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Abstract: This purpose of the study is to examine the relationships between food experiences, attitudes
towards Sichuan cuisine, intention to revisit a restaurant, and intention to visit the city of origin
(Chengdu). Results show that intellectual food experience and intention to revisit the restaurant have
a significant effect on intention to visit the city of origin, whereas behavioural food experience and
attitude towards food authenticity positively influenced intention to revisit the restaurant. Attitude
towards food authenticity plays a vital role in the relationships between food experience, intention to
revisit the restaurant, and intention to visit the city of origin.

Keywords: food experience; attitude; Sichuan cuisine; city of origin; food authenticity; food
novelty; China

1. Introduction

Food has traditionally been a highly significant component of tourist experience [1] as it provides
a sensory experience to a tourist’s holiday [2]. Food expenses is considered a major part of the average
tourist budget [3], and tourists eat local food not only to meet the need for sustenance, but also to
understand the culture of a city, a region or a nation [4–6]. To date, culinary tourism or gastronomic
tourism has mostly been considered to be a new way of approaching tourism or a certain type of
tourism, for example, "gourmet tours" are recognized as being one of the fastest growing tourism
trends [7]. According to the 2016 Food Travel Monitor, 81% of leisure travellers who responded like to
learn about food and drink when they visit a destination [8]. In addition, World Travel Association
records the food tourism industry to generate more than $150 billion every year [9]. China is a
multi-ethnic country, and different people have unique delicacy and food cultures. According to
a survey regarding food consumption and tourism catering from the China Customer Association
in 2013, 92.31% of consumers look at the characteristic food of a region when choosing a tourism
destination and to look for local delicacies is a great purpose and motivation for travel [10]. Sichuan
cuisine originating from southwestern China is considered to be one the most popular Chinese cuisines.
Chengdu, a rendezvous for Sichuan cuisine, is one of the four big cuisines of the Han nationality
traditional Chinese and one of China’s eight regional cuisines. In addition, Sichuan cuisine is celebrated
as one of the most popular out-of-home dining foods and has drawn tourists from far and wide to
enjoy the cuisine in Chengdu, Sichuan province. Chengdu is famed for its diverse and spicy foods and
was also awarded the “City of Gastronomy” by UNESCO in 2011 [11]. In the recent years of economic
development, Chengdu has become the chosen venue for expos and fairs on food and beverage. In
the comprehensive analysis of the country’s 80 million hits, searches, reviews and other information
users discovered that after the first half of 2015, the fastest growing domestic tourism destination is
Chengdu [12].
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Unlike other forms of tourist activities, food in tourism can be considered to be an art form
that can gratify human senses such as vision, tactile, auditory, taste and olfaction [5]. In addition,
food can provide cultural insights into a destination and society, as a result it can create substantial
appeal as a tourist destination [1,5,6]. It was stated by Gajic that gastronomic tourism is a growth
are in the tourism industry [13]. Furthermore, the understanding of cuisine as part of a food brand
and experience requires further attention [14,15], as there are only a handful of studies to date that
address food as a brand that create experiences and impacts on consumer behaviour in a tourism
context [15,16]. In addition, limited attention and studies have focused on the factors that affect a food
tourist’s psychological and behavioural state in a food tourism context [14]. Based on extant literature
reviews, the majority of the research on food tourism is predominantly focused on Western tourists,
therefore studies of non-Western and Asian tourists are scarce [16]. In addition, studies have often
focused on Chinese tourists as an outbound tourist to international destinations [6,13] as opposed
to domestic travellers. Furthermore, domestic tourism in China is a major contribution to tourist
arrivals, revenues and traffic than the international market [17,18], presenting the domestic traveller as
a valuable consumer. Based on the literature, there is a present gap in better understanding Chinese
domestic tourist behaviour [18,19], especially in the context of food tourism [16].

Therefore, the focus of the study is to explore the impact of Sichuan food experience on attitudes
towards Sichuan cuisine, and consumer’s revisit intention to the restaurant, and intention to visit the
city of origin. Testing tourists’ food experiences and examining their effect on the attitude of Sichuan
cuisine, intention to visit the city of origin contributes to the further development of food tourism in
China and other destinations.

2. Relevant Literature and Hypotheses Development

2.1. Gastronomic Tourism

Gastronomy as a subject has advanced significantly since the early 1990s, with theory in the
spheres of culinary arts, culinary science, and technology developing pace [20]. Gastronomic tourism,
also called culinary tourism or food tourism, considers gastronomy within the tourism perspective [21].
Gastronomic tourism refers to trips made to destinations where the local food and beverages are the
primary motivating factors for travel. Gastro-tourism activities include a broad spectrum of food
and culinary activities, general created to enhance visitors’ experiences while at a destination [22].
Meanwhile, gastronomy as a unique attraction become a main aspect of destination branding or place
branding [23–25]. The difference between local and international foods (local vs regional food) in
destination marketing plays a distinctive role in attracting tourists by socio-cultural characteristics of
food [26,27].

