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Abstract. This conceptual study develops and proposes an integrated framework examining how
cultural authenticity, destination image, and local food quality influence gastrotourism participation.
Drawing on Stimulus Organism Response (SOR), consumer behavior, and expectation confirmation
theories, the paper operationalizes gastrotourism as a multidimensional dependent construct measured
by participation frequency, expenditure, engagement duration, revisit intention, and social media
advocacy. The model posits direct positive effects from cultural authenticity, destination image, and
local food quality on gastrotourism participation, and outlines measurement approaches combining
perceptual scales and objective quality indicators. Expected contributions include theoretical integration
of previously fragmented antecedents, refined operationalization of gastrotourism outcomes, and
identification of psychological mechanisms (emotional engagement, satisfaction, trust) that mediate
structural influences. Practical implications emphasize coordinated destination management strategies
that preserve culinary authenticity, strengthen culinary branding, and ensure food quality and safety to
maximize sustainable community benefits. The paper concludes by recommending empirical validation
via guantitative structural equation modeling and complementary qualitative studies across diverse
cultural contexts to test hypothesized relationships and inform policy for sustainable gastronomic
destination development.
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RESEARCH BACKGROUND (HEADING 1 STYLE)

Gastrotourism has emerged as one of the most dynamic and rapidly growing segments within the
global tourism industry, representing a fundamental shift in how travelers conceptualize and
experience destinations. Rather than viewing food as merely a supplementary element of tourism
experiences, contemporary travelers increasingly seek authentic culinary encounters as primary
motivators for destination selection. This phenomenon reflects broader transformations in consumer
preferences, wherein experiential and immersive travel experiences have superseded traditional
sightseeing as the primary drivers of destination appeal (Coelho, 2025). The transformation of food
consumption from a functional necessity to a cultural expression has positioned gastrotourism as a
strategic tool for destination differentiation and sustainable economic development (Chendraningrum
& Suryana, 2025).

The significance of gastrotourism extends beyond individual traveler satisfaction, encompassing
broader implications for rural economies, cultural preservation, and community empowerment.
Gastronomic tourism has demonstrated substantial capacity to generate employment, stimulate
agricultural sectors, and preserve intangible cultural heritage while simultaneously attracting diverse
tourist demographics (Andrew Bain, 2024). In developing destinations, the integration of culinary
offerings into tourism strategies has proven instrumental in diversifying revenue streams and reducing
economic dependency on conventional tourism attractions (Batyrbek & Animatul Chisbiyah, 2025).
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Despite the accelerating importance of gastrotourism in global tourism markets, research addressing
the multifactorial determinants of gastronomic tourism participation remains fragmented. While
extensive literature documents individual elements influencing culinary tourism experiences, few
studies provide integrated frameworks examining how multiple contextual variables interact to shape
overall gastrotourism participation and engagement. This conceptual paper addresses this gap by
proposing a comprehensive model wherein gastrotourism serves as the dependent variable, influenced
by three independent variables: cultural authenticity, destination image, and local food quality. This
conceptual paper aims to: (1) synthesize existing literature on the antecedents of gastrotourism
participation; (2) develop a theoretical framework delineating relationships between cultural
authenticity, destination image, local food quality, and gastrotourism engagement; (3) propose
testable hypotheses grounded in established tourism and consumer behavior theories; and (4) provide
a foundation for future empirical investigation into the dynamics of gastronomic tourism
development.

REVIEW OF RELATED LITERATURE
Defining Gastrotourism

Gastrotourism represents a multidimensional construct encompassing travel motivated by food-
related experiences, culinary education, and cultural immersion through cuisine (Prayag et al., 2020).
Distinct from culinary tourism, which emphasizes eating and cooking activities, gastrotourism
integrates sensory, emotional, and cognitive dimensions through which tourists interpret cultural
meaning and evaluate destination authenticity (Akhoondnejad, 2024). Contemporary gastrotourism
encompasses diverse experiential formats, including food festivals, farm-to-table experiences,
cooking classes, food market visits, and heritage food tours (Coelho, 2025).

Gastrotourism transcends simple food consumption to become a vehicle for cultural storytelling and
emotional connection (Chendraningrum & Suryana, 2025). Research demonstrates that gastronomic
experiences serve as powerful mediators between tourists and local communities, facilitating cross-
cultural understanding and fostering appreciation for regional identity (Afshardoost & Eshaghi,
2024a). The multisensory nature of gastronomic engagement, encompassing taste, aroma, visual
presentation, and social context, creates rich, memorable experiences that substantially influence
overall destination perceptions (Pan et al., 2025).

