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Abstract 

The 2017 United Nations World Tourism Organization (UNWTO) Global Report on 

Gastronomy Tourism revealed that the local cuisine of a destination is a leading factor 

influencing destination choice, and tourists are increasingly attracted to destinations with 

favourable food appeal. In response to this growing trend, the tourism industry has begun 

to focus on building an attractive and distinctive local food and cuisine image into their 

branding strategy to enhance competitiveness and capitalise on the growing market. 

Despite the increasing attention from researchers, there is a lack of consensus on defining 

the determinants of food image as a set of brand attributes that depict the identity and 

attraction of a place. Current research that attempts to explain the influence of food and 

cuisine in the formation of destination brand image takes either a host or tourist 

perspective. Arguably, existing measures do not adequately capture what the destination 

has to offer and what is being valued and perceived as attractive by the tourist, which 

consequently hinder theory development. Considering these discrepancies, the 

overarching aim of this thesis is to examine the dual-perspective of food image, one that 

is projected and/or perceived by destination marketers and their industry stakeholders; 

and the other a mental representation as perceived by potential tourists. Theoretically, this 

thesis aims to conceptualise an attribute-based framework of destination food image by 

integrating both host and tourist images to align projected image and perceived image 

evaluations.  

 

Chapter 1 offers an introduction to the study background and an overview of the research 

design. The research begins with a literature review to investigate the current state of food 

image research in tourism. Informed by the gaps highlighted in the review, a framework 

was developed. It comprises 40 attributes of food image categorised into six dimensions, 

i.e. place/geographic environment, food and cuisine culture, food and people, food 

quality, dining places/restaurants, and activities related to food tourism offerings. This 

work has been published as a research article in the journal, Tourism and Hospitality 

Research, and is included in this thesis as Chapter Two.  

 

The mapping of a comprehensive list of food image attributes in Chapter Two assisted 

the development of a model that was subsequently tested empirically for its applicability 

to the context of Australia and its desired market segment, Chinese tourists. The research 
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adopted a critical realism multi-method approach incorporating: (i) a survey of food 

tourism stakeholders; (ii) a content analysis of a video used by Tourism Australia in its 

food campaign; and (iii) a quantitative test of the model using survey data, and an analysis 

using the PLS-SEM method. These three components were conducted in two sequential 

empirical phases/studies. The first empirical study looks at food image from the host 

perspective. The data were drawn from 18 key industry stakeholders, and an analysis of 

a video to frame the food images projected by Tourism Australia’s campaign. This work 

has been published as a research article in Tourism Management, and is included in this 

thesis as Chapter Three. Building on the literature review and the first empirical study, 

the second empirical study investigated potential tourists’ perceived food images of 

Australia. It proposes a model that integrates food image and food neophobia theories, 

and validates the model on data collected from 500 potential Chinese tourists through an 

online survey.  This study is currently under review for publication in the Journal of 

Travel Research, and is included in this thesis as Chapter Four.  

 

Insights from stakeholders reveal that gaps occur between projected food images and 

actual food tourism offerings. Stakeholders raised some concerns about Tourism Australia 

promoting high-end food experiences, and called for the affordability and accessibility of 

food experiences for the tourist market. They also suggested that the most compelling 

image for Australia is the country’s diverse food culture, and the natural and clean 

growing environment for fresh local produce. From the tourist perspective, the model 

helps to identify the images formed as a set of mental representations in the minds of 

potential Chinese tourists. Their perceptions of Australia as a food destination, and 

decision to choose the destination are significantly influenced by the country’s clean food 

environment, unique food culture, and interesting dining places/restaurants. The findings 

further reveal the effects of individual food neophobia tendencies and highlight the need 

for destination brand strategies to be sensitive to tourists’ food-related traits/attitude. 

Overall, this program of research identified specific congruences and incongruences 

between the promoted/projected images created by the destination marketers and those 

images held by the internal stakeholders, as well as the external views of tourists of 

Australia as a food destination.  

 

This thesis contributes to destination food image knowledge by pulling together the 

various dimensions and indicators of food destination attractiveness, from the 

perspectives of both the host and the tourist into a comprehensive conceptual framework, 
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and then empirically testing this framework. It contributes to the literature by 

simultaneously examining the predictive power of cognitive and affective food image 

components perceived by potential tourists on their behavioural intention. The model 

integrates food image and food neophobia theories to contribute greater explanatory 

power to destination food image formation. It also attempts to enrich current knowledge 

of consumer behaviour in food tourism by determining factors underlying the dimensions 

of the perceived image of a country’s cuisine amongst potential tourists in the pre-visit 

stage. Practically, the findings suggest that marketers compete on food attributes that the 

potential target market will appreciate, and adopt branding strategies that are aligned with 

tourists’ food image and expectations.  

 

As stated, this thesis comprises three articles: two published and one under review for 

publication. 
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CHAPTER 1: INTRODUCTION 

 

 

 

 

You change people’s perceptions by finding the truth, finding an idea that embraces that 

truth. 

 

— Wally Olins, 2007, as cited in Anholt, 2009 
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1.1 Food and Cuisine Image in Destination Branding  

 

Food is a key factor in tourist vacation decision making. Almost two-thirds of tourists 

select their next destination according to the options and appeal of local food and cuisine 

(Travel Weekly, 2018). However, despite evidence that food influences tourists’ 

destination choices (Travel Weekly, 2018; World Tourism Organization, 2017a), little is 

known about potential visitors’ preconceived images, thoughts and knowledge of food 

destinations (Cohen & Avieli, 2004; Kim, Kim, Agrusa, & Lee, 2012; Tasci, Gartner, & 

Tamer, 2007). Much ambiguity exists as to which specific food image attributes have the 

most significant impact on impressions of a place, and how perceptions of food image 

affect tourists’ decision to visit a destination (Chang & Mak, 2018; Seo & Yun, 2015). As 

a consequence, the use of local food and cuisine as an attraction, tourism product, and 

resource for destination branding provides the industry with both challenges and 

opportunities.  

 

Tourists’ notions of a destination or its food and cuisine can be perceived as a positive, 

negative, or vague idea (Getz, Robinson, Andersson, & Vujicic, 2014). When applying 

brand image concept to destination branding using food and cuisine, image can be defined 

as the overall perception of a food destination in relation to qualities and associations of 

its cuisine and dining experience offerings held in the minds of tourists (Aaker, 1991; Cai, 

2002; Keller, 1993). Some countries like France, Italy, Mexico and Japan are well 

regarded as gastronomy destinations and their local cuisines have been awarded heritage 

status by the United Nations Educational, Scientific and Cultural Organization 

(UNESCO). They have also acquired a reputable food image that will influence tourists’ 

destination choice (Cuccia, Guccio, & Rizzo, 2016). While some destinations enjoy a 

positive image, others suffer from negative images or stereotypes. For example, people 

often have a negative perception or impression of Indian and Thai local street food, and 

they are commonly perceived as unhygienic and unsafe for consumption (Cohen & Avieli, 

2004). These perceptual images may or may not be the reality, yet, people’s perceptions 

can shape their sense of reality, their thoughts, mental images, and feelings, which can 

undoubtedly drive travel behavioural intention and vacation decision making (Kim et al., 

2012; Pike & Ryan, 2004). The perception of destination image therefore, is one of the 

most critical success factors for destination branding (Morgan, Pritchard, & Pride, 2004; 

Pike, 2009).  
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Recent literature in food tourism defines cuisine itself as the ‘destination’ and ‘is used in 

many forms and interactions with tourists’ (Ellis, Park, Kim, & Yeoman, 2018, p. 250). It 

is regarded as a motivation factor for tourists, and as a resource for the host destination 

to attract tourists. The World Tourism Organization UNWTO (2017a) revealed that 

gastronomy ranks third amongst the motivating factors for visiting a destination, behind 

culture motives and natural scenery. Food tourism also represents an opportunity and 

creates compelling economic development possibilities for a destination (Henderson, 

2009; Morgan et al., 2004; World Tourism Organization, 2017a). Global Food Tourism 

reported that tourists spend approximately 25% of their budget on food and beverage 

(World Food Travel Association, 2018), and the total value of international food tourism 

in 2016 was about US$305 billion, or nearly a quarter of the estimated total tourism 

earnings of US$1,220 billion (World Tourism Organization, 2017b).  