Local food plays an important role in different destinations in the food tourism industry, such
as Hot pot in Chongqing of China [16] and local cuisines in four Caribbean islands [28]. According
to Nummedal and Hall, local food is defined as the food and drink that are locally produced and
grown within the local area or region, or local specialty food that has a local identity [29]. These
types of foods are distinctively different to non-local products by characteristics, social features and
ecological features [30]. In addition, cultural influence plays a role in the preference for local cuisines, in
particular the sensory properties of local foods. Specifically, these culturally specific cooking techniques
and “flavour principles” (the distinctive seasoning combinations) characterizes different cuisines [31].
Boyne, Hall and Williams argued the importance of food-related tourism by policy, support and
promotion [32]. Gordin et al. displayed the significance of hotel restaurants in gastronomic place
branding [25]. Moreover, Liu discussed about the relationship among brand equity, culinary attraction
and tourism satisfaction [33]. Prat Forga and Valiente discussed the importance of satisfaction for
improving culinary tourism development [34]. Min and Lee explored Australian residents’ satisfaction
with the experience of Korean cuisine and intention to visit Korea [35]. Hence, gastronomic tourism
not only provides economic benefits to a city or a place, but also spreads local food culture to tourism
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managers. In addition, food offers tourists novelty and enjoyment which they can consume as part of
the local culture [27,36]. While it is popular belief that food in tourism is considered to be an attraction,
there have also been studies to state that local cuisine can be seen as a risk factor if foods are perceived
as “strange” and “unfamiliar” [6,37].

2.2. Brand Experience

Experience is a feeling and an internal reflection of consumer to certain stimuli from a product
or a service [38,39]. There are different forms of experiences identified within marketing literature,
including consumer experience, product experience, shopping experience, and service experience [40].
The 21st century is the era of an experience economy, whereby experiences are the core of service
economy and marketing [41]. As a result, marketing researchers and practitioners have come to realize
that understanding how customers’ brand experience is vital to improving marketing strategies for a
product or a service. Brakus, Schmitt and Zarantonello conceptualized brand experience as “internal
consumer responses like behavioural responses, such as sensory, feeling, cultural and cognitions evoked
by related brand stimuli that are part of a brand’s design and identity, packaging, communication, and
environments”, and distinguished the related concepts, such as brand attitudes, brand personality,
and brand attachment [42]. Schmitt defined that brand experience has five factors including thinking,
feeling, and action [38].

Meanwhile, brand experience measures as developed by Brakus et al. [42] and Zarantonello,
Schmitt and Brakus [43] included four dimensions such as sensory, affective, intellectual, and
behavioural brand experience. Sensory brand experience refers to bodily experiences based on
visual, olfactory, or tactile experiences, e.g., the colour of the food, the smell of the food, the taste
of the food. Affective brand experience refers to feelings, sentiments and emotions, e.g., feeling
the memories of the food. Intellectual brand experience refers to thought, stimulation of curiosity
and problem-solving, e.g., thinking the culture of the food and comprehending the related culture.
Finally, behavioural brand experience refers to physical actions and behaviours, e.g., searching related
information and repurchasing related products and services. While other researchers in the tourism
and marketing field have used constructs that may be construed as sensory, affective, intellectual,
or behavioural, Beckman, Kumar and Kim identified brand experience impact on place dependence
and future behaviour such as word-of-mouth and revisit intention, using the data both tourists and
locals [44].

Barnes et al. examined the relationship in destination brand experience, satisfaction, intention to
revisit and intention to recommend, and pointed out that destination brand experience plays a positive
role in determining revisit intentions and word-of-mouth recommendation in the tourism context [45].
Morgan-Thomas and Veloutsou designed an integrative model of online brand experience combining
marketing and information systems, present that trust and perceived usefulness have strong positive
effect on brand experience in an internet environment [46]. Hamzah, Alwi, and Othman analysed the
elements of corporate brand experience in an online banking setting, and found out five main factors
including visual, functionality, emotional, lifestyle and self-identity [47]. Meanwhile, some research
indicated that brand experience significantly influenced both brand trust and brand satisfaction [48–50].
Moreover, brand experience will impact on brand loyalty [51,52]. Therefore, brand experience not only
provides a happiness experience to visitors, but also brings some operational strategies to marketing
managers. In addition, Beckman et al. stressed the importance of sensory brand experiences for
tourists to encourage revisit intention [44].

