

                참여자 여러분께 

 본 연구는 하동 야생차 문화축제에 참여하는 방문객 행동의 심리적 과정을 알아보고자 합니다.   

 귀하께서 제공하시는 정보는 지역특산물 또는 차와 관련된 축제에 참여하는 음식문화 관광소비자  

 행동에  대한 이해에 많은 도움이 될것입니다.본 연구의 결과는 음식문화관광의 마케팅 전략 및  

 운영방안을 제시해 줄 것입니다. 

 

 이 설문조사를 마치는데는 5분에서 10분 정도의 시간이 소요 되어 질것으로 예상됩니다. 본       

      설문지에대한 참여는 자발적으로 이루어지며, 익명으로 처리되고 설문지 참여로 인한 위험이나    

      개인정보의 노출위험은 없습니다. 설문조사를 통해 수집된 자료는 교육및 연구목적으로만  사용될   

      것입니다. 설문지 작성 후 텍사스 텍 대학교 ”Texas Tech University” 라고 표시된 검정색 상자안에   

 되돌려 주시기 바랍니다. 

 

   본 설문조사에 대하여 궁금하신 사항이나 의문이 있으신 분께서는 손은미(전화: 02-579-4059,  

   이메일:eunmi.sohn@ttu.edu) 또는 Dr. Jingxue (Jessica) Yuan (이메일:Jessica.yuan@ttu.edu)   

   에게 문의하여 주시기 바랍니다. 

   협조해 주신 여러분에게 미리깊은 감사의 말씀 올립니다. 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

mailto:eunmi.sohn@ttu.edu
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APPENDIX E. SURVEY (ENGLISH VERSION) 

SECTION I 
Please circle the appropriate number that indicates the level of importance of each of the following state-

ments when making decision on attending this event  

                                                                                                     Not at all                                      Extremely                                                           

                                                                                        Important                                     Important 

1. To spend time with family/friends…………………....... 1 2 3 4 5 6 7 

2. To socialize with friends/group ……………………….. 1 2 3 4 5 6 7 

3. To gain popularity among my friends and family……… 1 2 3 4 5 6 7 

4. To relive boredom……………………………………… 1 2 3 4 5 6 7 

5. To see new and different things………………………... 1 2 3 4 5 6 7 

6. To change the pace of everyday life………………........ 1 2 3 4 5 6 7 

7. To learn about food and tea traditions, cultures, and  

customs………………………………………………… 

 
1 

 
2 

 
3 

 
4 

 
5 

 
6 

 
7 

8. To experience a variety of different food and tea….... 1 2 3 4 5 6 7 

9. To taste/buy local food and tea…………………............ 1 2 3 4 5 6 7 

10. To enjoy this event setting/location……………………. 1 2 3 4 5 6 7 

11. To enjoy this event atmosphere………………………... 1 2 3 4 5 6 7 

 

SECTION II 
Based on your experiences, please circle the appropriate number that indicates how much you agree or dis-

agree with each of the following statements   

                                                                                                     Strongly                                         Strongly                                                           

                                                             Disagree                                             Agree      

1. The quality of programs/activities is excellent……........ 1 2 3 4 5 6 7 

2. The programs/activities for all ages are interesting........ 1 2 3 4 5 6 7 

3. The programs/activities are well-organized………........ 1 2 3 4 5 6 7 

4. The variety of food and tea products is impressive…… 1 2 3 4 5 6 7 

5. The quality of food and tea products is good…………. 1 2 3 4 5 6 7 

6. The price of food and tea products is reasonable……… 1 2 3 4 5 6 7 

7. The visitor information (e.g., brochures, maps, visitor 

guide and assistance services, etc.) is useful………….. 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

8. Staff/volunteers’ response to any requests are quick and 

accurate……………………………............................... 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

9. Staff/volunteers are friendly………………………….... 1 2 3 4 5 6 7 

10. The sites of this event are comfortable………………… 1 2 3 4 5 6 7 

11. The location of this event is convenient……………….. 1 2 3 4 5 6 7 

12. Hadong is an appealing location for this event……....... 1 2 3 4 5 6 7 

13. The atmosphere of this event is authentic……………... 1 2 3 4 5 6 7 

14. I feel pleased about this event…………………............ 1 2 3 4 5 6 7 

15. I feel excited about this event…………………………. 1              2                 3                     4         5                              6   7 

16. I feel relaxed at this event………………….................. 1 2 3 4 5 6 7 

17. I feel stimulated by this event………………………… 1 2 3 4 5 6 7 

18. I believe I made the right decision to visit this event…. 1 2 3 4 5 6 7 

19. This event is one of the best I have ever visited………. 1 2 3 4 5 6 7 
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20. I am satisfied with my experience at this event……...... 1 2 3 4 5 6 7 

 

 

        

SECTION IV 
Your information will be treated in strict confidence. Please answer all the following questions fully 

 1.  What year were you born? (e.g., 19XX)?   _____________Year 

 2.  Your gender:      Female                     Male 

 3.  Your marital status:              Single                      Married              Other 

 4.  The highest level of formal education you have completed: 

             Less than high school              High school                          Two-year college       

        Four-year college                                Master’s                              Ph.D. 