 

As a consequence, destination branding using food and cuisine has gained momentum in 

numerous countries (Getz et al., 2014; Hall & Gössling, 2016; World Tourism 

Organization, 2017a). Each of these destinations seeks to strengthen its image through 

food/cuisine, by branding and differentiating its unique characteristics from other 

competing food destinations in the global tourism market. For example, Spain’s 

gastronomy initiative has focussed on the innovations of its elite chefs and Michelin-star 

restaurants to attract over six million tourists each year to discover Spanish cuisine (World 

Tourism Organization, 2017a). Other approaches to use food and cuisine in destination 

branding include: the Taste of Korean−Global Hansik which emphasizes the health 

benefits of its cuisine (Williams, Williams Jr, & Omar, 2014); The Taste of Taiwan 

Cuisine, which has popularised the destination as the home of the best street food in the 

world (Lin, 2006; Tsai & Wang, 2017); the United States of America which showcases 

food festivals around local produce, culture and lifestyle; and Ireland seizing on the 

bounty of surrounding seas with the Taste the Atlantic–a Seafood Journey (World Tourism 

Organization, 2017a). 

 

Explicitly, food is deeply tied to a place, culture and identity (e.g., pasta in Italy, sushi in 

Japan, or paella in Spain), because what we cook and eat are an expression of who we are 

and where we come from (Fischler, 1988). Food and cuisine are widely recognised as 

distinctive and marketable elements in defining the image and brand of a place that aiming 

to attract tourists to the destination, and enhancing the authenticity, attractiveness, 

reputation, and competitiveness of the destination (Croce & Perri, 2017; Hall & Gössling, 
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2016; Lin, Pearson, & Cai, 2011). In this regard, food has the potential to be established 

as the central brand image of a place.   

 

1.2 Why Does Food Image Research Matter?  

 

Researchers and practitioners have begun to explore the potential of food and cuisine in 

destination branding, and are exploring the ‘image’ aspect of food in destinations. 

Research on destination food image has been a subject of interest since the 2000s 

(Frochot, 2003). The concept of food image has been identified as a significant influence 

on both destination host and tourist aspects of marketing. Studies have attempted to 

investigate two trends of food image, the internal and external perceptions of a food 

destination.  

 

Internally, focus is on the host perspective, the food image projected and promoted by 

destination marketers in advertisements, media and information sources, as a set of brand 

attributes, as well as the image perceived by its internal stakeholders or food tourism 

providers (Blichfeldt & Halkier, 2013; Boyne & Hall, 2004; Che, 2006; Frochot, 2003; 

Lee & Arcodia, 2011; Lin et al., 2011; Sims, 2009; Smith & Xiao, 2008; Tellström, 

Gustafsson, & Mossberg, 2006). Conversely, the projected image also informs the food 

experiences and food offerings in tourism, and brand image congruency internally within 

the local context (i.e. marketed/strategic food image vs. actual food offerings in everyday 

life) (Blichfeldt & Halkier, 2013; Bonow & Rytkönen, 2012; Che, 2006; Hall, Sharples, 

Mitchell, Macionis, & Cambourne, 2003; Lin, 2006). 

 

Externally, research and discussions are centered on the tourist perspective and how food 

image is perceived by tourists, as a reflection of the perceived attractiveness of food, and 

their opinions and expectations for the destination (Björk & Kauppinen-Räisänen, 2016; 

Chang, Kivela, & Mak, 2010, 2011; Jang, Ha, & Silkes, 2009; Karim & Chi, 2010; Kivela 

& Crotts, 2006; Lertputtarak, 2012; Peštek & Cinjarevic, 2014; Seo & Yun, 2015). Insight 

into the perceived image is often the predominant emphasis of marketers in destination 

branding, which aims to affirm brand perception, and to realise segment and market 

opportunity based on the effect of destination image on destination choice decision (Getz 

et al., 2014; Hall & Gössling, 2016).  
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The concept of food as a source of brand image is built upon the literature in the field of 

destination branding and destination image management (Anholt, 2009; Tasci et al., 

2007). Destination image originated from the concept of corporate brand image that 

measured  the corporate image of an organisation in the consumer market (Keller, 1993; 

Reynolds, 1965). Martineau (1958) described the notion of image as a set of functional 

and psychological attributes that people associated with a brand, and the ideas they 

formed about the attributes of a product. Over time, the brand image concept was 

extended to place branding, which advances our understanding of the role of a brand 

image at the country level, to indicate the reputation of a nation in the international 

consumer market (Anholt, 2004). In the tourism industry, the concept of brand image is 

embedded within place branding, measuring destination image perceived by tourists 

(Chon, 1990; Morgan & Pritchard, 1998). Destination image has been conceptualised as 

“the sum of beliefs, ideas and impressions that a person has of a destination” (Crompton, 

1979, p. 18), which captures  brand attributes of tourism products and experiences on 

offer.  

 

In general, the destination image formation model suggests that image influences tourist 

behaviour. Destination image is formed via three hierarchical dimensions concerning a 

person’s belief, knowledge, and perceptions of destination attributes (cognitive image) 

which lead to their positive/negative emotional responses towards a place (affective 

image) and impacts their behaviour, such as intention to visit/revisit a destination 

(conative image) (Baloglu & McCleary, 1999; Gartner, 1994; Keller, 1993; 

O'Shaughnessy, 1992; Pike & Ryan, 2004; Prayag & Ryan, 2012; Tasci & Gartner, 2007; 

Tasci et al., 2007; Yuksel, Yuksel, & Bilim, 2010). Evidence shows that a positive image 

leads to tourist satisfaction and loyalty (Chi & Qu, 2008). More importantly, destination 

image is a direct antecedent of perceived quality, intention to revisit, and willingness to 

recommend (Prayag, 2009). It also evokes emotional responses that lead to tourists’ 

choice of destination (Prayag, Khoo-Lattimore, & Sitruk, 2015). Although the concept of 

destination image has been widely applied in the tourism context (Gallarza, Saura, & 

Garcı́a, 2002; Tasci et al., 2007), destination food image is a relatively new phenomenon 

in tourism. There is limited understanding in this regard to inform effective use of food 

and local cuisine in tourism campaigns, and how the image projected by the destination 

marketers influences tourists’ perceptions and behaviours (Lin et al., 2011; Seo & Yun, 

2015).  
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Current food image has been examined from both the host and tourist perspectives, 

proposing many different concepts and theoretical frameworks on food image. This wide 

variation of how food image is conceptualised calls for further research that integrates, 

validates, and extends current knowledge of food image. Furthermore, previous research 

has not explicitly examined the degree to which congruence exists between the 

promotional/projected images created by the destination marketers and those images held 

by internal stakeholders, as well as the external views of food destination from the tourist.  

 

1.2.1 Tourist Perspective 

From the tourist perspective, tourists’ perception of food image has been the central focus 

in understanding the psychological forces that influence tourists’ satisfaction, and 

decision behaviour towards a destination at different stages of visit (Andersson, Getz, 

Vujicic, Robinson, & Cavicchi, 2015; Getz et al., 2014). It has been suggested that food 

image has a significant influence on selecting a destination during the pre-visit stage (Kim 

et al., 2012), on determinants of tourists’ satisfaction with local food experiences during 

visits (Peštek & Cinjarevic, 2014; Sanchez-Cañizares & Castillo-Canalejo, 2015), and on 

tourists’ revisit intentions (Lertputtarak, 2012). In tourist-image studies, food has been 

explored as a way of experiencing local food and cuisine culture, novel food, quality food, 

restaurants and activities relating to food festivals, events, tours and cooking classes.  

 

A variety of methods has been used to evaluate tourist image studies. Most studies have 

adopt an exploratory quantitative approach to assess the causal relationship between the 

cognitive and conative image, i.e. behavioural intention (Kim et al., 2012; Lertputtarak, 

2012). However, there has been little investigation of the affective image, i.e. emotional 

evaluation of destination food image, and nor has there been much testing of 

comprehensive food image models (Lin et al., 2011; Seo & Yun, 2015 Questions have 

been raised about the relationship between cognitive and affective images, and whether a 

food image is formed through individual beliefs, knowledge, and thoughts (cognitive-

based image) or by emotion (affective-based image). A number of studies used focus 

groups or interviews to collect qualitative data, to attempt to investigate tourists’ actual 

consumption of local food during a trip, and their evaluation of food image based on 

actual dining experiences (Chang et al., 2011; Kim, Eves, & Scarles, 2009).  

 

The evaluation of food image through narrative analysis is often useful to unravel cultural 

meaning, which serves as a basis of tourists’ views of authenticity of local cuisine, largely 
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relevant to food culture, dining and quality attributes. However, existing qualitative 

insights are limited to dining experiences and activities offered to tourists on tour. 

