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PLACE-BOUND MEMORY

AND PEOPLE-BOUND MEMORY
AFFECTING DESTINATION
LOYALTY IN THE FOOD
TOURISM INDUSTRY

Abstract

It is significant to promote food tourism behavior. This paper aims to build a compre-
hensive behavior model of tourists suitable for food tourism to promote such tourism
in Chonggqing city, China. The paper deals with the place-bound and people-bound
memories affecting tourist satisfaction, perceived holiday quality of life, and experi-
ence loyalty in the food tourism industry. The data were collected from 413 tourists
who have experience traveling to Chongqing city through the online questionnaire.
Multi-layer perceptron artificial neural network simulation provides a basis for fac-
tor ranking for structural equation modeling. The results show that place-bound and
people-bound factors can predict experience memory, experience satisfaction, holiday
quality of life, experience loyalty, and destination loyalty. In addition, it reveals the
mediating role of experiential memory and contributes to the process of memory for-
mation. Place-bound factors emphasize the vital role of marketing and social media
information. They are consistent with the actual food experience of tourists at the des-
tination. People-bound factors explained the different aspects of the food experience.
The noteworthy aspects are intelligence, emotion, sense, behavior, and natural flow
experience. The research results show that tourists, local governments, and tourism
departments should focus on developing memory structures with local characteristics
and improving quality and experienced food tourism destinations so that tourists can
gain more sensory experiences or other experiences to attract more food tourists.

Keywords food tourism, neural network, experience memory,

tourist experience, culinary destination, Chongqing

JEL Classification 731,732,733

INTRODUCTION

Cities worldwide are trying to discover inclusive tourism growth and de-
velopment mechanisms, as tourism significantly affects the broader pop-
ulation (Zhang et al., 2022). While most tourism research discusses inclu-
sive growth from the population perspective, the key drivers lie in the di-
versity of tourism products, services, and experiences. With the increase
in tourists, the demand for food and their creativity also escalate. As the
high-quality construction of China’s tourism industry has just started
(Zhang et al., 2022), studying the tourism food experience is vital.

Gaining insight into the tourists’ perceptions of the destination’s food
experiences will contribute to the theoretical and practical gaps (Lai et
al,, 2018). The food offered in the tourism industry should be sustainable
and aligned with the destination attractions (Roxas et al., 2020). Studies
of tourists” food tourism experiences in a poly-sensorial sense need to be
included in the extant literature (Ellis et al., 2018). This study considers
the sensory, intellectual, emotional, behavioral, and flow aspects of tour-
ists’ food experiences at the destination, known in this study as the peo-
ple-bound factors.
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During the COVID-19 pandemic, governments are searching for opportunities to rethink tourism in
terms of sustainability and social and ecological justice (Bertella, 2020). Food tourism is an impor-
tant industry; everyone needs food while traveling and engaging in tourist experiences (Pavlidis &
Markantonatou, 2020). However, the stated research question is rarely systematically examined in a
systems-level theoretical concept. In this study, food tourism, or, more broadly, tourism that involves
food experience, is the focal point. This study aims to reveal the relationship between place-bound and
people-bound memory for tourists’ positive perceptions, satisfaction, and destination loyalty. Thus, this
paper constructs a structural equation model for the food tourism experience.

1. LITERATURE REVIEW

Place-bound factors differentiate and provide a
unique identity to a destination and its food (de
Jong & Varley, 2017) and should be actively sup-
ported by appropriate government policy. In doing
so, it can reduce the threats of globalization to lo-
cal cuisines - that is, to prevent the homogenized
effect of a “global palate” in gradually eliminat-
ing the role of unique local cuisines (Ritzer, 1995).
According to Si and Couto (2020), place identities,
such as culture, food, and tourism, are insepara-
ble. Food is a very solid form of cultural identity,
which can be reflected in the local way of cooking
with local ingredients, and as such, food motivates
tourism (Si & Couto, 2020). For instance, a specific
region in Japan has become a tourist icon in recog-
nition of the fresh udon noodles it produces (Kim,
2015), which draws many tourists.