The gastrotourism phenomenon carries substantial economic implications, contributing significantly
to local economic development through revenue generation for restaurants, food producers, and
hospitality services (Andrew Bain, 2024). Beyond economic metrics, gastrotourism functions as a
cultural preservation mechanism, incentivizing the maintenance of traditional culinary practices and
supporting agricultural communities through increased demand for local ingredients (Batyrbek &
Animatul Chisbiyah, 2025). Social implications include community empowerment, knowledge
transmission across generations, and reinforcement of collective cultural identity (Rubin et al., 2024).

Cultural Authenticity

Cultural authenticity represents the degree to which food experiences are perceived as genuine, rooted
in local traditions, and reflective of authentic cultural practices (Jin & Hwang, 2024). In gastronomic
tourism, authenticity encompasses several dimensions: objective authenticity (foods prepared using
traditional methods and ingredients), constructive authenticity (tourists' subjective interpretations of
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food practices), and existential authenticity (personal meanings tourists derive from cultural
engagement) (Chatzopoulou & Gorton, 2025).

Empirical evidence consistently demonstrates that perceived authenticity significantly influences
tourist satisfaction and emotional engagement with gastronomic experiences (Akhoondnejad, 2024).
The consumption of authentic local foods that communicate cultural and historical narratives
substantially enhances tourists' emotional satisfaction and strengthens their attachment to destinations
(Afshardoost & Eshaghi, 2024b). Notably, cognitive-ethical authenticity, wherein tourists appreciate
knowledge transmission and moral alignment with local communities, emerged as a particularly
potent driver of gastronomic satisfaction (Akhoondnejad, 2024).

Traditional food practices carry inherent authenticity through inherited recipes, distinctive
preparation techniques, and incorporation of locally sourced ingredients (Debbarma, 2025). The
cultural and symbolic dimensions embedded in ritualistic foods substantially reinforce destination
identity and tourist appreciation for cultural distinctiveness (Lee, 2023). Research demonstrates that
foods preserving traditional characteristics while adapting to contemporary sustainability
expectations optimize tourist satisfaction (Koidis et al., 2025).

Destination Image

Destination image comprises the composite perceptions, beliefs, and impressions tourists hold
regarding a location, encompassing cognitive, affective, and conative dimensions (Yang et al., 2022).
In gastronomic contexts, destination image encompasses tourists' perceptions of food authenticity,
quality, cultural significance, and the overall environment in which culinary experiences occur
(Afshardoost & Eshaghi, 2024a). The imagery of a destination's culinary offerings significantly
influences initial travel decisions and shapes experiential expectations (Dixit & Prayag, 2022).

Positive destination image constitutes a critical determinant of tourist satisfaction with gastronomic
experiences (Purnami & Setyawan, 2024). When destinations successfully communicate distinctive
culinary identities through effective branding and promotional strategies, tourists develop stronger
motivations to engage in gastrotourism activities (Das et al., 2023). The integration of culinary
narratives into destination marketing substantially enhances the appeal of destinations among food-
motivated tourists (Chendraningrum & Suryana, 2025).

Culinary destination image comprises multiple elements: sensory attributes (taste, presentation,
aroma), cultural significance (historical narratives, traditional practices), environmental context
(dining setting, atmosphere), and experiential dimensions (social interactions, educational
components) (Park et al., 2023). Research indicates that cognitive dimensions of destination image
(knowledge, information about local cuisine) interact with affective dimensions (emotional
resonance, cultural pride) to comprehensively influence gastronomic tourism participation (Stylos et
al., 2022).

Gastrotourism Participation

Gastrotourism, functioning as the dependent variable, encompasses multiple measurable dimensions:
frequency of participation in food-related activities, expenditure on gastronomic experiences,
duration of engagement with culinary attractions, and behavioral intentions including revisit and
recommendation likelihood (Garcia-Pérez & Castillo-Ortiz, 2024). Tourist satisfaction with
gastronomic experiences, emotional resonance with culinary narratives, and intentions to participate
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in future food-related tourism activities constitute key outcome measures (Moreno-Lobato et al.,
2025).