Consequently, there is a lack of understanding of the diversity and variety of food that a 

destination has to offer. In addition, there has not been any testing of relationships 

between attributes. Together, these studies indicate that there is an absence of 

comprehensive models that consider all image components, i.e., cognitive, affective, and 

conative images of food in destinations. 

 

1.2.2 Host Perspective 

From the host perspective, food has been investigated as a tourism product (Smith & 

Xiao, 2008), or as an inherited feature of the cultural identity of the destination (Lin et 

al., 2011) from the perspective of attractive food festivals (Blichfeldt & Halkier, 2013; 

Lee & Arcodia, 2011), agricultural food produce (Che, 2006), and geographically-specific 

regional food heritage (Frochot, 2003; Sims, 2009; Tellström et al., 2006). Studies such 

as those by Frochot (2003), Okumus, Okumus, and McKercher (2007), adopted a mainly 

content analysis method to analyse the attributes of food images presented in the 

marketing materials. Other studies used a mixed-method case study approach (Blichfeldt 

& Halkier, 2013; Lin et al., 2011) and interviews to examine projected destination images 

as perceived by stakeholders or local businesses (Che, 2006; Lee & Arcodia, 2011; Sims, 

2009; Smith & Xiao, 2008).  

 

Thus far, the measurement of projected image from the host perspective has focused more 

on geographical authenticity of food culture, and the food festival dimension. The model 

was developed from the perspective of DMOs and lacks examination of whether food 

attributes match tourist perceptions of food image. Empirical evidence for how effective 

food image attributes are constructed to represent the local food culture, and their 

relationship with the overall image of a destination is still scarce. Further, there is limited 

empirical effort comparing host and tourist perceptions.    

  

Underpinning this research subject matters are food image and perceptions of image, yet, 

there are inherent gaps in the literature on food and cuisine image. In the following 

chapters, these gaps are elaborated on detail in the published and under-review papers, 

but the sub-section below summarises these theoretical gaps.  
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1.3 Justifications for Research 

 

1.3.1 Existing Theoretical Gaps  

 

Cognitive dimension is not clearly defined 

There is a lack of consensus across studies about what constitutes food image attributes, 

and how attributes can be clustered. Researchers have taken a mainly piecemeal approach 

to measuring cognitive food attributes rather than investigating the complex role of food 

tourism offerings (Sanchez-Cañizares & Castillo-Canalejo, 2015; Seo & Yun, 2015), for 

example, the host conception of food image is prominently shaped by its geographical 

features, natural environment, farming, fishery, and food festivals (Che, 2006; Lee & 

Arcodia, 2011; Lin et al., 2011; Smith & Xiao, 2008). Unfortunately, not many tourist-

oriented studies have tested these attributes. Similarly, attributes that are important to 

tourists have been largely overlooked in the host perspective, such as cuisines from 

diverse cultures, food attractiveness, and variety of restaurants (Chang et al., 2011; 

Lertputtarak, 2012; Seo & Yun, 2015).  

 

Arguably, current piecemeal development of cognitive measures have restricted a 

systematic comparison between host and tourist studies, and limited our understanding of 

food image from a comprehensive perspective. To further develop a food image model, it 

is necessary to create a measurement for cognitive food image and determine its key 

dimensions (Lin et al., 2011; Seo & Yun, 2015). This measurement should be developed 

into a multi-dimensional construct to be used in destination branding that reflects the 

complex features and symbolic characteristics of food in society, which embed values of 

cultural heritage, local stories (past and present), geography/natural landscape for food 

production, way of life/practices of locals, quality, as well as the variety and diversity of 

food and dining experiences (Lin et al., 2011; Seo & Yun, 2015). Figure 1 illustrates the 

discrepancies of attributes between host and tourist cognitive image in the existing 

literature, as identified by this study. 



9 

 

 

 

Figure 1. Cognitive Food Image of a Destination (Host vs Tourist)  

 

The debate over the nature of the cognitive food image construct should be modeled as 

a formative measurement 

Cognitive image has conventionally been treated as a reflective construct. This is to say 

that reflective indicators expect to be interchangeable and correlated, thus, the direction 

of causality is from construct to indicators (Diamantopoulos, Riefler, & Roth, 2008; 

Fornell & Bookstein, 1982; Hair, Hult, Ringle, & Sarstedt, 2017). Scholars have 

increasingly argued for it to be considered a formative construct given that the contributor 

to the cognitive food image, individual views of a destination, are likely to be determined 

by tourists’ beliefs and attitudes regarding a variety of destination attributes that are not 

necessarily correlated (Diamantopoulos et al., 2008; do Valle & Assaker, 2016; Kock, 

Josiassen, & Assaf, 2016).  

 

As shown in Figure 2, formative indicators are not necessarily correlated, but they are 

rather combined to cause or to capture/form the same construct, hence, direction of 

causality is from indicators to construct (Coltman, Devinney, Midgley, & Venaik, 2008). 

As such, further empirical evidence is required to clarify the nature of these constructs to 

investigate the formative versus reflective nature of a destination image construct.  
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Reflective Indicators (Effect Model)  Formative Indicators (Causal Model) 

 

 

 

 

 

  

 

Figure 2. Reflective and Formative Measurement Model (adapted from Hair, Hult, 

Ringle, & Sarstedt, 2017) 

 

Lack of a comprehensive destination food image model 

Thus far the chapter has focused primarily on the role of cognitive rather than affective 

food image effect on intention to visit/revisit a destination. More recently, several 

attempts have been made to validate the affective construct and support the idea that an 

emotional measure is critical in the food image formation model (Björk & Kauppinen-

Räisänen, 2016; Peštek & Cinjarevic, 2014). However, these results were based on post-

visit evaluations. Whether the affective evaluation would be meaningful and significant 

during a pre-visit stage is still not clear. Figure 3 illustrates the image formation model 

applied in this study.   

 

 

 

Figure 3. Destination Food Image Model 

Construct 

X1 

X2 

X3 

X4 

Construct 

X1 

X2 

X3 

X4 

Affective  

Food Image 

(AFI) 

Cognitive  

Food Image 

(CFI) 

Conative  

Food Image /  

Visit Intention 

(INT) 



11 

 

Food-related personality traits 

Little is known about how food-related personality traits, such as food neophobia and 

food involvement interact with a tourist’s perceived overall image of a food destination 

and their intentions during the pre-visit stage. Recently, there has been an increasing 

interest in tourists’ personality traits within the local food consumption and motivation 

research (Mak, Lumbers, Eves, & Chang, 2017; Wu, Raab, Chang, & Krishen, 2016). 

Research asserts that tourist food-related personality traits such as food neophobia and 

food involvement interact with tourists’ perceived overall image of a food destination and 

their intentions to try local food, and decision to revisit the destination. However, what 

has not been empirically investigated is the interrelationship linking tourists’ personal 

traits with food image of a destination during the pre-visit stage. Therefore, the study was 

conducted to address this knowledge gap.  

 

The focus on neophobia came as a direct response to the industry’s need to understand 

this phenomenon. When exploring potential moderators of food image formation for 

Australia as a food destination in Study 2, I included questions asking practitioners and 

industry stakeholders to comment on the Chinese market. Participants pointed to a need 

to understanding food neophobia, which emerged as an important factor that influenced 

Chinese tourists’ food-related behaviour. Stakeholders recognised that food neophobia 

can be a key challenge in marketing Australian food and cuisine to the Chinese tourist 

market. It is not clear whether the relationship varies across different groups within the 

Chinese market, between high- and low-neophobia groups. An understanding of the 

relationship is critical because it points to image projection strategies that need to be 

tailored for different market segments, through identifying the influence of cognitive and 

emotional appeals on decision making, which in turn drive visitation. 

 

Based on this reasoning, the proposed destination food image framework describes the 

complex nature of tourists’ attitudes and behaviours towards the preconception of a 

destination food image. The framework is an adaptation of three image constructs and a 

mediator. These include cognitive image attributes proposed by Chang et al. (2011), 

Karim and Chi (2010) Lin et al. (2011), Smith and Xiao (2008), affective image attributes 

identified by Seo and Yun (2015), Sparks (2007), Sparks and Pan (2009), and the conative 

image component adopted by Sparks (2007) for the Chinese market. For the moderator, 

food neophobia indicators are replicated from the work of Kim, Suh, and Eves (2010) to 

measure the construct as a personality trait.  
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1.3.2 Australia as a Food Destination: Perception Gaps  

 

The Australian Tourism campaign has always been the worst! I’m not going to a vacation 

to throw shrimps on the barbie with Paul Hogan. But it should be saying the beautiful 

beer is good, the pub is awesome, the food is ridiculously good at every level, life would 

be good…the whole shrimp on the barbie…was an unfortunate misrepresentation. 