While destination personality, attraction, dif-
ferentiation, and identity, including the destina-
tion’s sustainability states, are destination-con-
trollable place-bound stimulating factors, per-
ceptions of images of the destination and its
food experiences are tourist-created place-
bound factors. Image formation of the tourists
connotes impressions, beliefs, ideas, expecta-
tions, and feelings accumulated towards a place
over time gathered from various information
sources and shaped through an individual’s so-
cio-demographic and psychological characteris-
tics (Iordanova, 2015). Images are typically mul-
ti-faceted. Thus, this study creatively measures
the image alignment between induced and or-
ganic aspects to reduce the complication of us-
ing an image as a stimulating variable (Guinn,
1972; Yu et al,, 2021). Induced images project
what a tourist learns about a destination and
food experiences from the promotional mate-
rials and circles of friends. When their actual

experiences, represented by organic images, are
congruent with the induced images, trust and
loyalty are formed (Chien et al., 2018).

Food experience is a central people-bound theme.
As one eats, one is simultaneously entertained
(Mkono et al., 2013). Thus, food, as place-bound
differentiation and attraction, is positively linked
to experiences at the personal level.

There are many different facets of tourist experi-
ences: cognitive and emotional (Hirschman, 1984;
Getz, 2007), holistic experiences (Pine & Gilmore,
1999), sensorial and emotional (Schmitt, 1999),
behavioral (Brakus et al., 2009), and flow expe-
rience. Flow experience is an added contribution
to the extant literature as it is a missing aspect of
food tourism. Nevertheless, the flow experience
is a well-recognized concept in positive psychol-
ogy. Tourism research has no exemption provided
the participation (Da Silva deMatos et al., 2021).
When tourists are genuinely absorbed into a state
of enjoyment and often time in effortless attention,
they can quickly lose track of time (Da Silva deMa-
tos et al., 2021). In addition, the flow state can also
result as an autotelic experience (Fong et al., 2015).

When an experience is memorable, the recalling
of the experience is powerful and long-lasting (Yu,
Pickering, et al., 2021). Therefore, to understand
memorable tourism experiences, a snapshot of the
tourism experience is helpful. In addition, expe-
rience memory states how the customers have re-
membered their experiences (McColl et al., 2022).

When tourists enjoy their experiences, a eudai-
monic or hedonic state of well-being (Yu, Smale, et
al., 2021) arise. These states have been studied in
the field of positive psychology, which reflect, for
instance, states of fulfillment (Voigt et al., 2010),
self-connectedness (Lee & Jeong, 2020), and a sense
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of meaningfulness (Lengieza et al., 2019). Therefore,
the well-being concept, as inferred, is noted during
the touring experiences and is taken into this study.
This contrasts with the extant literature, which nor-
matively studies quality of life or life satisfaction
long after the holiday elapses (Chen et al., 2016).
In this way, the impact of the tourist experience is
more spontaneous or evidential.

Tourist satisfaction indicates meeting the expec-
tation of a service or experience, which includes
the emotions aroused by consumption (Turki &
Amara, 2017). Experience loyalty measures the
loyalty state of tourists toward the experiences
at the destination site by noting that everything
tourists go through at a destination can be ex-
perienced, be it behavioral or perceptual, cogni-
tive or emotional, or expressed or implied (Oh
etal., 2007, p. 120). Destination loyalty indicates
tourists demonstrating intention or behaviors to
re-visit the same destination or to recommend
the destination to others (Sangpikul, 2018).

This study determined each variable’s defini-
tion and measurement dimensions. The review
and interpretation of relevant concepts reflect
the role of place-bound and people-bound fac-
tors in tourists’ loyalty in the context of food
tourism. In addition, this paper further deter-

The Place-Bound
and People-Bound
Memoryscape
Framing Structure

DOestination Personaiity

Aftraction

Differentiation

Destination igentity

Economic Impact

Socio-Cultural Impact

Image Matchin;
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mines the significance of place-bound and peo-
ple-bound factors, including experience satis-
faction, happy quality of life, experience loyalty,
and experience memory.

2. AIMS AND HYPOTHESES

In detail, it seeks to understand the place-bound
and people-bound memories affecting tourist sat-
isfaction, perceived holiday quality of life, and ex-
perience loyalty in the food tourism industry. The
proposed conceptual framework is portrayed in
Figure 1. The hypotheses are:

HI:  The place-bound and people-bound factors
are positively interrelated.

H2: The collective and interrelated place-bound
and people-bound factors explain experience
memory formation.

H3:  The collective and interrelated place-bound
and people-bound factors explain experience
satisfaction.

H4:  The collective and interrelated place-bound
and people-bound factors explain holiday

quality of life.