Research demonstrates substantial heterogeneity in gastrotourism participation patterns, with
variations reflecting demographic characteristics, prior food knowledge, motivational factors, and
cultural backgrounds (Zulkefli et al., 2024). Young food enthusiasts ("foodies") demonstrate distinct
participation patterns characterized by emphasis on authenticity, innovation, and social sharing
compared to older travelers (Moura et al., 2025). Domestic and international tourists exhibit
differential patterns regarding preference for conventional versus experimental culinary experiences
(Recuero-Virto & Valilla Arrospide, 2024).

Successful gastrotourism engagement generates multiple positive outcomes: enhanced tourist
satisfaction and emotional well-being, strengthened destination loyalty, increased likelihood of repeat
visits and recommendations, and substantial economic benefits for local communities (Garcia-Pérez
& Castillo-Ortiz, 2024). Moreover, gastrotourism participation functions as a mechanism for cultural
learning, fostering appreciation for regional identities and sustainable practices (Bhatt et al., 2024).

RESEARCH METHOD

This study integrates multiple theoretical frameworks to conceptualize relationships among variables
(Allen, 2022; Durmaz & Yusuf Kilic, 2023; Gupta et al., 2024; Rizvi, 2025). The Stimulus Organism
Response (SOR) theory (Mahasuweerachai et al., 2025) provides macro-level framework wherein
environmental stimuli (cultural authenticity, destination image, food quality) influence cognitive and
affective responses (tourist perceptions, emotions) subsequently shaping behavioral outcomes
(gastrotourism participation). Consumer behavior theory (Tran et al., 2024) offers insights into
decision-making processes and motivational factors influencing food consumption choices.
Expectation-Confirmation Theory (Vijay & Mohan Kumar, 2025) contributes understanding of how
pre-visit perceptions align with actual gastronomic experiences to determine satisfaction and revisit
intentions.

The proposed model positions Gastrotourism Participation as the dependent variable, operationalized
as the degree of tourist engagement with food-related tourism activities, measured through frequency,
expenditure, and behavioral intentions. Three independent variables are proposed:

« Independent Variable 1: Cultural Authenticity (CA) encompasses the perceived genuineness
of culinary offerings, adherence to traditional preparation methods, cultural narrative
embedding, and alignment with local heritage practices.

« Independent Variable 2: Destination Image (DI) comprises the composite impressions tourists
hold regarding a destination's culinary identity, encompassing cognitive perceptions of food
quality and cultural significance, and affective evaluations of emotional resonance.

« Independent Variable 3: Local Food Quality (LFQ) integrates objective dimensions of food
quality (taste, freshness, safety standards).
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Figure 1. Conceptual Framework

In this research, we proposed some hypotheses as follows:

H1: Cultural authenticity positively influences gastrotourism participation.
H>: Destination image positively influences gastrotourism participation.
Hs: Local food quality positively influences gastrotourism participation.

Cultural authenticity would be measured through multi-item scales assessing perceived genuineness
of food preparation, alignment with traditional practices, and authenticity of dining environments.
Destination image measurement would incorporate both cognitive (knowledge of local food heritage,
information quality) and affective (emotional resonance, cultural appreciation) dimensions. Local
food quality and marketing measurement would combine objective indicators (certifications, safety
standards documentation) with subjective perception scales assessing marketing communication
effectiveness and consumer confidence.

Gastrotourism participation as the dependent variable would be operationalized through multiple
indicators: frequency of participation in food-related activities, expenditure patterns, duration of
engagement, behavioral intentions including revisit likelihood and recommendation propensity, and
social media engagement regarding gastronomic experiences.

RESULTS AND DISCUSSION
Expected Results

Based on synthesized literature, we anticipate statistically significant positive relationships between
each independent variable and gastrotourism participation. Cultural authenticity is expected to
demonstrate the strongest direct effect, reflecting research emphasizing emotional and cognitive
engagement through authentic cultural experiences. Destination image is anticipated to exert
substantial influence through cognitive pathway, wherein positive culinary reputation attracts food-
motivated tourists. Local food quality and marketing strategies are expected to demonstrate
significant effects through awareness and confidence mechanisms.
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The proposed framework contributes to gastrotourism literature through several theoretical advances.
First, it provides integrated conceptualization of multiple determinants within unified model,
advancing beyond segmented literature examining individual variables. Second, it operationalizes
gastrotourism as measurable dependent variable with multiple dimensions, addressing definitional
ambiguities in existing research. Third, it incorporates psychological mechanisms (emotional
engagement, satisfaction, trust) through which structural variables influence behavioral outcomes,
deepening theoretical sophistication.
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Figure 2. Proposed Model for Further Empirical Test

Discussion

The proposed model synthesizes extensive literature demonstrating that gastrotourism participation
emerges from complex interactions among destination-level variables (destination image, local food
quality marketing), experiential-level variables (cultural authenticity, food quality), and
psychological mechanisms (satisfaction, emotional engagement). This integrative perspective
addresses limitations of previous research emphasizing isolated variables, instead recognizing
gastrotourism as outcome of multifactorial influences operating through complementary pathways.