 

Anthony Bourdain, 2013 

 

In Australia, food, wine and local cuisine were identified as the key factors in consumers’ 

choice of a destination in the Tourism Australia (2014b) market survey. The same survey 

also identified that a negative perception was associated with Australia as a food 

destination. Further investigations revealed that there has always been substantial debate 

over what Australian cuisine is. Australia’s food and cuisine culture and identity have 

been criticised for over two centuries for lacking its own uniqueness (Santich, 2012; 

Symons, 2014). The country’s diverse culture makes it difficult to decide on an Australian 

food/dish. This makes it hard to use Australian food in destination branding. Its famous 

slogan to ‘throw a shrimp on the barbie (barbecue a shrimp)’ in tourism campaigns in the 

1980s, caused controversy as a misrepresentation of Australian food. Although the food 

image was successfully instilled in the minds of Americans, it was not popular with locals 

who ‘throw prawns’ rather than shrimps (Smith, 2018).  

 

In 2014, Tourism Australia launched a food and wine campaign, Restaurant Australia to 

focus on strengthening its representation of food and wine experiences in the international 

market. The campaign has outlined specific strategies to make food a key factor in tourist 

decision making over six years until 2020 (Tourism Australia, 2014b). While the 

campaign may have created a more consistent brand image for Australian food, the 

effectiveness of this food image marketing in destination branding is not yet known.  

 

1.3.3 Being China Ready 

 

The same Tourism Australia market survey of 2014 (Tourism Australia, 2014b) also 

highlighted the fact that 73% of Chinese people who have never visited Australia 

perceived Australian food and gastronomic experiences as unattractive, and ranked the 

country’s food and wine poorly. In contrast, 69% Chinese tourists who have experienced 
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Australian food considered Australia as the top destination to enjoy good food (Tourism 

Australia, 2014a). This indicates Australia needs to understand the various perceptions of 

Australian food amongst potential Chinese tourists, in order to identify the perception gap 

between how Tourism Australia projects a desired food image overseas and how it is 

perceived by these potential tourists. Indeed, China is a significant market for Australia, 

contributing AUD$10.4 billion in 2017. China is not only the largest market for tourism 

spending for Australia (Tourism Australia, 2018), but also for the world, Chinese tourists 

have been the biggest tourism spenders, spending US$261 billion in 2016, twice as much 

as that spent by other international tourists (World Tourism Organization, 2017b). 

Worldwide, regions such as Asia, the Pacific, and Europe, and in fact, destinations 

throughout the world are looking to China as one of the most vital tourism markets (World 

Tourism Organization, 2017c). In tourism destination image literature, little is known 

about Asian tourists’ pre-visit awareness, knowledge and perceptions of a Western-

oriented country’s food. In an attempt to directly enhance competitiveness, a Western-

oriented country destination such as Australia needs a more culturally sensitive approach 

to destination branding for Chinese tourists (Becken & Scott, 2016).  

 

Despite the research on Chinese tourists covering aspects of travel expectation, 

motivation, satisfaction (Hsu, Cai, & Li, 2010; Huang, Weiler, & Assaker, 2015; Jiang, 

Scott, & Ding, 2015; Wang & Davidson, 2010), food preferences (Chang et al., 2010; Wu 

et al., 2016), Chinese tourist profiles (Chen & Huang, 2018; Jin & Wang, 2016), and the 

emergence of journals dedicated to tourism by Chinese writers in China (e.g. Journal of 

China Tourism Research, and the China Tourism Academy), there has been little 

investigation into the link between Chinese tourists’ perceived images of food and cuisine 

and future visit intention. Previous Chinese tourism research has tended to focus on tourist 

consumer behaviour in general (28%), rather than destination image influence on Chinese 

tourist behaviour (1.9%), which has not been addressed in much detail (Jin & Wang, 

2016). 

 

1.4 Research Aims and Questions 

 

The literature thus far has established that measuring food image or destination branding 

is critical. This is because food destinations worldwide are struggling to effectively use 

local food and cuisine to increase their competitiveness with other destinations, and to 

attract tourists who are looking for good food and local dining experiences. Yet, academic 
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research has not been able to offer an adequate knowledge foundation for food as a form 

of destination brand image, and for evaluating brand image consistency by incorporating 

input from the host destination, its internal stakeholders, and tourists as ultimate 

destination stakeholders.  

 

1.4.1 Aims and Objectives 

 

The main aim of the study is to put forward a destination food image model by 

conceptualising and aligning host and tourist images to measure both projected and 

perceived image, so that the tourism industry can gauge food tourism development and 

destination branding success, and more importantly, to predict the impact of food image 

on tourist behavioral intention and destination choice.  

 

In doing so, the study examines the dual-perspective view of food image from both the 

host and tourist point of view, and its relationship with the overall perception of a 

destination in the Australian context. Guided by the main research aim, this study has the 

following three major objectives, and three associated research questions.  

 

Table 1. Research Questions and Objectives 

Research objective 1: To develop a conceptual framework of food and cuisine image 

in destination branding. 

 

Research question 1: What are the determinants of food and cuisine image in destination 

branding, from the host and tourist perspectives?  

 

Research objective 2: To identify cognitive food image attributes projected by 

Tourism Australia, and perceived by stakeholders. 

 

Research question 2: What are Australia’s food images projected/promoted by Tourism 

Australia, and are those images held by industry stakeholders? 

 

Research objective 3: To validate a model for predicting tourists’ intention to visit 

based on cognitive, affective and conative factors, using Chinese 

tourists’ perceptions of Australia as the context. 

 

Research question 3: What is Australia's food image held by Chinese tourists, and how 

does destination food image affect potential Chinese tourists’ 

intention to visit? 
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1.4.2 Defining the scope of study - boundary of food tourism  

 

The boundary of the study is within the domain of the food tourism phenomenon. To 

assist readers in understanding the terms and concepts used in the thesis, the terms ‘food 

tourism’, and ‘potential tourists’ are described in more detail, based on the tourism 

literature. 

 

Food Tourism. At the beginning of the 20th century, research in destination branding has 

focused more explicitly on food image as a core tourism product, and as an intangible 

cultural heritage of a destination, particularly for tourists who purposely travel to a given 

destination because of its food image (Folgado-Fernández, Hernández-Mogollón, & 

Duarte, 2016; Lertputtarak, 2012; Peštek & Cinjarevic, 2014; Seo, Yun, & Kim, 2014). 

At the time, food tourism was defined as “visitation to primary and secondary food 

producer, food festivals, restaurants and specific locations for which food tasting and/or 

experiencing the attributes of specialist food production region are the primary 

motivating factor for travel” (Hall & Mitchell, 2001, p. 308). Food and wine tourism 

emerged as a niche market with a major focus on the tourist with an interest in this area, 

and as such, food has become a primary motivation for travelling.  

 

In recent years, the growing global demand for food has led to a broader market segment 

and a new perspective of food tourism. The World Tourism Organization (UNWTO) 

broadly defines food tourism as “tourists and visitors who plan their trips partially or 

totally in order to taste the cuisine of a place or to carry out activities related to 

gastronomy” (2012, p. 7). In a similar vein, the industry practitioners and the World Food 

Travel Association (WFTA) see food tourists as simply those who pursue and enjoy 

unique and memorable food and drink experiences (2012), indicating that gastronomy 

products are consumed by all tourists at destinations.  

 

Potential tourists. This study investigates the role food and cuisine play in the formation 

of destination image. It helps to predict potential tourists’ intention to visit a destination 

for its food. Thus, in this study, ‘potential tourists’ refers to any holiday or leisure tourists 

who partially or totally travel to experience the food of a destination, with food and 

cuisine as a complementary or core attraction. 
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Industry stakeholders. This study also examines Australia’s image as a food destination 

from the perspective of internal stakeholders. The industry stakeholders included in this 

study are those who are involved directly and indirectly in Australian food tourism 

industry, i.e. destination marketers, chefs, celebrity chefs, food providers, consultants, 

food campaign project managers, food tourism ambassadors, and media agents of 

Tourism Australia.    