2.3. Food Experience as a Part of Destination Brand Experience

It has been reiterated in previous research that food is a touristic experience [16,53,54]. As previous
researchers have suggested, brand experience and brand attitude are two related different concepts.
Brand experience typically is seen as brand-related stimuli [42]. In addition, brand attitude is evaluative
based on consumers’ post-use. In the field of marketing, brand experience should be input to brand
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attitude and has a critical effect on the attitude of a product or a service [55–57]. For a travel
experience, it can serve to cement and reinforce the emotional connection between the traveller and the
destination [58,59]. There is evidence from global tourism boards to integrate food as part of the tourist
destination experience as food is directly or indirectly connected to a place, which also encourages
tourists to experience a region’s taste through its cuisine [7].

According to Kim, Eves and Scarles, smell, taste, and visual images of food can enhance the
sensory appeal and experience of local food [13]. Several studies have highlighted the importance of
flavour and taste of local food for tourist satisfaction and experience (e.g., Boniface, 2001 [60]; Dann
and Jacobsen [61]). As a result, the taste of food in the tourism setting is pivotal in attracting tourists to
a destination and is a valuable aspect of tourism consumption [62]. Björk et al. also found a direct link
between food experience and attitude towards food within the tourism field [23]. Based on the above
discussion, the following is hypothesized:

Hypothesis 1 (H1): Food experience (a) sensory, (b) affective, (c) behavioural and (d) intellectual has a positive
influence on attitude towards food authenticity.

Hypothesis 2 (H2): Food experience (a) sensory, (b) affective, (c) behavioural and (d) intellectual has a positive
influence on attitude towards food novelty.

Previous studies in the field of food tourism have often addressed the effect of intention to revisit or
repurchase products or services (e.g., Barsky and Labagh [63]; Yoon and Uysal [64]). Evidence suggests
that brand experience plays a key role in revisit intention. For example, Beckman et al. (2013) identified
brand experience influence on place dependence and positive outcomes such as word-of-mouth
and revisit intention [44]. Branes et al. (2014) found that sensory and affective destination brand
experience are positively related to revisit intention [65]. Based on the above discussion, the following
is hypothesized:

Hypothesis 3 (H3): Food experience (a) sensory, (b) affective, (c) behavioural and (d) intellectual has a positive
influence on intention to revisit Sichuan restaurant.

Hypothesis 4 (H4): Food experience (a) sensory, (b) affective, (c) behavioural and (d) intellectual has a positive
influence on intention to visit the city of origin for Sichuan cuisine.

2.4. Attitude towards Sichuan Cuisine

Concerning the attitudes towards a cuisine, a person may hold different attitudes towards the
same food. The relationship between consumer attitude and behavioural intention has been examined
in the theory of planned behaviour, and theory of reasoned action as well as its applications in various
fields [14,66]. Attitude has found to play an important and major role in tourist consumption behaviour
and in social sciences [14]. In particular, Kim, Eves and Scarles found that local food and beverage form
a part of authentic travel experiences, which are unique and original to the destination [13]. The study
also found that these local food experiences are not replicable at home. Even if it could be attainable
back home, it would taste different. The blend of ingredients, cooking skills, and the preservation
of food and differences between countries forms the authentic and traditional culture behind local
food [67], thus solidifying the value of eating food at its original place of origin. Similarly, in Ryu
and Han’s study, attitudes towards the local cuisine has a significant impact on affecting behavioural
intentions and outcomes [68]. It was also found that local cuisines can strengthen or attract tourists to a
destination, as it can affect the way tourists experience a destination. Hence, the importance of culinary
experiences in marketing a tourist destination. It was found in the study by Chang, Kivela and Mak [6]
that the reason to consume local cuisine is to experience “authenticity” in the travel experience. With
cuisines, it can add greater value to cultural and intellectual experience than physical pleasure. As a
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result, tourists seek unique and original culinary experiences while travelling. Therefore, a tourist’s
need for authenticity is considered to be an important motivator in tourism experiences [69,70].

Along a similar vein, Guan and Jones found that attitudes and perceptions towards local cuisine
will impact on the attractiveness of the destination, thereby providing motivation to visit the city
of origin of the cuisine [71]. In another study, Jung, Kim and Kim conducted an empirical study to
illustrate the relationships between attitudes towards online brand community and revisit intention [72].
They found that the moderating effect of the type of online community was significant in predicting the
relationship between attitude and brand trust but not between attitude and revisit intention; however,
attitude affects the revisit intention. Meanwhile, revisit intention will impact visit the city of origin for
consumer. Based on the above discussion, the following is hypothesized:

Hypothesis 5 (H5): Attitude towards (a) food authenticity and (b) food novelty of Sichuan cuisine has a positive
relationship on the intention to revisit a Sichuan restaurant.