The framework particularly highlights the centrality of cultural authenticity in contemporary
gastrotourism, reflecting shifting tourist preferences toward meaningful cultural engagement over
superficial consumption. Contemporary travelers increasingly seek what researchers term "cognitive-
ethical authenticity," wherein appreciation for cultural knowledge and alignment with community
values substantially influences satisfaction (Turkson-Ocran et al., 2022). This emphasis on authentic
cultural engagement through food positions gastrotourism as instrument for cultural preservation and
community empowerment rather than mere economic exchange.

The proposed model offers actionable insights for destination managers and tourism policymakers.
Foremost, the model emphasizes necessity of integrated approaches combining authentic culinary
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experiences with strategic destination branding and targeted marketing. Destinations cannot achieve
optimal gastrotourism outcomes through isolated initiatives addressing individual variables; rather,
coordinated strategies addressing cultural authenticity preservation, destination image cultivation,
and food quality assurance demonstrate multiplicative effects.

For destinations in developing regions, the framework suggests prioritizing community involvement
in gastrotourism development, ensuring authentic participation rather than commodified cultural
performance. The emphasis on cultural authenticity necessitates that local communities drive culinary
tourism narratives, maintaining control over cultural representations and economic benefits (Zrnic,
2024). This approach aligns with sustainability principles and contemporary tourist preferences for
ethical, community-centered experiences.

Despite substantial literature on individual variables, significant research gaps persist. Few studies
simultaneously examine all three proposed variables within integrated frameworks, limiting
understanding of their relative contributions and interaction effects. Longitudinal research examining
how gastronomic tourism experiences influence long-term destination loyalty and repeat visitation
remains limited. Cross-cultural comparative research exploring how cultural backgrounds moderate
relationships between variables would advance theoretical sophistication.

Emerging technologies including artificial intelligence, virtual reality, and augmented reality offer
unexplored possibilities for enhancing gastronomic tourism experiences and requiring empirical
investigation (Devagiri et al., 2022). The role of food safety and sustainability certifications in
influencing gastrotourism participation deserves more extensive examination, particularly in
developing destinations where certification access remains limited (Schleifer & Sun, 2020).

The proposed framework incorporates implicit recognition of sustainability and ethical dimensions
increasingly important in tourism. Gastrotourism development grounded in authentic cultural
practices and community participation demonstrates greater sustainability compared to tourism
centered on commodified cultural performance. The emphasis on local food quality and traditional
practices aligns with sustainable tourism principles emphasizing environmental stewardship and
cultural preservation.

However, the framework acknowledges inherent tensions between tourism development and cultural
preservation. Increased gastrotourism attention may precipitate cultural commodification, wherein
authentic practices transform into staged performances for tourist consumption. Pressure to
standardize food quality and safety standards, while necessary, risks homogenizing diverse culinary
traditions. Successful gastrotourism development requires careful management balancing economic
benefits with cultural integrity, requiring strong community voice and cultural governance
mechanisms (Dordai et al., 2026).

CONCLUSION

This conceptual paper has proposed an integrated framework positioning gastrotourism as dependent
variable influenced by cultural authenticity, destination image, and local food quality. The framework
synthesizes extensive literature demonstrating that gastrotourism participation emerges from complex
interactions among these variables operating through multiple psychological and behavioral
pathways.
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The proposed model contributes theoretically by integrating previously segmented literature into
unified framework, operationalizing gastrotourism as measurable dependent variable. Practically, the
framework offers destination managers guidance for developing integrated approaches combining
authentic culinary experiences and strategic destination branding. Future empirical research should
test proposed hypotheses through quantitative structural equation modeling, incorporate qualitative
investigations exploring lived experiences of gastrotourism participants, and extend research across
diverse cultural contexts and destination types. Longitudinal studies examining long-term effects of
gastrotourism experiences on destination loyalty and community development would substantially
advance knowledge.
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