 

1.5 Methodology  

 

This section outlines the research methodology guiding this thesis. The following 

discussion clarifies the research paradigm that underpins the study, and provides an 

overview of the multi-method research design across the papers.  

 

1.5.1 Research Paradigm  

 

It is important to realise that ‘image’ in relation to brand, place and perceptions can be 

classified into different domains of reality depending on the aspect being investigated. 

 

Adapted from Lin, 2006; Stern, Zinkhan, & Jaju, 2001 

 

This study takes a realist approach, not just in its methodological decisions but also in 

framing the research. Here, the critical realism approach is deemed an appropriate 

philosophical lens for exploring and viewing the complex ontology: the inquiry into the 

nature of ‘image’. To first answer the question of ‘what is image?’, it is important to 

realise that ‘image’ in relation to brand, place and perception can be construed as three 

realms of reality concerning: (1) the destination attributes in the physical world, (2) the 

image/visual representation in the media, and (3) the mental perception and image formed 

in the minds of consumers (Lin, 2006; Stern, Zinkhan, & Jaju, 2001; Tasci et al., 2007).  

 

This thesis argues for the value of a critical realism philosophical perspective. This 

paradigmatic belief informs the multi-method strategy in developing a model to measure 

food image and predict tourist behaviour. Importantly, critical realism emphasises the 

capacity to accurately predict through problem defining and the consulting process to 

explore the less observable forces influencing food image from the different perspectives 

of academia and industry (Payne & Payne, 2004). Researchers are obliged to strive for a 
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balance between university research, and industry engagement and impact to 

operationalise the theory and to inform future research (Australia Research Council, 

2017).  

 

Traditionally, research in social science is commonly guided by either the positivist or the 

constructivist paradigm which believes that much of reality is answered only by the single 

concept of empirical surveying, which is still a contentious subject in research (Creswell, 

2014; Denzin & Lincoln, 2011; Morgan, 2007). However, critical realism is situated 

between the two paradigms, and takes the stance of conceiving the nature of reality from 

both the positivist and constructivist lenses (Archer, 2016; Hwang, 1996; Modell, 2009; 

Niglas, 2010). For example, a realist can take a positivist stance to assume there is a single 

reality or truth (Payne & Payne, 2004), or take a constructivist stance to assume the reality 

needs to be interpreted (Emmel, 2013), or towards a more pragmatic aspect of combining 

both positivism and constructivism to consider that realities are socially constructed, 

created, yet negotiated (Khoo-Lattimore, Mura, & Yung, 2017; Maxwell & Mittapalli, 

2010; Modell, 2009). There is a diversity of realism across the philosophical landscape, 

however, and integration of the critical realist ontology takes a reflexive philosophical 

stance and a meta-theoretical position (Archer et al., 2016; Bhaskar, 1997). Critical 

realists are concerned with understanding existing theory systematically and critically, 

which can in turn inform empirical investigations and explain phenomena and to some 

degree, predict future theory with a more in-depth explanation in the field of interest 

(Archer et al., 2016; Bates, 2005).  

 

In contemporary research, critical realism has increasingly received attention due to its 

main characteristics (Archer, 2016; Archer et al., 2016; Modell, 2009; Niglas, 2010). The 

founder of critical realism, Bhaskar (1997) argues for a structured and stratified ontology, 

i.e. multiple levels of reality, which seek to create a dialogue between diverse perspectives 

on the phenomena being investigated (Dyson & Brown, 2006; Elder-Vass, 2013; Walsh 

& Evans, 2014). The three domains of reality include: the empirical, actual and real, as 

illustrated in a tree diagram in Figure 4 (Bhaskar, 1997; Walsh & Evans, 2014). This 

ontology-determined epistemology, the way things are, affects the way in which we know 

them and the extent to which they can be understood. The most observable is the 

‘empirical’ which can be perceived and experienced (i.e. the tree branch). The domain of 

the ‘actual’ represents the actual event (i.e. the tree trunk, hidden by a wall), which implies 

that ‘actual’ can be hidden by media or public agenda, or affected by power relations from 



18 

 

within society; however, this can be partially observed. Lastly, the domain of the ‘real’ 

comprises the structures (roots) that underpin the ‘actual’. In a broad sense of the 

universe, the ‘real’ cannot be fully comprehended, nor fully explained, but, it is a 

necessary precondition for the empirical, as a causative agent (Bryman, 2016; Walsh & 

Evans, 2014). 

 

 

    

 

Figure 4. Tree Diagram of Three Ontological Domains of Food Image: Empirical, 

Actual, Real (Adopted and modified from Walsh and Evans, 2014) 

  

The application of the ontological and epistemological perspectives of critical realism in 

food image can be construed as: (1) real: food and cuisine attributes that characterise the 

place/destination, in a real-world setting, (2) actual: projected food image created by 

marketers, and actual food tourism offerings as narrated and defined by the stakeholders, 

and (3) empirical: perceived food image by tourists. In this way, the nature of food image 

is constructing the lenses of the researchers, and their position in describing the 

phenomena. 

 

Critical realists believe in the importance of multi-level study to explore the influence and 

interrelationship between the diverse aspects and images of the real-world, and to deepen 

the understanding gained (Archer et al., 2016; Bryman, 2016). Knowledge is articulated 

from several standpoints depending on different perspectives’ contexts, practices, 

Actual:  food images, 

visual representation 

in media, actual food 

tourism offerings  

Empirical: tourist perceived food image and behaviour 

Real: a complex food system of a place 
(environment, culture, people, quality, 

dining places, and activities) 

Researcher 
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interests, and values (Archer et al., 2016; Maxwell & Mittapalli, 2010). Likewise, image 

research can be positioned as a study into images and their relationships with the overall 

perceptions of a destination. 

 

1.5.2 Research Approach 

 

Multi-method research design 

Based on critical realism beliefs, this thesis acknowledges that in the quest for knowledge, 

methodological pluralism is necessary to explore representation from different 

perspectives, yet, is aware that the phenomenon is still contingent and changing, and 

shaped by society (Archer et al., 2016; Maxwell & Mittapalli, 2010). Thus, this research 

explores the complex destination food image attributes used by destination marketers to 

promote food tourism in a real-world perspective in Australia. It takes the form of a case-

study to identify different perceptions of Australian food images (Yin, 2014).  

 

A multi-method approach was used to collect data from two contrasting views, that of 

host and tourists, of Australia as a food destination. In doing so, the food image theory 

and model were built through a sequential multi-method design, a predominantly 

quantitative technique, but embedded with qualitative data to generate insights and depths 

(Creswell, 2014). The approach was considered for its ability to integrate two or more 

research methods in the same project, yet, be completed separately (Khoo-Lattimore et 

al., 2017; Maxwell & Mittapalli, 2010). The results were then integrated to form a 

complete thesis.  

 

This multi-method research is divided into three phases (see Figure 5). In phase 1, the 

study began with a critical literature review to develop a conceptual framework for the 

research. Next, the study entered into an exploratory stage in phase 2. Two approaches: a 

quantitative online survey of industry stakeholders and a quantitative video content 

analysis were used to investigate host images. The decision to use the quantitative 

approach in the stakeholder survey was two-fold: (1) the survey was made after attempts 

to contact industry stakeholders for scheduled face-to-face interviews proved futile. By 

employing a quantitative methods mode of enquiry in the survey, the researcher was able 

to gauge industry stakeholder perceptions towards the most appealing aspects of Australia 

as a destination for food, (2) the survey component was critical to ensure the attributes 

derived from the literature were being accessed for their applicability to food tourism in 
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Australia, and to validate the model internally. Both informed the quantitative online 

survey with potential Chinese tourists that followed in phase 3.  

 

It should be highlighted here that the stakeholder survey was aimed at seeking expert 

opinions that reflect local knowledge, and participants are from the pool of specialists 

who were involved in the food marketing campaign for Australia. Hence, the design of 

this study was not to provide a statistical description of the viewpoints that characterise 

the sample, but to elicit the diversity and structure of those viewpoints. In addition, the 

research model for Australia’s food tourism was assessed. Based on stakeholders’ 

suggestions and validation of the model, a survey questionnaire and a full food image 

model was developed in phase 3, to be tested in a quantitative online survey with potential 

Chinese tourists.  