The Mediating
Structure

Y Destination Loyalty

Figure 1. Conceptual model

http://dx.doi.org/10.21511/im.19(2).2023.01
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H5:  Tourists’ experience satisfaction and holi-
day quality-of-life are significant mediators
between the place-bound and people-bound
memory factors, including experience mem-
ory and experience loyalty.

H6: Experience satisfaction, holiday quali-
ty-of-life, and experience loyalty collectively

explain the variance of destination loyalty.

3. METHODOLOGY

This study takes a quantitative approach to under-
stand the potential explanation of social cognitive
theory for stimulating the deductive structure. It
links place- and people-bound memory factors to
form memory, influencing experience satisfaction
and holiday quality of life. Experience memory
serves as an essential evaluative base initiating the
mediating structure. Destination loyalty is the ul-
timate dependent variable of this study. This paper
collected 413 valid data. The data were collected
over two months from tourists recalling their food
experiences visiting Chongging. Three destination
sites are targeted: city areas, rural areas, and other
destinations with unique attractions.

Measurement items for experience memory are: “I
have fond memories of the food experience of the
attractions,” “I will not forget the food experience
there,” and “I remember how I enjoyed the food
experience there.”

Measurement items for destination loyalty include
“I would definitely introduce anyone to this place,’
“If an opportunity arises, I will definitely go again

to this place,” and “The place is really worthwhile

going.”

2]

Measurement items for experience loyalty com-
prise: “My next trip will definitely look for tourist
attractions with unique cuisine,” “I had hoped to
stay longer at the attraction,” and “I will tell other
people positive information about the food expe-
rience of the attraction,” and “I would recommend
the destination’s food to anyone who seeks my rec-
ommendation and suggestions.”

Measurement items for tourism satisfaction are:
“My overall evaluation of the food experience of

4

the destination is positive,” “Overall, the rich food
experience at the destination exceeds my expec-
tation,” “In general, I am very satisfied with the
food experience of the attraction,” and “As far as
I know, the food experience is part of the reason
why I find the destination attractive.”

Part one of the questionnaires aims to study the
similarities and differences in tourist experienc-
es, attitudes, and behaviors across social demo-
graphic variables, such as gender, career, age, ed-
ucation level, and psychographics. Other general
information includes travel frequency, the nature
of the visit, the previous experience of the desti-
nation, and seasonality. If significantly different
perceptions are concluded, then meaningful seg-
mentation strategies can be derived (Akdag et al.,
2018). The six constructs (destination personality,
attraction, differentiation, identity, and perceived
sustainability or economic and sociocultural im-
pacts) are place-bound factors of essential roles in
environmental psychology. Tourists rely on these
environmental engagements to generate experi-
ences or involvement at sensorial, emotional, in-
tellectual, and behavioral levels. Thus, the place-
bound factors can be reckoned as experience
(Chen et al., 2020).

Neural network (NN) simulation exploits mul-
ti-layer perceptron (MLP) structure (Carcangiu
et al,, 2009), whose inputs correspond to all the
factors to predict the best fit for destination loy-
alty as the output. Parts of the data were used for
training, and the remaining for testing the best fit.
The normalized ranking of factors provides a base
for covariance-based SEM (CB-SEM). As noted by
Bhat and Majumdar (2021) and Hair et al. (2006),
CB-SEM, using the maximum likelihood (ML)
method, is a confirmatory approach involving the
whole theoretical framework in one analysis.

4. RESULTS

The measurement instrument is designed based
on the literature review, which defines the fac-
tors. Table 1 introduces factor measurements’
reliability, discriminant, and convergent va-
lidity. Discriminant validity was checked us-
ing the Fornell and Larcker (1981) procedure.
Discriminant validity was ensured, with all the

http://dx.doi.org/10.21511/im.19(2).2023.01
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Table 1. Reliability, discriminant and convergent validity of factors measurements

NoﬁKMO?TVE? @ V1 V2 V3 Va4 V5.