Hypothesis 6 (H6): Attitude (a) food authenticity and (b) food novelty of Sichuan cuisine has a positive
relationship on the intention to visit the city of origin for Sichuan cuisine.

Hypothesis 7 (H7): Intention to revisit a Sichuan restaurant has a significant relationship on intention to visit
the city of origin of Sichuan cuisine.

Taken together, the research model is as follows (see Figure 1).
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Figure 1. Research Model.

3. Methodology

3.1. Sample and Procedure

The study focuses on the consumer who has tasted Sichuan cuisine in China and explores the
relationship among food experience, intention to revisit the restaurant and visit the city of origin.
Thus, since the survey method is best way to meet this aim, a web-based questionnaire was used to
collect the data. Specifically, a self-administered online survey was used for data collection through
a professional internet research website that randomly selected participants from its online panel.
Respondents were instructed to complete the questionnaire only if they had prior tasting Sichuan
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cuisine. The respondents are restricted to mainland Chinese travellers. The survey was translated into
Chinese by a native Chinese speaker, and was back-translated into English to ensure consistency.

3.2. Measurement

The questionnaire includes multiple items to measure sensory food experience, affective food
experience, behavioural food experience, intellectual food experience, attitude towards Sichuan cuisine,
intention to revisit Sichuan restaurant and intention to visit the city of origin of Sichuan cuisine.
Most of the construction items adapted from the excellent literature, as using the developed scales
by researcher can ensure the reliability and validity of questionnaire [73]. Because there were no
existing items for attitude towards Sichuan cuisine, we developed new items for this construct. First,
we searched the related literature on the attitude of Sichuan food [74] and gathered the initial items.
Second, we asked ten Sichuan cuisine experts and ten consumers to review these items. In evaluation
of respondent’s comments, the items are revised to better relate to the context of food tourism. Third,
an initial exploratory factor analysis using VARIMAX rotation with SPSS 22.0 (SPSS, Chicago, IL, USA)
was undertaken to examine the 11 scale items that represented attitude towards Sichuan cuisine (food
authenticity and food novelty). The final two-factor solution identified seven items that explained
63.703% of the variance with a Kaiser-Meyer-Olkin (KMO) value of 0.893 and Bartlett’s test of sphericity
of 2059.808 (p = 0.000). So we gain two factors, food authenticity factor and food novelty factor, and
also tested the reliability.

Section A of the survey instrument comprised the attitude towards Sichuan cuisine measurements.
There are four items of attitude towards Sichuan cuisine (food appearance), which consists of items such
as “I find Sichuan cuisine appetising”. There are three items that measure attitudes towards Sichuan
cuisine (novelty), examples are “I find Sichuan cuisine creative”. This is followed by a three-item scale
measuring sensory food experience developed by Brakus et al. [42] and a three-item scale measuring
affective food experience developed by Barnes, Mattsson and Sørensen [45]. Section B included a
three-item scale measuring behavioural food experience developed by Beckman et al. [44]. This is
followed by a four-item scale measuring intellectual food experience improved by Brakus et al. [42]; a
three-item scale measuring intention to revisit Sichuan restaurant developed by Qu, Kim and Im [75];
and a four-item scale measuring intention to visit the city of origin towards Sichuan cuisine developed
by Chung, Han and Joun [76]. Lastly, Section C of the survey instrument comprised of questions
that captures the demographic information of the respondents. The final items and sources are listed
in Appendix A. Each of the items were measured on a sevenpoint Likert scale with 1 representing
“strongly disagree” and 7 “strongly agree”. A total of 321 usable questionnaires were obtained, which is
deemed an appropriate sample size for running structural equation models using Analysis of Moment
Structures (AMOS) estimation [77].

4. Results

4.1. Sample Characteristics

The survey resulted in a collection of 321 valid responses, where 145 from males (45.2%) and
176 from females (54.8%). The majority age category of respondents was 19-29 years of age (76.6%),
followed by 30–39 years of age (18.4%), 40–49 years of age (4.4%) and under 18 years of age (0.6%),
reflecting that more mature customers patronize the Sichuan restaurant. The sample was comprised
of single (61.7%), married (25.2%), cohabit (10.0%) and others (3.1%). Many of respondents held
postgraduate degree (55.1%), followed by getting a university degree (23.1%), college or university
student (20.9%), and secondary school (0.9%). Most of respondents are student (57.6%) with below
20,000 annual income (52.6%). The frequency analysis of the sample is given in Table 1.
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Table 1. Demographic profile of respondents.