 

These research approaches led to the achievement of the ultimate goals of the study: (1) 

to map potential tourists’ knowledge, and perceptions of Australia as a food destination 

and its cuisine image in the pre-visit stage; (2) to consider the need to align Australian 

projected image components (internal assessment of a brand) with the perceived brand 

image (an external assessment of a brand); and (3) to enhance validity of the proposed 

food image model. The flow of the research design is demonstrated in Figure 5, which 

will be elaborated on in the following sub-sections. 
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Phase 1  Phase 2  Phase 3 

 

Paper  1  Paper 2 

 

 Paper 3 

Conceptual framework  Host perspective   Tourist perspective 

 

To develop a conceptual 

framework of food and 

cuisine image in 

destination branding. 

 

  

To identify cognitive food 

image attributes projected by 

Tourism Australia, and 

perceived by stakeholders. 

 

  

To validate a model for predicting 

tourists’ intention to visit based 

on cognitive, affective and 

conative factors, using Chinese 

tourists’ perceptions of Australia 

as the context. 

 

 

Figure 5. Overview of a Sequential Multi-method Research 
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Critical Literature 
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What are the 

determinants of food 

and cuisine image in 

destination branding, 

from the host and 

tourist perspectives?  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Quantitative Approach 

 

 
 

 

 
 

What is Australia's food 

images held by Chinese 

tourists, and how does 

destination food image 

affect potential Chinese 

tourists’ intention to 

visit? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data Analyses: 

Partial Least Squares  

Structural Equation 

Modelling (PLS-SEM),  

Mean score. 

 

Multi-method Approach 

 

 

 

 

 

What are Australia’s food 

images projected/ 

promoted by Tourism 

Australia, and are those 

images held by industry 

stakeholders? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data Analyses: 

Mean score, percentage, 

Nvivo word frequency, 

thematic analysis, video 

coding, and gap analysis  

 

Quantitative online 

survey with major 

stakeholders 

 

Data is collected from 

stakeholders involved in 

planning promoting, and 

implementing food and 

wine campaign.  

n = 18 

 

 

 

Quantitative online 

survey with 

potential Chinese 

tourists 

 

Data is collected 

from residents from 

Beijing, Shanghai, 

and Guangzhou.  

n = 500 

Review of literature 

and promotional 

materials 

 

Data is collected 

from academic 

journal articles, food 

promotional 

materials, destination 

websites, and 

gastronomy history 

books, marketing 

strategy report of 

Tourism Australia. 

 

Research Question 1: Research Question 2: Research Question 3: 
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1.5.3 Phase 1 – Critical Literature Review  

 

The research aim and objective 

During the first phase, the primary goal was to build a theory to develop a better 

understanding of different conceptualisations of destination food image in current 

research. As a form of identity that represents a place, and a form of image that affects 

consumer behaviour, food images of a destination remain a complex field of inquiry 

(Bessière, 2013; Lin et al., 2011). The epistemological stance in this work could be 

described as critical realism, using multiple approaches and views to analyse, construct 

and raise questions of existing knowledge, and to become more aware of, more reflective, 

and focussed on ideas about theory formation (McAlpine, 2016).  

 

To answer the first research question, what constitutes food image, the study used a 

narrative lens to make sense of the story-telling and to draw inferences from each 

qualitative food image text to identify and quantify the food attributes. Additionally, a 

systematic analysis was employed to carefully examine the food attributes used in the 

quantitative based studies. A thematic coding approach was used to create coherent 

meaning and characteristics of food in brand image formation, and to categorise them into 

different dimensions according to the nature of the attributes, as well as the commonalities 

and differences between attributes. Both the narrative and systematic methodological 

techniques aligned well with the first research objective: to understand the distinctiveness 

of different viewpoints of food image in tourism research, and allow a relatively 

comprehensive framework and initial research model to be developed to measure food 

image. This model identified 40 attributes of food image clustered into six dimensions to 

guide second phase research.  

 

1.5.4 Phase 2 – Quantitative Online Survey with Industry Stakeholders  

 

The research aim and objective 

In the second phase, the research investigated the representation of Australia as a food 

destination from the host perspective. In doing so, it explored the domains of food image 

at the actual level, i.e. (1) the projected food image created by Tourism Australia, and (2) 

actual food tourism offerings as perceived by the stakeholders. In this host image study, 

realism holds the view that in reality, it is possible that the projected image is incongruent 

with the actual image (or actual tourism offerings). To establish whether the projected 
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images used in branding Australia were aligned with the stakeholders’ knowledge, this 

research also investigated the perception gap between Tourism Australia and food tourism 

stakeholders, using the food image model developed during phase 1.  

 

The sample 

The research sample in this study was drawn from two main sources: (1) food tourism 

industry stakeholders, and (2) a promotional video used by Tourism Australia. Key 

sampling criteria for the stakeholder group targeted those who represented food tourism 

practitioners and marketers. This stakeholder group consisted of a project manager of 

food and wine tourism strategy; a media relations manager of Tourism Australia; 

restaurant and catering operators; stakeholders and staff from various states, directly or 

indirectly involved in planning and implementing the Restaurant Australia campaign. 

Expert sampling was the method used to recruit 18 major stakeholders and practitioners 

to elicit views of Australian food and cuisine as a reflection of local knowledge (Etikan, 

Musa, & Alkassim, 2016). Specifically, these stakeholders included food providers, 

celebrity chefs, destination marketers, consultants, a food campaign project manager, a 

food tourism ambassador, a filmmaker of an Australian food travel programme, and a 

media agent for Tourism Australia. This relatively small sample was chosen because the 

study was only looking for specialists who were directly or indirectly involved in 

planning, promoting and implementing Tourism Australia’s food and wine campaign. The 

sample size was dictated by the nature of the population that this research was targeting. 

Another source used in this study was the official campaign video Welcome to Restaurant 

Australia.  

 

The video was chosen because it encapsulates images and ideas meant to represent 

Australia’s most important aspects. It is believed that a visual image or a picture ‘paints 

a thousand words’. The video shows food image attributes promoted and projected by 

Australia’s Tourism Board, as a reflection of Australia’s food destination brand, and how 

Australia desires to be perceived internationally as a food destination. The video has 

gained substantial media coverage since May 2014 through Tourism Australia’s site, 

Mark Toia (Zoom Film and Television), Australiahk (Hong Kong site), Travel Daily, and 

Northern Territory - Australia’s Outback sites, which has reached over 400,000 views. In 

addition, the video which presented one set of images, was distributed internationally. In 

this age of technology, the audience is more susceptible to videos than printed brochures 

(Waters & Jones, 2011). Therefore the decision to use the video and not brochures and 
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other publications is valid.  

 

There is a plethora of available printed marketing material. However, they tend to address 

different markets and be distributed unevenly. In particular, printed materials tend to have 

a geographic or food focus, and are distributed mostly at tourist information centres, 

airports or specific destinations. The geographic focus or local food guides, for example, 

the Brisbane Visitor Guide, showcases images of restaurants, café and dining places 

within the precinct, Restaurants Guide Adelaide features images of recommended 

restaurants located in that city. Food focus magazines such as Wine & Dine Hunter Valley, 

South Australian Dining guide, and Dining Out Magazine Brisbane portray images of 

food and drinks by framing perfect shots of them. The purpose of this study is not to 

evaluate the representation of private dining, nor an array of dishes of Australia, but rather 

to picture the food scene in Australia that reflects how tourism boards build and brand 

Australian food in a tourism context.  

 

The research instruments 

To answer the second research question, what are the food images projected/ promoted 

by Tourism Australia, and are those images held by industry stakeholders? Two different 

research instruments were created: (1) an online survey to gain insights from stakeholders, 

and (2) a content analysis for exploring the video images projected by Tourism Australia. 

The online survey and video were analysed quantitatively, but supported by qualitative 

data focusing on local narratives embedded within the research design (Creswell, 2014). 

Both data set were analysed based on 40 food image attributes to facilitate comparison. 

 

Attempts to schedule face-to-face interviews with stakeholders and DMOs were 

unsuccessful, so an online survey was developed incorporating both close- and open-

ended responses. This allowed stakeholders to answer survey questions at their 

convenience and to reduce possible false positive responses.  

 

The close-ended questions gauged industry stakeholder perceptions towards the most 

appealing aspects of Australia’s food tourism as measured by the 40 food image attributes. 

The open-ended responses allowed inductive exploration of what stakeholders said and 

were a significant source of qualitative data (direct quotation, relevant themes), allowing 

more accurate interpretation and understanding of the expert opinions about the 

complexities of the situation(Patton, 1987). A quantitative content analysis of the video 
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to complement the online survey was conducted to enable a comparison of perception 

among DMOs. The video coding was based on a careful analysis of the nature and 

frequency of the attributes. Finally, a gap analysis was conducted to show the relationship 

between a set of food attributes that are selectively projected in the video by Tourism 

Australia vs. attributes that were perceived to be important by industry stakeholders.  