V6 V7

V8 V9 V10 VIl V12 VI3 V14 V15 V16 V17

V1 O 909 0768 0939 088

V2 0818 076 0.891 0623

V3  i0.754 0.844 0.907:0.675 0.710

V4 0.741 04801 04875 O.743 0.596 O.773

V5 0733 O 816 O 887 0748 0.642 O.70l O 655

V6 0731 077 085 0691 0.658 0736 O 669 0787

V7 0747 0.849 0.91:0.743 0.579 O 666 0.674 0.721 04691

V8 0905 O.799 0.911 0.747 0.601 0.702 0.710 0.778 0.760 0478

V9 O 902 0.839 0.952 0.730 O 633 0723 O 670 O 799 O 788 073

V10 O 845 O 837 04934 0736 O 641 0725 O 671 0789 0748 O 71

V11 0.837 0786 0.907 0741 0617 0.731 0.723 0.768 0745 0.78

V12 :0.915:0.785:0.944 0.729 0.581 O 674 0.691 0.733:0.721

V13 0.769 0.891 0.939 O.718 0.646 0730 0.687 0.762 04785 0.78

V14 O 913 0.837 0.937 0744 0.620 0.728 0.688 0759 0.776 O 82

V15 0747 0849 0951 0748 0.607 0.728 0.680 0745 0.781 079

V16 O 859 0.802 0.917:0.754 0.638 O 724 O 685 0765 0744 O 82

V17 §O.859;O.853§O.942§O.754§O.562 0.654:0.650:0.708:0.661: 074

6
0.79

9 0.89

30803 092

7 0831 0850 091

0.859 O 805 0761 0.89

4:0.853 OA779 0.747 0.844 0.89

O 0.847 04829 0.811 04820 0.839 0.94

2 O 828 O 806 0798 04818 0.832 0.886 O 91

6 O 857 O 831 O 846 0.810 OA857 0895 O 892 0.92

40861 080008080835 08460848 0881 0877 090

6:0.777:0.749:0.795:0.719:0.734:0.759:0.801:0.812: 0818 092

Note: V1 = Destination personality, V2 = Attraction, V3 = Differentiation, V4 = Destination identity, V5 = Economic impact,

V6 = Socio-cultural impact, V7 =

Image matching, V8 = Sensory experience, V9 =

Intellectual experience, V10 = Emotional

experience, V11 = Behavioral experience, V12 = Flow experience, V13 = Experience memory, V14 = Experience satisfaction,

V16 = Experience loyalty, V17 = Destination loyalty.

Table 2. Case processing summary

Name Category

Percent

square roots of AVE values above the correla-
tions suggested by Hair et al. (2006). Reliability
is represented by the internal consistency of
the measurement items, and a value closer to
1 (above 0.8) testifies to meeting the reliability
requirement of the measurement instrument
(Bhat & Majumdar, 2021).

Tables 2-4 present the MLP-type ANN-reported
normalized importance of the factors in predict-
ing destination loyalty. Using destination loyalty
as an ultimate output provides a compelling in-
sight into memory scape factors (place-bound and
people-bound) and the mediating structure. The
normalized ranking of the factors indicates to
what extent the corresponding factors influence
the estimation of destination loyalty, which yields
similar findings of the structural equation mode-

http://dx.doi.org/10.21511/im.19(2).2023.01

ling (SEM) analysis. Following Garcia-Garcia et al.
(2021), the MLP-ANN uses a hyperbolic tangent
as an activation function in the hidden layer and
an identity function (that is, without additional
transformation) in the output layer, as given in
Figure 2.

Figure 3 presents the structural equation model,
which describes the covariance relationship be-
tween the research factors and quantifies the caus-
al relationships between groups of factors using
the maximum likelihood estimation procedures.

Table 5 presents the SEM fitting result (CMIN/DF
= 1.746, RMSEA = 0.043, and CFI = 0.999), which
specifies a good model fit. Finally, the supporta-
bility of the hypotheses is given in Table 6, stating
weights 0.08 or above, significant at 0.01 level.
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Table 3. Network information

Input Layer Covariates 1

Destination personality

Attraction

Differentiation

Destination identity

Economic impact

Socio-cultural impact

Image matching

Sensory experience

Intellectual experience

Emotional experience

11 Behavioral experience
............................................................... . o exanonce
13 Experience memory
14 Experience satisfaction
............................................................... . R
............................................................... . xoronee ot
............................................................... A umts .
........................................................ Rescaling method fo?gt;variates Standardized
1
Number of units in hidden layer 1 10
........................................................ Activation fun&iuc;n Hyperbolic tangent
OutputLayer ............................ Dependent variaul;)ﬁl‘t;s 1 Destination loyalty
............................................................... K umts .
........................................................ Rescaling Method for Scaul'éﬁl‘l)ependents Standardized
............................................................... R fungﬁ;n i

