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Abstract

Food is part of a visitor’s experience and is used as a marketing tool for tourism. Few studies
have attempted to separate and examine the role played by street foods to the destination
loyalty of visitors. Hence, this study evaluated Thai visitors’ street food motivation and its influence
on destination (Bangkok) loyalty. Moreover, the study proposed a structural model addressing the
potential relationships between visitors’ street food motivation, street food perception, street
food experience, street food satisfaction, and destination loyalty among Thai visitors in Bangkok.
Questionnaires were collected from 356 Thai visitors and obtained by simple random sampling.
The data were analyzed by SPSS and partial least squares-structural equation modelling by Smart-
PLS 3.0. The results found indirect influences of visitors’ street food motivation on destination
loyalty. Thus, entreprenuers, government agencines, and other involved agencies can utilize street
food as a sustainable marketing tool to maintain and attract Thai visitors.
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Introduction

Tourism refers to holistic experiences,
including their experience with local food, as
it nourishes visitor”” bodies and souls (Hjalager
and Johansen, 2013). As such, food is a requi-
site that responds to visitors’ physical needs
and fulfills tourism experiences. It enhances
social relationships and learning among visitors
(Chang and Mak, 2018, p. 90). Moreover, food
can increase economic, cultural, and identity
values, as well as the sustainability of destina-
tions (Horng and Tsai, 2012, p. 43). According
to the Twelfth National Economic and Social
Development Plan (2017-2021), gastronomy
tourism promotion is defined as the creation
of Thailand’s economic competitiveness by
promoting a creative economy with the key
purposes of utilizing culture as a cultural
product and a service manufacturing industry
and publicizing it through online media as a
guideline on cultural export to international
recognition. Creative tourism is a type of travel
focused on real experiences, with connection
to participatory learning in culture or special
features of destinations (MGR Online, 2017,
pp. 1-2). According to the review of literaure
related to gastromony tourism, most countries
in Europe give precedence to studies on this
matter, while research on this topic is still
quite limited in Asia, such as in Thailand, China,
Japan, Korea, Singapore, and India (Chen and
Huang, 2019, p. 545). However, most of the
contents of the research on gastronomy tour-
ism are mainly about visitors’ perception and

attitudes toward images of food components.

» o«

*Visitors refer to “tourists,
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As for studies on food motivation influencing
destination loyalty, they are still rather limited,
particularly street food, despite it being very
popular and becoming an attraction for visitors
to come to their target destinations (Jeaheng
and Han, 2020). Bangkok is one of those ac-
cepted as a city whose street food as earned
world-class reputation (Head, 2017, p. 1).
Thus, this study examined street food
in Bangkok, Thailand, particularly about how
street food motivation influences street food
experiences, street food perception, street
food satisfaction, and destination loyalty. The
research was conducted among Thai visitors
traveling from their permanent domiciles to
another place in the country for acitivities with-
out any compensations or rewards. They could
be either same-day visitors or overnight visitors,
with a duration of stay of less than one year
(United Nations World Tourism Organization,
2010, pp. 1-2). This study sought for a deeper
understanding on the relationship between
street food and gastronomy tourism develop-
ment in Thailand. The results can be a guide-
line on marketing strategies using street food
to publicize destinations for Thai visitors and to
develop street food experiences. In turn, such

a guideline aids in stimulating national tourism.

Objective

This study examines the relationship
structure of Thai visitors’ street food motiva-
tion and its influence on destination loyalty
(Bangkok).

over-night visitors,” and “same-day visitors”



Literature Review
The definitions of gastronomy tourism

In English, food-related tourism has
also been called “cuisine tourism” (Ignatov
and Smith, 2006, p. 238), “food tourism,”
“culinary tourism,” (Harrington and Otten-
bacher, 2010, p. 18), or “gastronomy tourism”
(Sédnchez-Canizares and Lopez-Guzman, 2012,
p. 231). These words can be substituted for
one another and can generally be defined as
tourism for dining and participation in different
places related to food, e.g., farms; paddy fields;
garden fields; fresh markets; food festivals; and
exhibitions of food shops, local food shops,
restaurants, or food manufacturing plants.
McKercher, Okumus and Okumus (2008, p.
139) further stated that gastornomy tourism
entails traveling to destinations with an inten-
tion to dine out, visit food/drink manufactur-
ing sources and material distribution centers,
or join any food/drink activities, e.g., cooking
classes. Gastronomy tourism is related to food
manufacturing materials as well as process
and dining methods in accordance with social
contexts in those destinations (Updhyay and
Sharma, 2014, p. 30). These aspects conform
to the study of Chamnancha (2018, p. 106),
who stated that gastronomy tourism refers to
tourism for dining and for insights into food as
well as drinks in those destinations (Ignatov
and Smith, 2006, p. 241), which will lead to
memorable dining experiences (United Nations
World Tourism Organization, 2017, p. 15).

In conclusion, gastronomy tourism
refers to tourism for food as the motivation to
travel and to obtain food experiences in each

particular area, with the purpose of gaining
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pleasure and cultural insights through food

experiences.