 

When mapped onto the larger picture of the overall thesis, the specific objective of the 

stakeholder survey was two-fold: (1) to assess the attributes derived from the literature 

and their applicability to food tourism in Australia, and (2) to seek further insight into 

potential factors (i.e. the moderating construct) influencing food image formation for 

Australia as a food destination for the Chinese market. Phase 2 was therefore a critical 

step needed to validate the research instrument and measurement items before they were 

tested with Chinese tourists in Phase 3.  

 

1.5.5 Phase 3 – Quantitative Online Survey with Potential Chinese Tourists  

 

The research aim and objective 

The primary purpose of phase three was to validate the research model for predicting 

tourists’ intention to visit based on cognitive, affective and conative factors, using Chinese 

tourists’ perceptions of Australia as the context. This study explores the domains of food 

image at the empirical level, as a way to understanding the mental images that determine 

perceptions and behaviours (Payne & Payne, 2004). Simply put, this phase examined 

Chinese people’s preconceived images, thoughts and knowledge of Australia as a food 

destinations before their actual visit.     

 

The sample 

To make the sample more representative and high in statistical power for test modelling 

(Hair et al., 2017), the sample was drawn from potential tourists from three Chinese cities 

(Beijing, Shanghai, and Guangzhou) of China which currently represent about 45.5% of 

total Chinese visitors to Australia (Tourism Australia, 2018). The survey targeted 

segments of the Chinese markets that are in-line with Tourism Australia’s current most 

important target market profile. The sampling frame includes potential travelers who are 

the middle, and upper-middle class earners in the three cities and who had not visited 

Australia (Tourism Australia, 2014c). Quotas were set to ensure equal responses were 

garnered across cities and genders. The samples were collected with the assistance of 
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Qualtrics through its online consumer panel, a well-established research panel.  

 

The research instrument 

In response to the third research question, how food image impacts people’s perceptions 

and behaviours, a quantitative research strategy was employed for observing the big 

picture, i.e. the perceptions, feelings and attitudes of potential Chinese tourists towards 

Australian food tourism (Creswell, 2014). Data were collected through an online survey. 

Each question was carefully developed based on the outcomes of phases 1 and 2, guided 

by the literature and stakeholders’ opinions. The instrument development process 

involved validation of questionnaire and measurement items through: (1) an initial 

consultation with 10 researchers of Australia’s restaurant industry, tourism and hospitality 

of refining attributes that represented Australia’s food image, (2) confirmation from 

stakeholders of the relative importance of the attributes, and (3) translation of the 

questionnaire into Chinese which was reviewed by six bilingual tourism scholars who are 

native Chinese speakers. In addition, a pre-test was conducted with 40 respondents (April 

2017), data collection was commissioned to Qualtrics to test survey readability and 

clarity. During this phase, the target audience and screening criteria were applied in the 

recruitment of respondents with similar characteristics to those of the actual survey 

participants. For instance, participants had to be those who had not been to Australia but 

had overseas travel experience, were aged 18 and above with a specific income level, and 

residents of Beijing, Shanghai or Guangzhou. This pre-test led to a few minor revisions 

to the questionnaire. Full data collection took a month and was completed in May 2017. 

 

The main focus of the research was the formation of food image operationalised in a 

cognitive-affective-conative model and linked to tourist food-related personality traits 

(i.e. food-neophobics vs. novelty seekers). Chinese food neophobia tendency was a 

construct discovered and learned during phase 2. This tendency was suggested by 

stakeholders who recognised that Chinese food neophobia might has a direct effect on 

Chinese tourists’ perception and behaviour towards Australian food. To develop the 

destination food image model, this study not only tested the measurement and structural 

model, it also conducted a multigroup analysis to examine individuals who are food-

neophobic vs. novelty seekers, and food neophobia’s effect on the model.  

 

The survey contained both open-ended and closed-ended questions. Chinese respondents 

were asked to describe their perceived image of Australian food, specifically to list foods 
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or dishes that symbolised Australia, and to describe what makes Australian cuisine 

unique. The qualitative data obtained in this study were expected to complement the data 

collected in phase 2.  

 

1.5.6 Ethical Considerations 

 

The research was considered low risk as the online surveys only collected information 

regarding general issues and the representation of Australia as a food tourism destination. 

Nevertheless, careful consideration was given to minimise any potential harm (i.e. of a 

psychological nature) to research participants (Jennings, 2010). Efforts were made to 

gauge reliable outcomes in all stages of the research. For instance, in designing a survey 

to be used in two different social contexts, Australia and China, the study involved six 

bilingual tourism scholars who are native Chinese speakers to assess the accuracy of the 

translation from English to Chinese, grammatical correctness and sensitivity to cultural 

variation. This was critical, given that words, social values and food cultural norms have 

different meanings in these two societies. The primary purpose was to maintain the 

intended meaning of the questions, and match the semantic content and structure across 

languages in both the question and answer scales, to enable more accurate responses. 

 

At the phase of data collection for Study 3, although the researcher acknowledged that 

panel sampling through Qualtrics is not without biases in the Chinese tourist survey, using 

a panel service was an efficient way to get a relatively representative and sizable sample. 

Therefore, some important ethical considerations were taken into consideration to select 

a reliable panelist to collect survey data, and safeguard a fair participant selection. A 

preliminary evaluation of panelists was conducted related to sampling design, online 

sample process, total size of panel, and representativeness of sample across regions. In 

the end, Qualtrics was chosen due to its ability to meet the requirements. In China, 

Qualtrics has access over five million Chinese panelists and partners with panels such as 

AIP, Samplify, Federated and Research Now/SSI. Qualtrics also guaranteed that 

population characteristics were likely to be distributed according to the population 

proportion of each city.  

 

Before the commencement of data collection and analysis, research ethics approval was 

obtained from the Griffith University Ethical Committee (GU ref no: 2016/240). 

Participants were informed via a consent form and an information sheet of the research’s 
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nature, purpose and intended outcomes (Appendices 2 and 3). Participation is completely 

voluntary and the participants’ privacy and confidentiality were protected through the de-

identification of collected data before analysis and reporting.  

 

1.6 Significance of the Research  

 

This thesis fills a gap in the literature by developing a dual-perspective conceptual 

framework to measure food image use in destination branding, and identifying the gaps 

between projected image and perceived image. The study simultaneously examines the 

predictive power of food image components—cognitive and affective—on potential 

tourists in explaining their future behavioral intention. The model also integrates food 

image and food neophobia theories to contribute greater explanatory power to destination 

food image formation.  

 

Methodologically, this thesis presents new evidence of the appropriateness of a formative-

reflective structural modelling for understanding the relationship between food images 

and potential tourists’ intentions. In addition, the thesis contributes to the methodological 

literature by proposing and implementing a research design uses multi-method strategies 

to provide systematic evidence of diversity, using both quantitative and qualitative data 

to validate the measurement and structural models of destination food image (Hair et al., 

2017; Modell, 2009).   

 

Practically, the study investigates the effectiveness of food image attributes used in 

branding Australia as a food destination to suggest a more systematic approach to the 

selection of food and wine strategies. This understanding of food image is critical helping 

destinations to better articulate a branding strategy by developing positive images and 

messaging that resonate with a target tourism market.   

 

1.7 Content and Structure of the Thesis 

 

This thesis is a compilation of publications in scientific journals. It contains four main 

parts. Chapter one begins with a background to the problem and motivation for the study. 

It states its research aims, objectives and questions based on the chosen case study. 

Chapter two then outlines the theoretical dimensions of the research, and looks at how 

food and cuisine image in a destination are conceptualised. The third and fourth chapters 
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are concerned with the findings from two empirical research studies respectively. Finally, 

the last chapter discusses the findings and reaches a conclusion.  

 

Chapter 1 reviews the background to the research, the role of food and cuisine image in 

destination branding. It presents a synopsis of literature in destination image, and food 

tourism and brand image concepts, and highlights the importance of measuring projected 

and perceived images of food in destinations. The chapter also provides an overview of 

the underpinning conceptual framework to address knowledge gaps in existing food 

image conceptualization. Finally, it outlines the structure of the thesis.  