Error function

Sum of squares

Table 4. Independent variable importance

Variable Importance Normalized Importance
Destination personality 0.096 64.3%
Attraction H B 0029 19.2%
Diﬁerentia"‘rion ........ 0029 19.1%
Destinatioa dentity 0025 17.0%
Economic iumpact ........ 0058 38.5%
Socio—culttjral impact i 0033 22.4%
Image mat'(‘:hing ........ 0054 36.1%
Sensory exuperience ........ 0053 35.6%
Intellectua'l‘ experience B 0029 19.4%
Emotional Hexperience B (')”.‘114 76.4%
Behavioraluexperience ........ 0055 36.7%
Flow expef‘ience ........ 0034 22.5%
Experiencé‘memory ........ 0044 29.5%
Experienceﬂ satisfaction R 0085 57.1%
Holiday qu"ality of life I (')”.‘112 74.6%
Experiencé‘ oyalty 6:‘150 100.0%

http://dx.doi.org/10.21511/im.19(2).2023.01
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WARDD133

Synaptic Weight > 0
— Synaptic Weight < 0

Hidden layer activation function: Hyperbolic tangent

Clutput layer activation function: ldentity

Figure 2. Simulated neural network structure
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Figure 3. Simulated SEM configuration

Table 5. Simulated SEM statistics

Model Fit Summary

CMIN
Model NPAR CMIN | DF P CMIN/DF
Default model 159 19.203 ‘ : 1.746
“gé{urated model H 170 .000 H
“Independence model 34 9335.249 68.642
Baseline Comparisons
NFI RFI : IFI
Model Delta 1 rho 1l : Delta 2 CF
Default model 998 975 : 999 999
“Saturated model 1.000 1000 1.000
“‘Itr‘wucti‘ependence médel .000 o000 OOO ....... .OOOH
RMSEA
Model RMSEA LO 90 HI 90 PCLOSE
Default model .043 .000 ; 073 612
e o O S S i
Table 6. Standardized path loadings of the hypotheses structure
SEM-Standardized Path Loadings : ANN
vis = via | Vis V16 V17 . Weights = Rank

Variable

" Experience | Experience '
quality of life

memory

satisfaction

Holiday : Experience : Destination '
destination loyalty

loyalty

loyalty

In predicting

Destination personality

0.24

i Attraction

009% | 4

| Differentiation

i Destination identity

{ Economic impact

i Socio-cultural impact

0.13

0.09

0.08

http://dx.doi.org/10.21511/im.19(2).2023.01
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Table 6 (cont.). Standardized path loadings of the hypotheses structure

SEM-Standardized Path Loadings ANN
5 Vi3 vi4 . vi5 . V16 V17 . Weights = Rank
No ! Variable " Experience | Experience | Holiday : Experience : Destination .  In predicting
: memory : satisfaction quality of life: loyalty @ loyalty : destination loyalty
Image matching 0.11 0.22 0.15 :
Sensoruy experience 0.17 0.08 017
Intelleétual experience 0.17 : : H — H
__Emotional experience . 012 0.1 023 023 0114 . 3
Behavioral experience 0.09 : - :
Flow experience 0.25 0.12 0.21 O T
: Experience memory 0.4 0.25 R T