Demographic Categories Frequency %

Gender
male 145 45.2

female 176 54.8

Age(years)
under 18 2 0.6

19-29 246 76.6
30-39 59 18.4
40-49 14 4.4

Marital status
single 198 61.7

cohabit 32 10.0
married 81 25.2

other 10 3.1

Education level
secondary school 3 0.9

college or university student 67 20.9
completed a university degree 74 23.1

postgraduate and above 177 55.1

Annual income (¥)
below 20,000 169 52.6
20,000-39,999 23 7.2
40,000-59,999 27 8.4
60,000-79,999 28 8.7

80,000-100,000 26 8.1
more than 100,000 48 15.0

Occupation
student 185 57.6

engineering 17 5.3
business 32 10.0

education 30 9.3
medical 9 2.8

information technology 9 2.8
design 1 0.3
science 3 0.9

executive 14 4.4
self-employed 4 1.2
skilled worker 2 0.6

other 15 4.7

4.2. Reliability Analysis and Validity Analysis

To ensure the validity of the survey data, a measurement model was constructed to test the
reliability and validity of the instrument. Firstly, Cronbach’s α and construct reliability (CR) were
used to assess the reliability of multi-item scales for each construct. Cronbach’s α of all key variables
were computed: sensory food experience (0.823), affective food experience (0.903), behavioural
food experience (0.910), intellectual food experience (0.898), attitude towards Sichuan cuisine (food
appearance) (0.888), attitude towards Sichuan cuisine (novelty) (0.812), intention to revisit Sichuan
restaurant (0.938) and intention to visit the city of origin for Sichuan cuisine (0.925). Table 2 showed that
all the alpha coefficients were greater than the cut-off point of 0.7 [78], suggesting a high level of internal
consistency for each construct. In addition, all construct reliabilities exceeded the recommended
threshold values [78] of 0.7. These showed good reliability.
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Table 2. Items, Reliability, Coefficient, and AVE of variables.

Variables Items Cronbach’s α CR1 AVE 2

Sensory food experience 3 0.823 0.833 0.627
Affective food experience 3 0.903 0.905 0.760

Behavioural food experience 3 0.910 0.910 0.772
Intellectual food experience 4 0.898 0.899 0.691
Attitude (food authenticity) 4 0.888 0.889 0.669

Attitude (food novelty) 3 0.812 0.818 0.602
Intention to revisit restaurant 3 0.938 0.941 0.841

Intention to visit the city of origin 4 0.925 0.925 0.757

Note: CR = Construct Reliability, AVE = Average Variance Extracted.

Secondly, convergent validity and discriminant validity were available to measure the validity.
Table 2 listed that the average variance extracted (AVE) of each construct. Also, convergent validity was
supported by the fact that all AVEs exceed 0.5 [79]. In addition, as shown in Table 3, the confirmatory
factor analysis (CFA) results lent further support for the convergent and discriminant validity among
all constructs. The discriminant validity of the eight proposed constructs was tested by contrasting
the eight-factor model against alternative models. Considering all antecedent variables are equally
associated with food brand experience, we constructed competing models such as the 8-, 7-, 5-and
1-factor models. The 8-factor model is a complete model, the 7-factor model is a combination of
attitudes towards Sichuan cuisine (food authenticity and food novelty) or intention to revisit restaurant
and intention to visit the city of origin, and the 5-factor model is a combination of sensory, affective,
behaviour, and intellectual food experience. The model comparison results in Table 3 show that the
eight-factor model fit the data considerably better than any of the alternative models. The proposed
model fits the data well (χ2

(296)
= 755.143; P < 0.001; χ2/d f = 2.551; GFI = 0.850; AGFI = 0.808; CFI =

0.937; IFI = 0.938; TLI = 0.925; RMSEA = 0.070). Thus, the distinctiveness of the eight constructs in this
study was required to be supported. Given these consequences, all eight constructs were applied in
subsequent analyses.

Table 3. Results of confirmatory factor analysis for the measures of the variables studied.

Model χ2 df χ2/df GFI AGFI CFI IFI TLI RMSEA

Eight-factor model a 755.143 296 2.551 0.850 0.808 0.937 0.938 0.925 0.070
Seven-factor model b 949.146 303 3.132 0.806 0.757 0.911 0.912 0.897 0.082
Seven-factor model c 1307.483 303 4.315 0.720 0.651 0.862 0.863 0.840 0.102
Five-factor model d 1618.920 314 5.156 0.691 0.628 0.821 0.822 0.800 0.114
One-factor model e 3079.584 324 9.505 0.514 0.433 0.622 0.624 0.591 0.163

Note: GFI = Goodness of Fit Index, AGFI = Adjusted-Goodness-of-Fit Index, CFI = Comparative Fit Index, IFI
= Incremental Fit Index, TLI = Tucker-Lewis Index, RMSEA = Root Mean Square Error of Approximation. a In
Eight-factor model, all variables have no relationship. b In Seven-factor model, attitude towards Sichuan food -
authenticity and attitude towards Sichuan food - novelty combined. c In Seven-factor model, intention to revisit
restaurant and intention to visit city of origin belong to one variable. d In Five-factor model, sensory, affective,
behavioural, and intellectual food experience combined into one factor. e In One-factor model, all variables combined
into one factor.