General knowledge of street food

Street food is very popular and widely
known at the national and international levels.
Each particular street food contains various
identities and tastes due to a multicultural
combination of deliciousness and pleasant
experiences for diners (Jeaheng and Han,
2020). Street food is usually cheap, easy to
find, and contains nutritive values. In Asia,
street food is popular among visitors. It can
be either national cuisine or local food, which
is usually flavorful and served at affordable
prices. It also represents locality for visitors
(Chaiyasain, 2020, pp. 124-126) These charac-
teristics conform to the Food and Agriculture
Organization of the United Nations (2019, p.
1), which defines street food as instant food
and drinks that are cooked and distributed day
and night in public, e.g., roadsides, pavements,
and footpaths. It is basically available in food
stalls, food trucks, and food carts. People of all
genders and ages can sell street food because
the products sold are quick to cook and are
typically served to urban people with low to
middle income. This type of food is simply ac-
cessible, with low cost of cooking. It is usually
cheaper than those served in restaurants and is
popular among locals (Tinker, 1997, pp. 80-90).

Hence, we define street food as instant
food or drinks that are cheap, delicious, and

widely available to the public.
Food motivation

Dann (1981, pp. 190-193) classified
the types of visitors’ motivation to travel to

destinations into two types, i.e., 1) escape and
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2) seeking. Visitors travel with such motivation
and are driven by motivation or other internal
factors because they are attracted by the fea-
tures of those destinations. McIintosh, Goeldner
and Ritchie (1995, pp. 100-110) set four types
of food motivation related to destinations, i.e.,
1) physical type: fulfillment of needs by ob-
taining food experiences, 2) cultural type: need
to learn the culture, 3) interpersonal type:
responsiveness to social needs by interaction
with others, and 4) status and prestige type:
search for acceptance and social differences.
Andersson, Mossberg and Therkelsen (2017,
pp. 2-5) classified food motivation based on
obtained food experiences into three types,
i.e., 1) sensory type, 2) culture type, and 3)
socialization type.

According to the literature review, the
researchers studied street food motivation and
classified it into three types, i.e., 1) new culture,

2) new experiences, and 3) socialization.
Visitor behavior toward food

Consumption behavior refers to a de-
cision-making process (Gilbert, 1991, pp. 80-92)
consisiting of five steps, i.e., 1) need for motiva-
tion or perceived needs, 2) information search,
3) choice evaluation, 4) purchase decision, 5)
and post-purchase behavior (Engel, Kollat and
Blackwell, 1968).

Understanding visitors’ food-related
behavior requires the understanding of basic
motivation. (Solomon, et al., 2013, p. 25). Each
visitor’s motivation is different, and each moti-
vation influences visitor attittudes and behav-
ior. Thus, visitors’ food motivation helps deter-
mine visitors’ needs and predicts food-related

behavior. As such, visitors’ food motivation is
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the first factor to consider in the role of food
in motivation.

With this motivation, visitors start
seaching for information to respond to their
needs (Fodness and Murray, 1997). Information
search is regarded as food perception. Visitors
respond to information based on types and
reliability of sources. Thus, studies on food per-
ception among visitors are necessary (Ab Karim
and Chi, 2010, pp. 534-536). After information
search, visitors will consider other information
as well make comparisons before making a
final decision. Alternatively, when visitiors are
influenced by their food motivation, they will
have direct food experiences, i.e., participation
in food. To clarify, such participation refers to
food motivation or interest in food activities
and products. The levels of food experiences
vary among visitors. Thus, visitors’ food experi-
ences are necessary for understanding visitors’
behavior toward food (Mak, et al,, 2017, pp.
16-18).

With food perception or direct food
experiences, visitors will evaluate their satis-
faction levels based on comparision between
obtained experiences and their expectation
levels. Thus, food satisfaction is also a factor
that must be examined in the study of food
behavior.

According to the data, four factors
of food-related visitors’ behavior can be
observed, i.e., 1) food motivation, 2) food
perception, 3) food experience, and 4) food
satisfaction.

Thus, the relationship structure of Thai
visitors’” street food motivation and its influ-

ence on destination loyalty (Bangkok) requires



the specification of factors. According to the
literature review, Kim and Brown (2012, pp.
340-347) found that destination loyalty should
be considered in visitors’ food experiences.
Positive experiences toward services, products,
and other resources in destinations can create
loyalty, e.g., travel repetition and positive word
of mouth.

Notably, none of the existing studies
have focused on the particular relationship
between visitors” food motivation and their
behavior toward food. Thus, six hypotheses
were suggested as follows.

H1: New culture motivation influences
street food experiences that affect street food
satisfaction, which eventually leads to Thai
visitors” destination loyalty.

H2: New experience motivation in-
fluences street food experiences that affect
street food satisfaction, which eventually leads
to Thai visitors’ destination loyalty.

H3: Socialization motivation influences

street food experiences that affect street food

Mew culture
rmotivation (CL)

MNew experience

maotivation (EX)
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satisfaction, which eventually leads to Thai
visitors” destination loyalty.

H4: New culture motivation influences
street food perception that affects street food
satisfaction, which eventually leads to Thai
visitors” destination loyalty.

H5: New experience motivation influ-
ences street food perception that affects street
food satisfaction, which eventually leads to
Thai visitors’ destination loyalty.

H6: Socialization motivation influences
street food perception that affects street food
satisfaction, which eventually leads to Thai
visitors” destination loyalty.

According to the hypotheses;

H1: CL -» FEX - SAT —» LOY

H2: EX - FEX — SAT - LOY

H3: SO —» FEX = SAT —» LOY

H4: CL - PER — SAT —» LOY

H5: EX - PER — SAT — LOY

H6: SO — PER — SAT — LOY

The hypotheses can be concluded into

the framework as in Picture No. 1.