019 014 0112

Experience satisfaction 024 . 026 013 . 0885 : 5

i Holiday quality of life

{ Experience loyalty 0.25 0.15 1

Table 7. ANOVA and T-test results — 1

Total Characteristics N : V1 i V2 (V3 i V4 : V5 V6 : V7 V8 : V9 :V10 V17

13.82

1392

i3 4
ko 3.89 3.95
S .
()
[©)
38 3.93
3.86 3.87
3 3.89 3.97
8 3.94 3.89
gFuII-tlme 78 381 i394
: Student : :
Below 18 4 316 35 :371 35 406 3.8 368406
18-30 149 3.87 3.8813.91:406:397 4 i399:394
® 3140 144 3.88 3.8913.83:4.01:3.953.95:3.95:3.93
41-60 88 :3.83 3.89:379:395:3.88 3.9 :3.95:3.92
Above 60 396 4.04 388403395402 399 3.99
g MighsSchoolor 3.79 1374374382 3.83 383 384 381
S Below : : : : ; ; ;
AN NN S SO SR S S SO S S SO PO S SIS R SO SO S .
S Vocational 2513.81:4.15:3.89:3.97:4.02:408:372 395! 4 i401:391 387 4.05i3.78:3.97 392 3.83
* University level 1352:3.87 14.11 4.04:3.84:4.03 4.01:3.83 394 406401 392 3.86 404 3.97 398397 3.95
_ OftenTravel 1203394 413 412 3.91 408 406 3.89 401 4.12 415 398 3.89 411 4.04 404 404 403
5 Otten Travel (203 394 4.13:4.12:3.91:408:406:389 401 412 41> 3.96:3.89 4.11:409: 404400 .
T § NotOften 210:378 14.06 13.92 13.77:3.96:3.94 373 13.85:3.96:3.99:3.82 3,81 13.93:3.85:3.863.89  3.85
$ g NotOtten [ 210:5/8:406:3.92 3/77.3396:394:3./3 385 390613399 :3.82:3.81 395:385:3.86:3.89 .
SRR 411 411 4111411 % 411 ¢ 411 © 411 4117 411 411 411 ¢ 411
FEI8 S NP M S A SO SO S e s el Mt e SO el Wt Bl S .
Sig.(2-tailed) 0.028 0.013 0.029:0.018:0.023:0.027:0.049 0.02 10.013:0.034:0.0450.018
i Often Online
search for 319:3.93 416 :4.08:3.93:4.08 4.08 391 :4.02:413:4.18 3.98 394} 41 | 4.05:4.06:4.06 403
5 i Tourism/Food
o !
() H
v H H
() H B B
e No, Not Often 363
= iSearch : :
JIN bt RN WU S SR WU WU S SO AU SO SO S S SR WU S S S .
t 411 411 % 411§ 411 0 411 © 411 411§ 411 © 411 © 411§ 411§ 411 © 411 © 411 © 411 © 411 | 411

i Sig.(2-tailed) :0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000:0.000

Note: V1 = Destination personality, V2 = Attraction, V3 = Differentiation, V4 = Destination identity, V5 = Economic impact,
V6 = Socio-cultural impact, V7 = Image matching, V8 = Sensory experience, V9 = Intellectual experience, V10 = Emotional
experience, V11 = Behavioral experience, V12 = Flow experience, V13 = Experience memory, V14 = Experience satisfaction,
V16 = Experience loyalty, V17 = Destination loyalty.

http://dx.doi.org/10.21511/im.19(2).2023.01 9
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Table 8. ANOVA and T-test results — 2

Total : Characteristics Vi V2:V3:iV4:V5:Ve

V7 0 V8 : V9 : V10

393:399: 4 :3.86:4.02:3.96

Chongqing

3.88:4.02:4.02: 4.06

=
[}
o
9]

°
v
4]

3.82 4.14 4.02 3.83 4.02 4.02

378

©3.88:4.04: 408!

137613.963.85 3.85 374 3.81

1382

3.81 3.81 3.87 3.

3.79

13.8413.77 358 397

13.79

13.833.87 401 |

13.9314.06:4.07 3.87 4.07:3.99

39

14.064.08 412 3.

13.8914.174.05 3.87 4.03 4.14

3.87 411 418 |
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Note: V1 = Destination personality, V2 = Attraction, V3 = Differentiation, V4 = Destination identity, V5 = Economic impact,
V6 = Socio-cultural impact, V7 = Image matching, V8 = Sensory experience, V9 = Intellectual experience, V10 = Emotional
experience, V11 = Behavioral experience, V12 = Flow experience, V13 = Experience memory, V14 = Experience satisfaction,

V16 = Experience loyalty, V17 = Destination loyalty.

There are some significant differences. Table 7 re-
veals that the more favorable perceptions belong
to those who travel more frequently than not and
those who often engage in online searches for
tourism and food information during trips.

Table 8 and Figure 4 describe a positive attitude to-
ward the importance of tourism is also evidenced
by higher levels of experiences, cognitive judgments,
attitudes, affections, and acceptance of the food ex-
periences at destination sites. Nevertheless, the same
phenomenon also happens on the extreme opposite
— those strongly think tourism is not essential.