4.3. Descriptive Analysis

Table 4 displays the correlations, means and standard deviations of all latent variables. As indicated
in the table, the correlations of the key variables are in the expected direction. Food brand experience,
including sensory, affective, behavioural, and intellectual, has been found to be positively correlated
with attitudes towards food authenticity, attitudes towards food novelty, intention to revisit the
restaurant and intention to visit the city of origin. Meanwhile, attitude towards food authenticity was
found to be positively correlated with intention to revisit the restaurant and intention to visit the city of
origin (r =0.638, p < 0.01; r = 0.535, p < 0.01). Attitude towards food novelty was found to be positively
correlated with intention to revisit the restaurant and intention to visit the city of origin (r = 0.419,
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p < 0.01; r = 0.456, p < 0.01). Moreover, intention to revisit the restaurant was found to be positively
correlated with intention to visit the city of origin (r = 0.671, p < 0.01).

Table 4. Correlations, Means, and Standard Deviations.

Variables 1 2 3 4 5 6 7 8

1. Sensory food experience 1
2. Affective food experience 0.401 ** 1
3. Behavioural food experience 0.351 ** 0.674 ** 1
4. Intellectual food experience 0.461 ** 0.644 ** 0.692 ** 1
5. Attitude (authenticity) 0.634 ** 0.455 ** 0.447 ** 0.591 ** 1
6. Attitude (novelty) 0.391 ** 0.447 ** 0.411 ** 0.556 ** 0.578 ** 1
7. Intention to revisit restaurant 0.407 ** 0.580 ** 0.639 ** 0.644 ** 0.638 ** 0.419 ** 1
8. Intention to visit city of origin 0.423 ** 0.468 ** 0.563 ** 0.699 ** 0.535 ** 0.456 ** 0.671 ** 1
Mean 5.992 4.569 4.504 4.913 5.678 5.147 5.476 5.405
SD 0.925 1.457 1.449 1.371 0.981 1.087 1.306 1.410

Note: SD = standard deviations, ** p < 0.01.

4.4. Hypotheses Testing

To test the hypotheses, the research model proposed causal relationship between the factors and
path analysis was undertaken using AMOS 22.0. As can be shown in Table 5, the goodness-of-fit indices
were acceptable: χ2/degree o f f reedom (d f ) = 2.551 < 3; goodness-of-fit-index (GFI) = 0.850 > 0.8 [80];
AGFI=0.808 > 0.8 [81] (MacCallum and Hong, 1997); comparative fit index (CFI) = 0.937; incremental
fit index (IFI) = 0.938; Tucker-Lewis index (TLI) = 0.925; root mean square error of approximation
(RMSEA) = 0.070 < 0.08. Most of goodness-of-fit indices were above the critical level [78] and the
model was acceptable.

The results of hypotheses testing showed some significant conclusions. Sensory and intellectual
food experience produced positive and significant effects on attitude towards food authenticity,
supported H1a and H1d. Intellectual food experience had a strong positive influence on attitudes
towards food novelty towards Sichuan cuisine, supported H2d. Positive and significant effects
were found in behavioural food experience and intention to revisit the restaurant, supported H3c.
Intellectual food experience produced positive and significant effects on intention to visit the city of
origin, supported H4d. As expected, a particularly strong positive and significant effect was observed
between attitudes towards Sichuan cuisine (authenticity), attitudes towards Sichuan cuisine (novelty),
and intention to revisit the restaurant, strongly supported H8 and H5a. Meanwhile, intention to revisit
the restaurant also produced positive and significant effects on intention to visit the city of origin,
supported H7. However, there were differences in fifteen of the hypothesized results. For example,
food experience (sensory, affective and behavioural) were found to have no significant effects on
attitude towards Sichuan cuisine (novelty). A summary of results from hypothesis testing is shown in
Table 5.

Table 5. Results for Path Analysis.

Hypotheses β P Hypothesis

H1a: sensory food experience→ attitude (authenticity) 0.512 *** Supported
H1b: affective food experience→ attitude (authenticity) 0.012 0.879 Not supported
H1c: behavioural food experience→ attitude (authenticity) −0.028 0.750 Not supported
H1d: intellectual food experience→ attitude (authenticity) 0.403 *** Supported
H2a: sensory food experience→ attitude (novelty) −0.123 0.157 Not supported
H2b: affective food experience→ attitude (novelty) 0.079 0.383 Not supported
H2c: behavioural food experience→ attitude (novelty) −0.039 0.707 Not supported
H2d: intellectual food experience→ attitude (novelty) 0.303 *** Supported
H3a: sensory food experience→intention to revisit restaurant −0.179 0.008 Not supported
H3b: affective food experience→intention to revisit restaurant 0.116 0.094 Not supported
H3c: behavioural food experience→intention to revisit restaurant 0.316 *** Supported
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Table 5. Cont.