Socialization

motivation (50)

Street food -
perception (PER)

Street food
satisfaction (SAT)

Destination
loyalty (LOY)

Picture No. 1 The hypotheses framework
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Methods

The samples consisted of Thai visitors
traveling to Bangkok. The appropriate size for
the partial least square structural equation
model (PLS-SEM) was the minimum size of 100
to 200 samples (Hair, Ringle and Sarstedt, 2011,
pp. 142-145). However, to prevent the sample
size from being an obstacle for statistics cal-
culation (Henseler, Hubona and Ray, 2016, pp.
8-10), the sample size was set at 400, which
was more than the minimum value.

This research is a quantitative study
that used a structured questionnaire for test-
ing the theoretical model. The questionnaire
was designed in English, which had items with
statistical significance from previous related
international studies. Then, it was translated
into Thai by back-translation to test the good-
ness of fit (Brislin, 1976, p. 220) and content
analysis (Zamanzadeh, et al,, 2015, p. 170).
The questionnaire consisted of eight parts, i.e.,
1) demographic data, 2) new culture motiva-
tion, 3) new experience motivation, 4) social-
ization motivation, 5) street food perception,
6) street food experiences, 7) street food satis-
faction, 8) and destination loyalty. The item in
the questionnaire used a five-point Likert scale.

The data were collected from the
samples of Thai visitors traveling to Bangkok.
The samples were obtained by simple random
sampling. The data were collected between
September and December 2021.

A questionnaire was used for data
collection and was tested on 30 samples
(Pre-Test) before distributing it to the 400 sam-
ples. Then, Cronbach’s alpha was analyzed.
The acceptance criteria of over 0.7 was used,

which implied sufficient reliability (Hair, et al.,
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2010, p. 200). Moreover, the understanding
and clarity of language was tested. After that,
the questionnaire was improved to cover the
objectives and the composites of all factors
for study. The data were collected through the
questionnaire. Upon obtaining the samples’
consent for data collection, two questions
were used for screening and for confirming the
appropriateness of each individual, i.e., 1) “Are
you a visitor traveling to Bangkok?” Then, the
respondents’ understanding of the definition
of street food was determined. The following
question was asked: 2) Do you have any street
food experiences? A total of 400 sets of the
questionnaire were collected. Incomplete
ones were excluded until 356 sets remained

for further analysis.

Data Analysis

Demographic data were analyzed by
descriptive statistics, i.e., percentage. Causal
relationship was analyzed by PLS-SEM using
SmartPLS 3.0. This tool is flexible for structural
acceptance and appropriate for new concep-
tual framework development that might not
be supported by theories or empirical studies.
It is also flexible for non-normal distribution
(Blome, Hollos and Paulraj, 2014, pp. 35-38)
and does not require a large number of sam-
ples for analysis (Peng and Lai, 2012, p. 370).

Before using the PLS-SEM to test
the structural model, the missing data were
examined, along with exploratory factor analy-
sis by SPSS as follows. 1) The appropriateness
of sample size was tested for factor analysis
using the Kaiser-Meyer-Olkin measure of sam-
pling adequacy (KMO). The correlation for

factor analysis was tested by Bartlett’s Test



of Sphericity, which was 14819.765 (p <. 05)
after testing. This value implied the significant
correlation matrix among observed variables as
the identity matrix (p < 0.5) (Hair, et al., 2010,
pp. 230-234). This outcome also conformed
to KMO = 0.92, which passed the criteria that
it must be over 0.60 (Hair, et al,, 2010, pp.
234-240). Furthermore, this outcome implied
the internal relationship among the variables,
which could then be brought for structural
analysis. 2) The eigen was also analyzed. This
value referred to the variance of all variables in
each composite of common factor analysis. It
was obtained from the squared sum of the fac-
tor loading of each variable. The eigen must be
> 1 to be accepted as a composite. Moreover,
the covariance of the sample must be at least
60% (Hair, et al., 2010, pp. 266-280). In this
study, eigen values of all variables were > 1,
with a covariance at 65.319%. 3) Factor loading
was tested. The variables with factor loading >
0.60 were selected for each composite (Hair, et
al,, 2010, pp. 282-290).

Results
Profiles of the respondents

The samples/respondents included

356 Thai visitors traveling to Bangkok with food
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street experiences. In particular, 42.10% of
them were male, while 57.90% were female.
Most were aged from 21-30 years (52.80%),
followed by 31-40 years (22.20%). In addition,
most were single (67.40%), graduated with a
bachelor’s degree (63.20%), worked as employ-
ees at private companies (40.40%), received a
monthly income of < 20,000 baht/month
(38.50%). They traveled to Bangkok over five
times (63.80%), for relaxation (34.00%), and as

free individual travelers (F.I.T.) (86.00%).
Model fit (Model quality)

Model fit refers to the testing model fit
by SmartPLS 3.0. The results of the standard-
ized root mean squared residual (SRMR) testing
are presented in Table No. 1 According to two
models, i.e.,, the estimated model and the
saturated model, a good model should have
SRMR < 0.080 (Henseler, et al., 2014, p. 190).
Henseler, Ringle and Sarstedt (2015, p. 120)
suggested the value < 0.080, thus conforming

to the study of Hu and Bentler (1999, p. 29).

Table No. 1 Standardized root mean squared residual value.