10

Similarly, Table 9 and Figure 5 indicate that
tourists with food as the primary motive for
their trips also share a similar trend as those
with strongly positive attitudes toward the role
of tourism in their lives - that is, more positive
perceptions and food experiences at the destina-
tion. In addition, according to Table 9, weekend
travels generally lead to less positive opinions
of the experiences compared to trips during
holidays, winter or summer holidays, or typical
days.

http://dx.doi.org/10.21511/im.19(2).2023.01
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Attitude - The Importance of Tourism

4.4
/ Strongly Important Strongly Not Important

4.2 N — N
NS

38

3.6

3.4

3.2

V1 V2 V3 V4 V5 V6 V7 V8 V9 V10 V11 V12 V13 V14 VIS5 V16 V17

S trongly Not ———Not. Is Important. Strongly.

Note: V1 = Destination personality, V2 = Attraction, V3 = Differentiation, V4 = Destination identity, V5 = Economic impact,
V6 = Socio-cultural impact, V7 = Image matching, V8 = Sensory experience, V9 = Intellectual experience, V10 = Emotional
experience, V11 = Behavioral experience, V12 = Flow experience, V13 = Experience memory, V14 = Experience satisfaction,
V16 = Experience loyalty, V17 = Destination loyalty.

Figure 4. Attitude toward the importance of tourism
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Table 9 (cont.). ANOVA and T-test results — 3

Total Characteristics N V1 V2 :V3:iV4:iV5:iV6 V7:iV8: V9 V10 V1l1V12:V13iV14 V15 V16:iV17
 Tourism
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Note: V1 = Destination personality, V2 = Attraction, V3 = Differentiation, V4 = Destination identity, V5 = Economic impact,
V6 = Socio-cultural impact, V7 = Image matching, V8 = Sensory experience, V9 = Intellectual experience, V10 = Emotional
experience, V11 = Behavioral experience, V12 = Flow experience, V13 = Experience memory, V14 = Experience satisfaction,

V16 = Experience loyalty, V17 = Destination loyalty.

5. DISCUSSION

This study empirically supports the place-bound
and people-bound interacting structure of factors
(H1) that form the memory base (H2) for tour-
ists’ positive perceptions, satisfaction, and des-
tination loyalty, contributing to positive memo-
ry formation. It also reflects the advocating con-
cept of Legendre et al. (2020) and Oh et al. (2007).
Memories exhibit the end of the memory process.
Therefore, they are essential filtering mechanisms
linking the place- and people-bound factors to
attitudinal, affective, and behavioral outcomes
of tourist experiences represented by experience
satisfaction, holiday quality of life, and experience
loyalty.

Examination of these stimulating factors shows
that they are what frames and consolidates the
tourist experience, and if positively consequen-
tial, they lead to positive narratives and memories.
Referring to McColl et al. (2022), the place-bound
and people-bound triggered memories influence
tourist satisfaction, holiday quality of life, and ex-
perience loyalty. The stimulating factors, which
support H1, contain semantic memory, which
captures the commercial messages, manifested
in image matching the actual food experiences of
the tourists at the destination site, and episodic
memory, which is place-situated (Tulving, 1972).
In domains of experiential simulation, consisten-
cy between the promotional materials and tourists’
actual experiences is essential, as noted by image

COMPARING TOURISTS WITH FOOD AS PRIMARY
MOTIVE OR OTHERWISE

Food is Primary Motive During the Trip

Vil V2 V3 V4 V5 V6 V7 V8 V9 V10 V11 V12 V13 V14 V15 Vie V17

=O= Food Primary Motive -O- No.

Note: V1 = Destination personality, V2 = Attraction, V3 = Differentiation, V4 = Destination identity, V5 = Economic impact,
V6 = Socio-cultural impact, V7 = Image matching, V8 = Sensory experience, V9 = Intellectual experience, V10 = Emotional
experience, V11 = Behavioral experience, V12 = Flow experience, V13 = Experience memory, V14 = Experience satisfaction,
V16 = Experience loyalty, V17 = Destination loyalty.

Figure 5. Comparing tourists with food as a primary motive or otherwise
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matching in this study. Thus, responsible mar-
keting should be addressed and should emphasize
the types of destination attraction and differentia-
tion and the nature of experiences that tourists will
receive.