Hypotheses β P Hypothesis

H3d: intellectual food experience→intention to revisit restaurant 0.168 0.052 Not supported
H4a: sensory food experience→intention to visit city of origin 0.160 0.026 Not supported
H4b: affective food experience→intention to visit city of origin −0.191 0.008 Not supported
H4c: behavioural food experience→intention to visit city of origin 0.007 0.935 Not supported
H4d: intellectual food experience→intention to visit city of origin 0.565 *** Supported
H5a: attitude (authenticity)→intention to revisit restaurant 0.608 *** Supported
H5b: attitude (novelty)→intention to revisit restaurant −0.169 0.008 Not supported
H6a: attitude (authenticity)→intention to visit city of origin −0.165 0.113 Not supported
H6b: attitude (novelty)→intention to visit city of origin 0.079 0.238 Not supported
H7: intention to revisit restaurant→intention to visit city of origin 0.441 *** Supported
H8: attitude (authenticity)→ attitude (novelty) 0.513 *** Supported

Note: β = Beta Value, χ2 = 755.143, 296, χ2/d f = 2.551, GFI = 0.850, AGFI = 0.808, CFI = 0.937, IFI = 0.938, TLI =
0.925, RMSEA = 0.070, *** p < 0.001.

5. Discussion and Conclusions

This study concentrated on investigating the relationship among food experience, attitudes
towards Sichuan cuisine, intention of revisiting the restaurant and visiting the city of origin. First,
food experience (sensory, intellectual) was found to be positively related to attitude (authenticity)
on Sichuan cuisine. Second, attitude (authenticity) was found to be positively related to intention
for revisiting restaurant. Third, intention to revisit restaurant was found to be positively related to
intention for visiting city of origin.

This study contributes to the growing literature on food experience and food tourism. First, we
developed a model to explain food experience in relation to tourists’ attitudes towards food tourism.
The model predicts that food experience affects intention to visit city of origin. It not only extends
Barnes’ et al. research about destination brand experience [45], but also extends some research towards
culinary destination marketing [2] and destination identify [7]. Meanwhile, we found that intellectual
food experience has a significant positive relationship towards consumers’ intention to visit city of
origin of the cuisine. In particular, this reinforces some of the previous studies on the fact that food and
destination go hand in hand. It is worth noting that little attention has been committed to addressing
the effect of food culture, especially in the gastronomic tourism field. This is supported by Chang,
Kivela and Mak [6], where local culture is one of the key motivators for engaging in a novel or local
cuisine. Second, we developed a scale for Sichuan cuisine, and examined the relationship between
food experience and intention to visit the city of origin. We found that intellectual food experience has
a significant positive relationship food attitude (authentic), and attitude (authentic) has a significant
positive relationship intention to revisit restaurant. Similar to previous studies, consumption of food is
not entirely for utilitarian reasons such as to satisfy hunger or thirst, but an avenue to gain in depth
knowledge into a regional cuisine [5]. Meanwhile, authentic experiences shape the attractiveness of
the origin of the cuisine [71,82,83] elucidated and validated the influence of tourist experience on food,
demonstrating the importance of food experience in tourism. Finally, this study is the first to consider
customer revisit intention and visit the city of origin based on food experience perspective in a tourism
setting. Previous studies mainly used food brand experience includes many different experiences,
such as sensory, affective, behavioural and intellectual, and few researchers pay attention to its effects
between food experience and intention to visit the city of origin. This study adds to the literature on
gastronomic tourism behaviour and food experience by elucidating attitude.