Model SRMR Value
Saturated Model 0.062
Estimated Model 0.076

Table No. 1 shows that the SRMR of the
estimated model was 0.076, which was > 0.060

and < 0.080. This value implied good quality
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of the model (Dash and Paul, 2021, p. 121092;
Hair, et al., 2019, p. 7).
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Evaluation measurement model
Confirmatory Factor Analysis (CFA)
was conducted by SmartPLS. The observed
variables had a factor loading or relationship
between the variables and composites > 0.70
(Hair, et al., 2010, p. 331), which would be used
to explain the latent variables in the measure-
ment model (Table No. 2). This study analyzed
the measurement model under two steps, i.e.,
1) measurement model for testing reflective
constructs and 2) measurement model for

testing formative constructs.
Evaluation of the reflective measurement
model

The validity of reflective constructs
could be tested as follows: 1) testing the in-
ternal consistency reliability of the observed
variables by calculating composite reliability
(CR), which should be > 0.7 (Hair, et al., 2011,
p. 145; Nunnally, 1978, p. 34); 2) testing the
indicator reliability by calculating the factor
loading, which should be > 0.70, with a signifi-
cance level of 0.05 (Hair, et al., 2011, p. 145); 3)
testing the convergent validity by calculating
the average variance extracted (AVE), which
should be at least 0.50 (Hair, et al., 2011, p.
145); and 4) testing the discriminant validity
to show that the observed variables in each
measurement model could indicate compos-
ites in that certain measurement model. The
square roots of AVE were tested, which must
be over the correlation among the composites
(Fornell and Larcker, 1981, pp. 40-45). The de-
tails are as follows.

Internal consistency reliability was
tested to avoid repetition of questioning. High

consistency brought high Cronbach’s alpha,
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thus implying efficient measurement of same
composites. The observed variables obtained
had a qualified factor loading to measure the
same matters, thereby indicating the reliability
of the questionnaire. According to Table No.
2, the Cronbach’s alpha was between 0.722
and 0.841, and the composite reliability was
between 0.844 and 0.896, thus implying inter-
nal consistency reliability of all latent variables.

For testing the reliability of the ob-
served variables (Indicator Reliability) by calcu-
lating the factor loading of the latent variables,
Table No. 2 displays factor loading between
0.738 and 0.873, thus indicating good reliability
(Hair, et al., 2011, p. 145).

For convergent validity by AVE calcula-
tion, Table No. 2 displays AVE between 0.642
and 0.718. In general, it is usually > 0.50, but
it is also acceptable in the case of AVE < 0.50
but with composite reliability > 0.70 (Fornell
and Larcker, 1981, p. 49). Thus, the reflective
measurement model had convergent validity.

The different observed variables
should not have a high relationship. If they had
a high relationship, then the variables were the
same. In contrast, they should have a high re-
lationship with their own latent variables only
(Fornell and Larcker, 1981, pp. 47-49). If the
relationship between the observed variables
and the latent variables was higher than the re-
lationship between a certain observed variable
and the other ones, it contained discriminant
validity. Testing the relationship between the
observed variables and their own latent vari-
ables was considered the square roots of AVE.
For example, FEX had AVE = 0.678. Thus, this

variable had a relationship with its own latent



variable = 0.823 (The square root of AVE)

Thus, the AVE obtained should be high-
er than the relationship between the observed
variables and other variables so that they
would be considered containing discriminant
validity (Hair, et al., 2019).

Discriminant validity was tested by
the Fornell-Larcker Criterion (1981, pp. 42-26),
which is a table displaying the relationship
among the observed variables. The oblique

columns contained the square roots of AVE.
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If all values of the observed variables in the
oblique columns were higher than those in the
horizontal and vertical columns, the values in
the oblique columns must be higher than the
correlation that indicated the relationship be-
tween certain latent variables and others. The
correlation coefficient was under the values
in the oblique columns (Jhantasana, 2019, p.
1888). Thus, that certain construct variable

contained discriminant validity.

Table No. 2 Evaluation of the reflective measurement model.

Constructs and Items Factor AVE CR Cronbach’s

loading >0.5 >0.7 alpha

New culture (CL) 0.718 0.885 0.804

1. Prior to my trip, one of the things | anticipate is eating the 0.840

food there.

2. 1 usually do some research about the street food or Thai 0.873

restaurants prior to my trip.

3. Prior to my trip, | plan food choices to experience Thai culture.  0.830

New experience (EX) 0.657 0.852 0.742

1. The taste of street food is different from the one preparedin ~ 0.765

my region.

2. Street food lets me discover something new. 0.842

3. Street food is different from what | eat every day. 0.822

Socialization (SO) 0.642 0.844 0.722

1. It is important for me to share photos and information of my ~ 0.815

street food experience with others through social media plat-

forms.

2. It is important for me to be able to transmit my experiences  0.800

with street food with others.

3. 1 will go to street food restaurants recommended by my 0.789

surrounding social groups and the public.

Street Food Experience (FEX) 0.678 0.896 0.841

1. Mean a lot 0.781

2. Are interesting 0.828
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Constructs and Items Factor AVE CR Cronbach’s
loading >0.5 >0.7 alpha
3. Are attractive 0.840
4. Are wanted 0.843
Street Food Satisfaction (SAT) 0.654 0.883 0.823
1. The street food experience exceeded my expectations. 0.838
2. My choice to taste street food was a wise one. 0.738
3. | like street food. 0.832
4. The street food experience gave me high satisfaction. 0.821
Destination Loyalty (LOY) 0.686 0.868 0.771
1. I would like to experience street food in Bangkok. 0.841
2. After my experience, | think I'll come back 0.833
to Bangkok to savor its gastronomy.
3. | feel pleased with street food. 0.812
Table No. 3 Inter-construct correlations and the square roots of AVE.
CL EX SO FEX SAT LOY
- New culture motivation (CL) 0.848
- New experience motivation (EX) 0.399 0.810
- Socialization motivation (SO) 0.440 0.438 0.802
- Street food perception (FEX) 0.486 0.422 0.450 0.823
- Street food satisfaction (SAT) 0.533 0.510 0.571 0.548 0.809
- Destination loyalty (LOY) 0.557 0.480 0.546 0.544 0.707 0.828

Note: Square root of AVE is shown on the diagonal of the matrix in boldface.