      5. Which one of the following categories best describes your occupation?  

         Professional or technical                       Manager or administrator           Company employee 

            Student                                             Retired                Sales Worker 

            Educator                                             Housewife                                   Other   

 6.  Your monthly household income:                                                Dollars 

 7.  How did you hear about this event? (Please check one category) 

  Internet search engine/event website     Newspaper/magazine article 

       Friend/business associate/relative    TV/radio show/commercial 

  Travel agents                                 Other  

 8.  Have you ever visited this event before?    Never            Once            More than one time 

 9.  How many times have you visited this host destination including this trip?   

  First time                 2-3 times          4-5 times                    More than 5 times 

     10.   Please specify your primary residence (e.g., county, city, and province) 

  

                                                  Thank you so much for your participation! 

SECTION III 
Based on your future intentions, please circle the appropriate number that indicates how much you agree or 

disagree with each of the following statements   

                                                                                                          Strongly                                         Strongly            

                                                                Disagree                                             Agree   

1.    I would recommend others to visit this event………......    1    2    3    4    5    6    7 

2.    I would say positive things about this event to others….    1    2    3    4    5    6    7 

3.    I would probably visit this event in the future………….    1    2    3    4    5    6    7 

4.    I would prioritize this event over other events    

   when deciding whether to attend……………………..... 

 

   1 

 

   2 

 

   3 

 

   4 

 

   5 

 

   6 

 

   7 

5.    I would recommend that others visit this host  

   destination…………………………………………........ 

 

   1 

 

   2 

 

   3 

 

   4 

 

   5  

 

   6 

 

   7 

6.    I would say positive things about this host  

   destination to others……………………………………. 

 

   1 

 

   2 

 

   3 

 

   4 

 

   5 

 

   6 

 

   7 

7.    I would probably visit this host destination in the  

   future………………………………………………........ 

 

   1 

 

   2 

 

   3 

 

   4 

 

   5 

 

   6 

 

   7 

8.    I would prioritize this host destination over other    

   places when deciding whether to travel……………....... 

 

   1 

 

   2 

 

   3 

 

   4 

 

   5 

 

   6 

 

   7 
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APPENDIX F. SURVEY (KOREAN VERSION) 

SECTION I 
 축제를 방문하기로 결정을 하게 된 동기에 대해,다음 항목들의 중요성 정도에 맞는 적절한 숫자에 동그라미를 

 쳐주십시오. 

전혀 중요                                                              매우                                                                                                                                                                                                                                                                                    

                                                                                                                                하지않음                                                         중요함 

1. 가족/친구들과 시간을 보내기 위해서……………………………… 1 2 3 4 5 6 7 

2. 친구들/모임에 어울리기 위해서…………………………………….. 1 2 3 4 5 6 7 

3. 친구들과 가족 사이에서 인기를 얻기 위해서……………………… 1 2 3 4 5 6 7 

4. 지루함을 달래기 위해서……………………………………………... 1 2 3 4 5 6 7 

5. 새롭고 색다른 것들을 보기 위해서………………………………..... 1 2 3 4 5 6 7 

6. 일상 생활에 변화를 주기 위해서…………………………................. 1 2 3 4 5 6 7 

7. 먹거리와 차 전통, 문화 그리고 관습들에 관해 배우기 위해서...... 1 2 3 4 5 6 7 

8. 다양한 먹거리와 차를 경험하기 위해서……………………………. 1 2 3 4 5 6 7 

9. 지역 특산 먹거리와 차를 맛보거나 사기 위해서…………………... 1 2 3 4 5 6 7 

10. 축제행사장 환경/주변지역을 즐기기 위해서……………………. ... 1 2 3 4 5 6 7 

11. 축제의 분위기를 즐기기 위해서…………………………………...... 1 2 3 4 5 6 7 

 

     SECTION II 
      축제를 방문한 귀하의 경험에 비쳐보아서, 다음 항목들에 대해 얼마나 귀하의 의견이 일치하는지 혹은 하지      

      않는지를 표시하는 적절한 숫자에 동그라미를 쳐 주십시오. 