This study also provides some important implications for destination and tourism managers.
Firstly, by investigating the influence of food experience, it is found that sensory and intellectual food
experiences are important to a food tourist and will impact on their attitude towards Sichuan cuisine.
This also provides important implications to destination managers and branding managers to enhance
the sensory experiences through visuals, olfactory, tactile and other stimulations to create a memorable
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experience for tourists [84]. Meanwhile, going beyond only the sensory experiences, tourists are also
interested in an understanding of the local culture, origins and history of the food. Secondly, from this
study, it was found that behavioural food experience such as trying and seeking out new experiences
have a significant relationship towards revisiting a restaurant. This provides important insights to
local restaurants to create items that can provide enticement and excitement for tourists to revisit. In
particular, menu changes and specials will be able to provide new experiences even though it still
caters to one particular cuisine. Thirdly, the results of this study show that attitude plays a vital role
in the relationship between food experience and revisit intention. In particular, attitudes towards
food authenticity of Sichuan cuisine is important in shaping behaviour. Therefore, in ensuring that
the foods that tourists experience lives to provide an authentic experience is important in shaping
their intentions to visit the city of origin. Fourthly, the present study suggests that consumer food
experience can be cultivated by improving the likelihood of the gastronomic tourism, which is an
extremely gratifying experience. This study may encourage restaurant managers to design programs
that can help their customers experience food culture and cultivate customer attitude towards Sichuan
cuisine. For example, there are restaurants that pair the food with local cultural art to enhance the
consumption experience of the food with a snippet of the culture. This can help shape a holistic
experience by enhancing intellectual and sensory food experiences. Namely the significance of cuisine
serves as the window into the destination and culture. It is a strong branding and communication
message for tourism boards to understand and communicate the origins and history of the foods to
tourists as a result [9,71]. In addition, this will help to brand the identity of the city of origin – Sichuan
in this case. Finally, this study helps managers to more thoroughly understand flow experience in
daily catering services, especially intellectual food experience. City marketing managers may need to
allocate more resources to create customer intellectual food experience by designing activities and
marketing programmes that provides “food stories”.

6. Limitations and Future Research Directions

There are several limitations of this research that also offer some possibilities for further research.
One of the limitations of study is the fact that it is not concerned with eating habits and knowledge level
of cuisine. For future studies, focusing on eating habit or knowledge level of food is recommended,
since tourists may have different demands and visiting motivations for different habits or knowledge
levels [71]. For example, a tourist who visits the city of origin (i.e., tasting authentic local food,
understanding local food culture, studying the way of cooking) might have different demands from
gastronomic tourism than those who eat some food or cuisine at a non-local restaurant. In addition,
food consumption at a tourist destination can also be an emotional experience. Therefore, future
studies can examine the influence of emotions during the consumption process of local cuisine and
how it affects behavioural outcomes [85]. This research suggests that future studies use more diverse
aspects of research perspective, such as city marketing, city or place branding, food and drink culture,
and that these focus on their possible influence on food tourism. In addition, since gastronomic tourism
is a new kind of tourism and it might be varied depending on the country, for example Singapore,
Australia, and America. Furthermore, this study considers only the food experience and attitude
elements of consumers’ own dimensions. Thus, in future studies, additional tourist characteristics
should be considered such as local tourist, non-local tourist.
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Appendix A

Table A1. Scales and items.

Construct Scale Reference Adapted Scale

Sensory food experience Brakus et al. (2009) [42]
1. Sichuan food makes a strong visual impression on me.
2. Sichuan food makes a strong impression on my sense of taste.
3. Sichuan food makes a strong impression on my sense of smell.

Affective food experience Barnes et al. (2014) [65]
1. Sichuan food induces my personal feelings and sentiments.
2. I have strong emotions for Sichuan food.
3. Sichuan food is an emotional experience.

Behavioural food experience Beckman at al. (2013) [44]
1. I physically engage in looking out for new Sichuan restaurants.
2. I seek to experience new Sichuan dishes I have not tried before.
3. I seek to experience Sichuan disahes in different restaurants.

Intellectual food experience Brakus et al. (2009) [42]

1. Sichuan food makes me think more about food culture.
2. Sichuan food makes me think more about food origins.
3. Sichuan food makes me curious about sensory food experiences.
4. Sichuan food makes me understand the lifestyle of its people.

Attitude towards Sichuan Cuisine
(authenticity)

Adapted from
McKercher et al. (2008) [54]

1. I think Sichuan food is appetising
2. I think Sichuan food is aromatic
3. I think Sichuan food is authentic
4. I think Sichuan food is colourful

Attitude towards Sichuan Cuisine
(novelty)

Adapted from
McKercher et al. (2008) [54]

1. I think Sichuan food is creative
2. I think Sichuan food is different
3. I think Sichuan food is innovative

Intention to revisit restaurant Qu et al. (2011) [75]
1. I look forward to eat Sichuan food at a Sichuan restaurant.
2. I desire to eat Sichuan food at a Sichuan restaurant.
3. I will eat Sichuan food at a Sichuan restaurant.

Intention to visit city of origin Chung et al. (2015) [76]

1. I intend to visit Chengdu, the city of origin of Sichuan food to try authentic Sichuan food.
2. I plan to visit Chengdu, the city of origin of Sichuan food to try authentic Sichuan food.
3. I will recommend others to visit Chengdu, the city of origin of Sichuan food to try
authentic Sichuan food.
4. If I get the chance to travel, I want to visit Chengdu, the city of origin of Sichuan food to try
authentic Sichuan food.
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