For example, FEX in Table No. 3 had
the square root of AVE = 0.823. The values
in the horizontal columns were 0.486, 0.422,
and 0.450, and the values in the vertical col-
umns were 0.548 and 0.544. The square roots
were higher than all values in the horizontal
and vertical columns. Thus, FEX contained
discriminant validity. According to the analysis
of the square roots of AVE or the square root
of each reflective construct that was higher
than inter-construct correlation, all reflective

constructs contained discriminant validity.
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Table No. 3 displays the details of discriminant
validity.

Table No. 3 shows that this model
contained discriminant validity because the
Fornell-Larcker Table was in accordance with

the criterion (Hair, et al., 2019, p. 11).
Evaluation of the formative measurement
model

Content validity was tested at the early
stage for formative construct modelling of PER
by testing the latent variables. Bootstrapping
of SmartPLS 3.0 was used. The loading mea-



surement of the outer weight was considered,
along with outer loadings as in Table No. 4,
which was displayed in the significant outer
weights of some latent variables. However,
the values of the outer loading of all latent
variables were significant. Hair, et al. (2011, pp.
145-149) suggested that if the outer weights of
the latent variables were significant, it passed
the quality criteria and could retain those la-
tent variables in the model.

However, if the outer weights did not
contain statistical significance with an outer
loading of > 0.50, those latent variables could
be retained. If the outer weights did not con-

tain statistical significance with an outer load-
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ing of < 0.50, those latent variables should be
excluded from the model (Hair, et al., 2011, p.
145).

Thus, according to the consideration of
the latent variables of PER in Table No. 4, five
of them must be excluded, i.e., 1) information/
travel news websites, 2) newspaper/magazines
ads, 3) travel agency ads, 4) internet adver-
tising, and 5) outdoor advertising. Collinearity
or variance inflation factor (VIF) was between
1.373 and 2.705, below criterion 5 (Hair, et al.,
2011, p. 145). Thus, no problem of consistency/
conformity was observed. As a result, the eval-
uation could be proceeded in the structural

model.

Table No. 4 Evaluation of the formative measurement

Construct and Items Outer Outer Variance inflation
loading weight factor (VIF)

Street food perception (PER)

1. Information/travel news websites 0.454** 0.124 1.567
2. Social media 0.626*** 0.497%*** 1.200
3. Friends or family recommendation 0.577*** 0.263*** 1.380
4. Word of mouth from other visitors 0.525%* 0.178** 1.470
5. TV/Movies/Travel channels /Radio programs 0.543%% 0.238*** 1.373
6. Newspaper/Magazines ads 0.378*** 0.127 2.705
7. Travel agency ads 0.312%%* -0.082 2.657
8. Internet advertising 0.399%* 0.001 1.506
9. Outdoor advertising 0.397*** -0.037 2.483
10. Past experience/General knowledge 0.624** 0.399%** 1.391

Note: *p < 0.10; **p < 0.05; *** p < 0.01 (t-value).

Evaluation of structural model

The researchers tested the measure-
ment model in terms of reliability and validity.
Then, the hypotheses were tested in sequence

as follows. 1) Testing the coefficient of de-
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termination (R2) of the latent variables proved
the precision of the prediction. R? < 0.25
implied low precision. R2 = 0.50 or > 0.75
implied moderate and high precision, respec-

tively. 2) For testing the cross-validated re-
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dundancy (Q?2), the value must be > 0 with
statistical significance (Hair, et al,, 2011, p.
145). 3) For testing the total effect by path

7’:‘;} Journal of Business, Economics and Communications

coefficient (B) calculation, the value obtained
should be < 0.10 with statistical significance
(Hair, et al,, 2011, p. 145).

Table No. 5 Explained variance (R2) and the prediction relevance (Q2?) of the constructs model.

Endogenous constructs

Coefficients determination (R2)

Prediction variance (Q2)

Street food experience (FEX) 0.336 0.224
Street food perception (PER) 0.434 0.100
Street food satisfaction (SAT) 0.446 0.285
Destination loyalty (LOY) 0.500 0.340

According to Table No. 5, R? of PER,
FEX, SAT, and LOY were 0.336, 0.434, 0.446,
and 0.500, respectively. These values indicated
moderate precision of prediction. Moreover, all
values of precision for (Q?) were significantly
higher than 0, thus implying sufficient predic-
tive relationship. Hence, this structural model
was precise for prediction (Hair, et al., 2019, p.
18).

Table No. 6 Results of hypotheses testing.

The last step of structural modelling
was bootstrapping. Sampling was repeated
5,000 times to find the path coefficient and
t (t-values) of relationship among hypothe-
ses (Chin, 1998, p. 16) according to the path
coefficient and related statistical significance.
The hypothesis testing results are displayed in
Table No. 6.