In sum, the study supports H1 (the correlations of
independent factors), offering the following critical
understanding:

o Responsible marketing of the destination should
deliver image consistency between the promo-
tional materials, messages in social media, and
the retrospective, actual experiences of the
tourists.

o The interrelationships and strategic roles of des-
tination personality, attraction, differentiation,
and identity should be leveraged to match, align,
and generate rich tourist experiences. Rich expe-
riences embrace emotional, sensory, intellectual,
behavioral, and flow-state domains.

o The different natures of tourist experience are
strongly anchored in place characteristics. In
other words, the place-bound factors frame
the experiences and provide the experiences
capes to help the participating stakeholders to
deliver memorable tourist experiences. As not-
ed by Mossberg (2007), Robinson and Clifford
(2012), and Chen et al. (2020), the term “scape”
acknowledges the full spectrum of experiential
domains for visitors.

Thus, as characterized above, the place has many
connotations, such as phenomenological and con-
textual (Rodrigues et al., 2020), which conceptual-
izes the place as an experience marker of existence,
manifested in terms of quality of life, and can re-
charge the visitors.

Furthermore, the subsequent experience-centric hy-
potheses, H3 to H6, emphasize the creation of ex-
perience as the central motivation for consumption
and view place-bound factors as important experi-
ences cape to enable the experiences and involve-

http://dx.doi.org/10.21511/im.19(2).2023.01
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ments of tourists. The findings show that sensory
and intellectual experiences can significantly ex-
plain experience memory, holiday quality of life, and

experience loyalty; emotional experience extends to

domains of experience satisfaction and destination

loyalty; behavioral experience has a minor influence

on tourists’ experience loyalty. Flow experience is a

crucial memorable state of tourist experience to posi-
tively impact experience memory and all the mediat-
ing factors, including experience satisfaction, holiday
quality of life, and experience loyalty.

Using neural network simulation and SEM compu-
tation, though a diversified nature of tourist experi-
ence is essential, what stands up is an emotional ex-
perience, which is also reflected in SEM’s path weight
at 0.23, to influence destination loyalty. SEM con-
figuration supports the mediating structure of this
study, which confirms H5. As the mediating struc-
ture initializes from experience memory, the place-
and people-bound factors characterize the memo-
ry. The mediating structure captures the short-term
satisfaction and well-being states of the tourists, but
based on the supported H6, the long-term loyalty of
tourists has taken firm root.

On the functional domains, using ANOVA and
T-tests, this study provides evidence that those with
solid attitudes toward the importance of tourism
generally have favorable perceptions of the food ex-
periences at destination sites.

The result supports the notion that tourist destina-
tions attach ever-greater importance to food, given
its ability to attract visitors, enhance travel experi-
ences, and achieve differential positioning as culi-
nary destinations (Martin etal., 2021, p. 1). Moreover,
to a great extent, travel and life inform and shape
each other during one’s life course (Fu et al., 2022).
Therefore, tourists with food as the primary motive
for their trips also share a similar trend of more pos-
itive perceptions and food experiences at the desti-
nation. On the other extreme side, those who think
tourism is not strongly important also can favorably
perceive and experience food tourism.
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CONCLUSION

The research results show that tourists, local governments, and tourism departments should focus on
developing memory structures with local characteristics and improving quality and experienced food
tourism destinations so that tourists can gain more sensory experiences or other experiences to attract
more food tourists.

Specifically, the social cognitive concept takes a strategically structural role. That is, practitioners should
use the social- or place-bound characteristics, such as destination personality, attraction, differentiation,
and destination identity, including the economic and social-cultural impacts of destination food servic-
es, to induce memorable experiences and form positive perceptions and affections of tourists. The prac-
titioners should also pay attention to the significant values of marketing and social media as they form
the pre-framing structure of memory. By treating the people- and place-bound factors as memory-scape
factors, this study also contributes to the field of cognitive psychology in tourism research. Hence, the
place- and people-experience-bound memory provides businesses involving destination food services
with a strategic focus.

Nevertheless, this study is limited to the survey of China’s tourism during the COVID-19 pandemic;
thus, the results or situation in the post-COVID-19 pandemic maybe be different. On the other hand,
this survey was conducted in Chongqing, China, during COVID-19; it is suggested to study more com-
prehensive districts for better promotion in future research. In addition, it is necessary to identify the
model’s potential in different countries and regions, which helps to extend the research results to other
places.

The empirically supported theoretical structure demonstrates that inclusiveness in growth needs a ho-
listic emphasis. Destination personality and identity, attractions, and differentiation provide the place-
bound base for attractions to tourists. Ultimately, the validated conceptual model can serve to develop a
region like Chongging, which is multifunctional and multi-perspectives. In short, food has been shown
to respond effectively to regional sustainability, consistent with the arguments.
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