                                                                                                                                       전혀동의                                                               매우 

                                                                                                                                      하지않음                                                            동의함 

1. 프로그램/행사들의 질이 우수하다…………………………………….. 1 2 3 4 5 6 7 

2. 프로그램/행사들이 모든 연령대에게 흥미롭다………………………. 1 2 3 4 5 6 7 

3. 프로그램/행사들이 잘 기획되어있다………………………………….. 1 2 3 4 5 6 7 

4. 다양한 먹거리와 차 생산품들이 인상적이다…………………………. 1 2 3 4 5 6 7 

5. 먹거리와 차 생산품들의 질이 좋다……………………………………. 1 2 3 4 5 6 7 

6. 먹거리와 차 생산품들의 가격이 적당하다…………………………… 1 2 3 4 5 6 7 

7. 방문자를 위한 정보 (즉, 브로셔, 지도, 방문자안내와 조력서비스 등등) 

가 유용하다………………………………………………………………. 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

8. 운영요원/자원봉사자들이 어떠한 요청에 대해서도 빠르고 정확하게 

대응해준다……………………………………………………………….. 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

9. 운영요원/자원 봉사자들이 친절하다………………………………….. 1 2 3 4 5 6 7 

10. 축제행사장이 쾌적하다……………………………………................ 1 2 3 4 5 6 7 

11. 축제행사장의 위치가 편리하다………………………………………. 1 2 3 4 5 6 7 

12. 하동은 이 축제를 개최하기에 매력적인 지역이다…………………. 1 2 3 4 5 6 7 

13. 축제의 분위기는 정통적이다………………………………................ 1 2 3 4 5 6 7 

14. 나는 이 축제에서 즐거움을 느낀다………………………………...... 1 2 3 4 5 6 7 

15. 나는 이 축제에서 흥겨움을 느낀다………………………………….. 1 2 3 4 5 6 7 

16. 나는 이 축제에서 여유로움을 느낀다……………………………….. 1 2 3 4 5 6 7 

17. 나는 이 축제에서 기운이 북돋음을 느낀다………………………..... 1 2 3 4 5 6 7 

18. 나는 이 축제를 방문하길 잘했다고  생각한다.................................... 1 2 3 4 5 6 7 

19. 이 축제는 내가 방문한 축제들 중에 가장 좋은 축제 중의 하나다…. 1 2 3 4 5 6 7 
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20. 나는 이 축제 경험에 만족한다……………….………………............. 1 2 3 4 5 6 7 

 

    SECTION III 
    축제를 방문한 귀하의 미래 의향에 근거하여, 다음 항목들에 대해 얼마나 귀하의 의견과 일치하는지 혹은 하지    

    않는지를 표시하는 적절한 숫자에 동그라미를 쳐 주십시오.  

                                                                                                                                        전혀 동의                                                            매우 

                                                                                                                                         하지않음                                                        동의함 

1. 나는 다른 사람들에게 이 축제를 방문하도록 추천할것이다……... 1 2 3 4 5 6 7 

2. 나는 다른 사람들에게 이 축제를 긍정적으로  이야기 할것이다 .... 1 2 3 4 5 6 7 

3. 나는 아마도 미래에 이 축제를 다시 방문할 것이다………………. 1 2 3 4 5 6 7 

4. 나는 어느 축제에 참여할지를 결정할 때 다른 축제들에 앞서  

이 축제를 우선순위에 둘것이다…………………………………… 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

5. 나는 다른 사람들에게 하동을 방문하도록 추천할것이다………… 1 2 3 4 5 6 7 

6. 나는 다른 사람들에게 하동을 긍정적으로 이야기 할것이다.......... 1 2 3 4 5 6 7 

7. 나는 아마도 미래에 하동을 다시 방문할 것이다………………….. 1 2 3 4 5 6 7 

8. 나는 어디로 여행갈 것인가를 결정할 때 다른 곳들에 앞서 하동을 

우선순위에  둘것이다……………………………………….............. 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

 

SECTION IV 
    귀하의 정보는 철저한 비밀에 부쳐질 것입니다. 다음 질문들에 자세히 대답해 주시기 바랍니다.  

 

1.  귀하의 태어난 해는? (예., 19XX)? _____________년 

2.  성별:     여성          남성 

3.  결혼 상태:    독신              기혼         기타 

4.  최종 학력: 

      중졸 이하    고졸                         2년제 대학 학사          

      4년제 대학 학사           석사                                       박사 

5.  귀하의 직업은 아래의 어느 범주에 속합니까?  

   전문직 혹은 기술직        관리직 혹은 행정직            회사원   

   학생          은퇴자            판매직   

   교육자                     주부                                    기타_________________        

6.  월 평균 가족소득: _________________   원  

7.  이 축제를 어떻게 알게 되었습니까? (하나의 범주 만을 택하십시오) 

   인터넷 검색 엔진/행사 웹 사이트     신문/잡지 기사 

   친구/일 관계 동료/친척                 TV/라디오 쇼/광고 

   여행사                                   기타_________________    

8.  이전에 이 축제를 방문한 일이 있습니까?    없음              한 번               한 번 이상  

9.  이번 축제방문을 포함해서 몇 번이나 하동을 방문하였습니까?   

   처음                    2-3 번              4-5 번    5회 이상 

10.귀하의 주 거주지를 자세히 적어 주십시오. (예; 도, 시, 군)    

 

      

                                                                            참여해 주셔서 대단히 감사 드립니다 
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APPENDIX G. IRB APPROVAL LETTER  

 
 
 

 