Hypothesis Path coefficient t-values Result
H1: CL = FEX — SAT — LOY 0.085%** 4.978 Supported
H2: EX = FEX — SAT — LOY 0.056*** 2.868 Supported
H3: SO = FEX — SAT — LOY 0.064* 2.728 Supported
H4: CL — PER — SAT — LOY 0.074%** 4.221 Supported
H5: EX = PER — SAT — LOY 0.043** 2.162 Supported
H6: SO — PER — SAT — LOY 0.1271%* 4.968 Supported

Note: *p < 0.10; **p < 0.05; *** p < 0.01 (t-value).

According to Table No. 6, CL, EX, and
SO influenced LOY at B = 0.085, p < 0.01, B =
0.056, p < 0.01, and B = 0.064, with p < 0.10
through the two mediators, i.e., FEX and SAT.
Moreover, CL, EX, and SO influenced LOY at
B=0.074,p < 0.01, B = 0.043, p < 0.05,and B =
0.121, p < 0.01 through the two mediators, i.e.,
PER and SAT.
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Thus, the hypothesis testing results
can be concluded as follows. 1) CL, EX, and
SO influenced LOY through the two mediators,
i.e., FEX and SAT. 2) CL, EX, and SO influenced
LOY through the two mediators, i.e., PER and
SAT. According to the conclusions, all of the six

hypotheses were accepted.



Conclusions and Discussion

This research collected the key vari-
ables of Thai visitors’ street food-related
behavior and destination loyalty (Bangkok)
and combined the study style that focused
on domestic visitors. The results found street
food perception of Thai visitors through five
channels, i.e., 1) social media, 2) friends or fam-
ily recommendation, 3) word of mouth from
other visitors, 4) TV/movies/travel channels/
radio programs, and 5) past experience/gener-
al knowledge. This classification was different
from the study of Chen and Huang (2019,
pp. 553-555) on “Understanding the Role of
Local Food in Sustaining Chinese Destinations”
among 1,353 Chinese visitors. They determined
that food perception can be found through
10 channels, i.e., 1) information/travel news
websites, 2) social media, 3) friends or fami-
ly recommendation, 4) word of mouth from
other visitors, 5) TV/movies/travel channels/
radio programs, 6) newspaper/magazines ads,
7) travel agency ads, 8) internet advertising, 9)
outdoor advertising, and 10) past experience/
general knowledge. This structural model
explained the relationship structure of Thai
visitors’ street food motivation influencing
destination loyalty (Bangkok). The results
found that street food was part of Thai visitors’
experiences influencing destination loyalty
(Bangkok). In addition, Thai visitors’ street
food motivation consisted of new culture
motivation, new experience motivation, and
socialization motivation among potential indi-
viduals. Such motivation indirectly influenced
destination loyalty. Thai visitors’ street food

motivation influenced their food perception,
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that is, they needed direct experiences with
street food. This exposure would lead to
street food satisfaction and eventually to Thai
visitors’ destination loyalty. This observation
conformed to the study of Kivela and Crotts
(2006, pp. 372-375) on the roles of Hong Kong
street food in in the destination loyalty of
1,200 foreign visitors. Their study also found
the similar observation regarding the influence
of food motivation on food experiences and
its subsequent effect on satisfaction and des-
tination loyalty.

The results of this study supported
the previous study of Kim, Suh and Eves (2010,
pp. 216-226) on the roles of South Korean
food on the destination loyalty of 335 South
Korean visitors who joined Gwangju Kimchi, a
food festival. Their study also found that their
food experiences influenced food satisfaction,
which would eventually lead to destination
loyalty.

Furthermore, the results of this study
also conformed to the study of Chen and
Huang (2019, pp. 553-555), who stated that
food motivation was an indirect factor on
destination loyalty. The survey results found
that visitors’ food satisfaction was directly
influenced by visitors’ food experiences, which
were positively related to food motivation
and food perception (Wan and Chan, 2013,
pp. 233-237). They explained that experiences
obtained were a primary condition for some
types of behavioral outcomes and satisfaction
(Prebensen, et al., 2013, pp. 260-261). A num-
ber of studies (Kim, 2008, pp. 298-299) also
revealed a positive relationship between

visitors’ overall satisfaction and destination
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loyalty. Understandably, their satisfaction was
part of the overall satisfaction influencing des-
tination loyalty. (Weiermair and Fuchs, 1999,
pp. 1006-1008). Thus, the value of street food
development should be supported, as it will
be a key marketing tool to publicize the desti-

nations of attractions.

Discussion and Implications

The results implied the roles of street
food on destinations. In turn, these findings
support street food development as a mar-
keting tool for destinations, as tested among
Thai visitors. Thus, entrepreneurs, the govern-
ment sector, and involved agencies can utilize
street food efficiently to retain and attract Thai
visitors. The researchers provide operational
suggestions as follows.

1) For the positive relationship
between Thai visitors’ street food experiences
and their perception through social media, TV
programs, movies, travel channels, and radio
programs, entrepreneurs, the government
sector, and involved agencies should publicize
destinations through street food using chan-
nels with complex as well as interesting tools,
e.g., good images and quality street food VDOs.
Data should be presented on social media,
e.g., food route modelling, food places, food
festivals, food shops, menus, descriptions, and
sounds. Moreover, these materials should be
accessible through electronic devices, such as
smartphones, tablets, and computers. Short
modelling VDOs for street food routes can also
be used as advertising material. In addition, TV
programs, travel programs focused on street

food, or street food advertising through radio
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programs for Thai visitors’ perception should
be encouraged to entice viewers to travel and
try street foods. Destinations should create
positive, unique images of street food through
effective positioning and differentiation to
attract tourists’ attention (Chen and Huang,
2018, pp. 154-155). According to the study of
Schimperna, Lombardi and Belyaeva (2021, pp.
75-78), using social media to publicize destina-
tions would influence the development and
improvement of brands, images, or identities of
destinations as well as their competitiveness.
2) Entrepreneurs, the government sec-
tor, and involved agencies should publicize the
positive aspects of street food in destinations
through “word of mouth” to stimulate Thai
visitors” food motivation. It can also be done
by regularly asking for suggestions from Thai
visitors who have just returned from those
destinations through online or offline channels
for further improvement and development to
prevent negative word-of-mouth advertising.
3) Entrepreneurs, the government sec-
tor, and involved agencies should regularly
develop creative activities, e.g., street food
festivals, street food tours, and cooking classes
(Chen and Huang, 2019, pp. 555-558) , to attract
Thai visitors and to provide them with experi-
ences that affect street food satisfaction, which
would finally lead to Thai visitors’ destination

loyalty.

Suggestions for Future Research

This research has two limitations.

1) The variables in the structural model
were limited. Thus, future studies should find

more factors for in-depth studies, e.g., personal
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characteristics about food, previous food ex- 2) Future studies should focus on other

periences, and food perception. These factors destinations with special dishes or local food

can influence visitors’ experiences, which may that can influence visitors’ food experiences,
in turn influence their destination loyalty. In food satisfaction, and destination loyalty.
addition, more inclusive gastronomy tourism

structural models can be introduced.

Bibliography

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

Andersson, T. D., Mossberg, L. and Therkelsen, A. (2017). Food and tourism synergies:
perspectives on consumption, production and destination development. Scandinavian
Journal of Hospitality and Tourism, 17(1), 1-8.

Blome, C., Hollos, D. and Paulraj, A. (2014). Green procurement and green supplier
development: antecedents and effects on supplier performance. International Journal
of Production Research, 52(1), 32-49.

Brislin, R. W. (1976). Comparative research methodology: Cross-cultural studies. International
Journal of Psychology, 11(3), 215-229.

Chaiyasain, C. (2020). Phuket street food: Street foods model providing a creative charm for
Phuket’s gastronomy tourism. WMS Journal of Management, 9(2), 120-127.

Chamnancha, B. (2018). Gastronomy tourism: Thailand's competitiveness. Apheit Journal, 24(1),
103-116.

Chang, R. C. and Mak, A. H. (2018). Understanding gastronomic image from visitors’ perspective:
A repertory ¢grid approach. Tourism Management, 68, 89-100.

Chen, Q. and Huang, R. (2018). Local food in China: a viable destination attraction. British Food
Journal, 120(1), 146-157.

Chen, Q. and Huang, R. (2019). Understanding the role of local food in sustaining Chinese
destinations. Current Issues in Tourism, 22(5), 544-560.

Chin, W. W. (1998). The partial least squares approach for structural equation modelling.
Mahwah: Lawrence Erlbaum Associates.

Dann, G. M. (1981). Tourist motivation an appraisal. Annals of Tourism Research, 8(2), 187-219.

Dash, G. and Paul, J. (2021). CB-SEM vs PLS-SEM methods for research in social sciences and
technology forecasting. Technological Forecasting and Social Change, 173, 121092.

Engel, J. F., Kollat, D. J. and Blackwell, R. D. (1968). Consumer behaviour. New York: Holt,
Rinehart, and Winston.

Fodness, D. and Murray, B. (1997). Tourist information search. Annals of Tourism Research,
24(3), 503-523.

195



7/:‘;} Journal of Business, Economics and Communications

A

Food and Agriculture Organization of the United Nations. (2019). Street food. Retrieved June 5,
2022, from https://www.fao.org/fcit/food-processing/str

Fornell, C. and Larcker, D. F. (1981). Evaluating structural equation models with unobservable
variables and measurement error. Journal of Marketing Research, 18(1), 39-50.

Gilbert, D. C. (1991). An examination of the consumer behaviour process related to tourism. In C.
P. Cooper (Ed.), Progress in tourism, recreation and hospitality management (pp.
78-105). London: Belhaven Press.

Hair, J. F., Black, W. C., Babin, B. J. and Anderson, R. E. (2010). Multivariate data analysis : A
global perspective (7" ed.). London: Pearson Education.

Hair, J. F., Ringle, C. M. and Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of
Marketing Theory and Practice, 19(2), 139-152.

Hair, J. F., Risher, J. J., Sarstedt, M. and Ringle, C. M. (2019). When to use and how to report the
results of PLS-SEM. European Business Review, 31(1), 2-24.

Harrington, R. J. and Ottenbacher, M. C. (2010). Culinary tourism-a case study of the gastronomic
capital. Journal of Culinary Science and Technology, 8(1), 14-32.

Head, J. (2017). Street food: Thai foodies defend Bangkok vendor culture. Retrieved June 8,
2022, from https://www.bbc.com/news/world-asia-39768764

Henseler, J., Dijkstra, T. K., Sarstedt, M., Ringle, C. M., Diamantopoulos, A., Straub, D. W., et al.
(2014). Common beliefs and reality about PLS. Organizational Research Methods,
17(2), 182-209.

Henseler, J., Hubona, G. and Ray, P. A. (2016). Using PLS path modeling in new technology
research: Updated guidelines. Industrial Management and Data Systems, 116(1), 2-20.

Henseler, J., Ringle, C. M. and Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modeling. Journal of the Academy of
Marketing Science, 43(1), 115-135.

Hjalager, A.-M. and Johansen, P. H. (2013). Food tourism in protected areas — sustainability for
producers, the environment and tourism?. Journal of Sustainable Tourism, 21(3),
417-433,

Horng, J. S. and Tsai, C.-T. (2012). Culinary tourism strategic development: An Asia-Pacific per
spective. International Journal of Tourism Research, 14(1), 40-55.

Hu, L. T. and Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis:
Conventional criteria versus new alternatives. Structural Equation Modeling: A Multi
disciplinary Journal, 6(1), 1-55.

lgnatov, E. and Smith, S. (2006). Segmenting Canadian culinary visitors. Current Issues in
Tourism, 9(3), 235-255.

Jeaheng, Y. and Han, H. (2020). Thai street food in the fast growing global food tourism industry:
Preference and behaviors of food tourists. Journal of Hospitality and Tourism

Management, 45, 641-655.

196



-
Volume 18, Issue 3 (July - September 2023) @

Jhantasana, C. (2019). Path analysis of brand loyalty and awareness of purchasing decision of
motorcycles using consistent partial least square. Veridian E-Journal, 12(6), 1883-1904.

Kim, A. K. and Brown, G. (2012). Understanding the relationships between perceived travel
experiences, overall satisfaction, and destination loyalty. Anatolia, 23(3), 328-347.

Kim, K. (2008). Analysis of structural equation model for the student pleasure travel market:
motivation, involvement, satisfaction, and destination loyalty. Journal of Travel and
Tourism Marketing, 24(4), 297-313.

Kim, Y. G., Suh, B. W. and Eves, A. (2010). The relationships between food-related personality
traits, satisfaction, and loyalty among visitors attending food events and festivals.
International Journal of Hospitality Management, 29(2), 216-226.

Kivela, J. and Crotts, J. C. (2006). Tourism and gastronomy: Gastronomy's influence on how
visitors experience a destination. Journal of Hospitality and Tourism Research, 30(3),
354-377.

Mak, A. H., Lumbers, M., Eves, A. and Chang, R. C. (2017). The effects of food-related personality
traits on tourist food consumption motivations. Asia Pacific Journal of Tourism
Research, 22(1), 1-20.

Mclintosh, R. W., Goeldner, C. R. and Ritchie, J. R. (1995). Pleasure travel motivation. In:
Tourism: Principles, practices, philosophies (7" ed.). New York: Wiley.

McKercher, B., Okumus, F. and Okumus, B. (2008). Food tourism as a viable market segment: It's
all how you cook the numbers!. Journal of Travel and Tourism Marketing, 25(2),
137-148.

MGR Online. (2017). Thai food for tourism. Retrieved May 15, 2022, from https://mgronline.
com/business/detail/9600000047488

Nunnally, J. C. (1978). Psychometric theory (2™ ed.). New York: McGraw-Hill.

Peng, D. X. and Lai, F. (2012). Using partial least squares in operations management research: A
practical guideline and summary of past research. Journal of Operations Management,
30(6), 467-480.

Prebensen, N. K., Woo, E., Chen, J. S. and Uysal, M. (2013). Motivation and involvement as
antecedents of the perceived value of the destination experience. Journal of Travel
Research, 52(2), 253-264.

Sanchez-Canizares, S. M. and Lopez-Guzman, T. (2012). Gastronomy as a tourism resource:
Profile of the culinary tourist. Current Issues in Tourism, 15(3), 229-245.

Schimperna, F., Lombardi, R. and Belyaeva, Z. (2021). Technological transformation, culinary
tourism and stakeholder engagement: Emerging trends from a systematic literature
review. Journal of Place Management and Development, 14(1), 66-80.

Solomon, M., Bamossy, G., Askegaard, S. and Hogg, M. (2013). Consumer behaviour: A

European perspective (5" ed.). Harlow: Pearson Longman.

197



7/:‘;) Journal of Business, Economics and Communications
=

A

Tinker, 1. (1997). Street Foods: Urban Food and Employment in Developing Countries.
New York: Oxford University Press.

United Nations World Tourism Organization. (2010). International Recommendations for
Tourism Statistics 2008. New York: United Nations

United Nations World Tourism Organization. (2017). Second Global Report on Gastronomy
Tourism. Retrieved May 15, 2022, from http://cf.cdn.unwto.org/sites/all/files/pdf/
gastronomy _report_web.pdf

Updhyay, Y. and Sharma, D. (2014). Culinary preferences of foreign visitors in India. Journal of
Vacation Marketing, 20(1), 29-39.

Wan, Y. K. and Chan, S. H. (2013). Factors that affect the levels of visitors’ satisfaction and
loyalty towards food festivals: A case study of macau. International Journal of Tourism
Research, 15(3), 226-240.

Weiermair, K. and Fuchs, M. (1999). Measuring tourist judgment on service quality. Annals of
Tourism Research, 26(4), 1004-1021.

Zamanzadeh, V., Ghahramanian, A., Rassouli, M., Abbaszadeh, A., Alavi-Majd, H. and Nikanfar, A.
R. (2015). Design and Implementation Content Validity Study: Development of an
instrument for measuring Patient-Centered Communication. Journal of Caring Sciences,

4(2), 165-178.

198