 

Chapter 2 reviews literature on destination image, and food tourism and brand image 

concepts, and identifies several research gaps. Destination food image concepts have been 

established but there are inconsistencies in food attributes used in image discussion and 

measurement between host and tourist perspectives. There is also insufficient evidence 

about the how tourist perception (cognitive food image) and feeling or emotional response 

(affective food image) impact on tourists’ decisions to visit a destination or desire to try 

the local cuisine. Collectively, there have been calls for research to develop a 

comprehensive destination food image model. A framework for measuring destination 

food image was constructed in Paper 1 as a result of this review.  

 

Chapter 3 presents findings of the first empirical study (Paper 2) and looks at destination 

food image from the perspectives of the national tourism board and industry stakeholders. 

It assesses the attributes derived from the literature and their applicability to food tourism 

in Australia. The chapter will detail and describe the study’s theoretical foundations, 

research design, method, and source of data. These together with results were reported 

and discussed in a published paper.         

 

Chapter 4 presents findings of the second empirical study (Paper 3) testing the 40 

attributes of cognitive image on potential Chinese tourists to Australia to understand how 

tourists perceive food and cuisine images of Australia and how they perception influences 

their visit intention. The paper details and describes the theoretical foundations, research 

design, method, and source of data for the study. Results are also reported and discussed.         

 

Chapter 5 answers research questions, reflecting on knowledge gained in the field of 

study, and drawing out research implications and future research directions. It presents 



30 

 

key results to take away from the research. While limitations of the study are outlined, 

more can be done in terms of developing strategies for building a leading brand image for 

the food, wine and tourism industries by suggesting avenues for further research.  

 

Figure 6 shows the structure of the thesis and the different phases of the study.  

 

 

Research project investigating destination food image 

 

Figure 6. Schematic Overview of the Content and Structure of the Thesis 

 

 

 

Chapter 1: Introduction 

Chapter 2: Literature Review 

 

 

 

Paper 1 

Food and cuisine image in destination branding: Toward a conceptual model 

Chapter 3: Findings from Host Perspective 
 

 

 

 

 

Paper 2 

A perception gap investigation into food and cuisine image attributes for destination 

branding from the host perspective: The case of Australia 

Chapter 5: Discussion and Conclusion 

Chapter 4: Findings from Tourist Perspective 
 

 

 

 

 

Paper 3 

Do food image and food neophobia affect tourist intention to visit a destination? 

The case of Australia 
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1.8 Summary of Chapter 1 

 

This chapter has maps the research ideas and sets the contextual information of the 

research case. It has highlighted the theoretical as well as practical gaps that paved the 

way for this study. It then delineates the methodology and research design, considered 

through a critical realist’s lens to capture the complexities of food image attributes used 

in promoting food tourism. The chapter concludes by highlighting the expected results 

and key contributions to academics and tourism practitioners, and presents the structure 

for how this thesis will unfold. 
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Article

Food and cuisine image in destination
branding: Toward a conceptual model

Mun Y Lai, Catheryn Khoo-Lattimore and Ying Wang
Griffith University, Australia

Abstract
This study addresses the conceptualization of food image and examines the role food and cuisine play in the
formation of destination brand image. By tracing the destination branding literature with a specific focus on
image and three components that influence food image formation, the authors map the current state of food
image research in tourism. They then provide a dual-perspective review of food image—one that is projected
and/or perceived by destination marketers and their food producers and suppliers, and the other a mental
representation as perceived by tourists. The evaluation aligns the various dimensions, underlying variables,
and indicators of food destination attractiveness as reflected in host–tourist perspectives. The paper offers a
comprehensive conceptual framework of food tourism branding and suggests a pathway for future empirical
research on destination image and branding.

Keywords
Food image, destination branding, food tourism, brand image formation, perceived and projected food image

Introduction

As a marketing strategy, branding involves a process of

drawing on and managing a product’s elements to

develop a positive image to attract and retain con-

sumers (Low and Fullerton, 1994). When applied to

tourism, branding refers to destination marketers’

competition for tourists by creating and maintaining

a consistent destination ‘‘identity’’ that is deemed dis-

tinctive and attractive (Fox, 2007; Morgan et al.,

2002). One of the most critical success factors for des-

tination branding is destination brand image (Ekinci,

2003; Hankinson, 2004; Tasci et al., 2007; Tasci and

Kozak, 2006), which is the perception of a brand

in terms of its qualities and associations, usually orga-

nized by the tourists in meaningful ways and held in

memory (Aaker, 1991; Cai, 2002; Keller, 1993).

Therefore, brand image directly reflects the strength

of a brand (Getz and Robinson, 2014) and contrib-

utes to forming the destination’s brand (Tasci and

Kozak, 2006).

Within tourism, food and cuisine have been concep-

tualized as one of the elements (along with nature,

cultural sites, shopping facilities, transportation,

accommodation, and entertainment) contributing

to destination brand image. Within food tourism stu-

dies, cuisine has been conceived more specifically as a

brand image for destinations. The distinction between

these two conceptualizations is significant, especially

when countries focus on building a favorable and

distinguishable food and cuisine image into their

branding strategy to attract tourists (Getz and

Robinson, 2014; Henderson, 2009; Lin et al., 2011).

In these cases, the brand image of food and cuisine

then becomes a selling point for the national tourism

boards (Okumus et al., 2007).

This study concerns the conceptualization of food

image and examines the role of food and cuisine image

in destination branding. In this respect, we first

explore the destination branding literature with a spe-

cific focus on image. Within this literature, we evaluate

three components of image—cognitive, affective, and

conative—from a dual perspective for their application

in food image formation and food tourism branding
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in general. The first perspective is that of the host,

either as projected by destination marketers or as per-

ceived by them, as well as food producers and other

suppliers of food and dining experiences. The second

perspective is that of tourists, in terms of the three

components of food image factors as mental represen-

tations. The ultimate objectives of this paper are to

identify an agenda for future research on destination

image and branding and to propose a comprehensive

and robust conceptual framework on food tourism

branding for empirical testing. The research questions,

underpinned by the objectives, are as follows: (1)

What is the current state of food destination image

research in tourism? and (2) What are the research

gaps concerning food image in destination branding?

We collected information from literature, mostly

from peer-reviewed journal article that retrieved from

a search of four electronic databases—ScienceDirect,

Scopus, Emerald, and Google Scholar—from 2000 to

2016. Initially, we used a range of relevant keywords

either in isolation or in combination: food tourism,

culinary tourism, gastronomic tourism, destination

branding, destination brand image, image formation,

food and cuisine image. This search returned 120 art-

icles. We followed the methods and steps suggested by

Pickering and Byrne (2014) for conducting a system-

atic review. The inclusion criteria used in accessing the

relevant research are as follows: (1) the publication

must be an original research paper and (2) it must

be within the scope of food destination branding

(country, region, or city), examining the use of local

food and cuisine in destination branding. We then

reviewed all qualified articles using narrative approach

to characterize the concepts of image (projected and

perceived image), and types of variable measured (cog-

nitive, affective, and conative components).

We gave particular attention to image and branding

concepts that include cognitive, affective, and conative

destination image attributes; tourists’ perceptions and

travel intentions; determinants of food image; food

tourists’ sociodemographics, involvement, and motiv-

ation level; tourists’ food experience- and preference-

based sensory and experiential dimensions; food

identity in destination; food tourism resources; brand-

ing of local food and food heritage; development and

marketing of food tourism; website marketing in food

tourism and its effect on identity and image; and the

role of stakeholders in food tourism branding.

In reviewing these articles, we divided the studies

into core and peripheral studies, grouping the periph-

eral articles into those that covered (1) the brand

image concept, (2) destination branding, or (3) food

tourism. In this study, the review is based on all of the

core articles comprising of studies that discussed food

image specifically within the tourism context. To be

eligible as a core document, the article must discuss

the key attributes of a destination’s food image, indi-

cate tourists’ perception of a food destination in terms

of quality gastronomic experiences, and describe the

hosts’ conception of food image with regard to their

experiences in marketing and utilizing the place as a

food destination. These criteria resulted in only 21

articles of food image in tourism destination studies.

However, this small number is not surprising given

that food image studies have been analyzed for their

application to destination branding only since 2000,

when interest in food tourism research began to flour-

ish (Cohen and Avieli, 2004; Hall and Mitchell, 2000;

Hall and Sharples, 2003; Hjalager and Richards, 2002;

Long, 2004). The following section presents the litera-

ture reviewed on food image studies, as underpinned

by the cognitive, affective, and conative image compo-

nents. In addition, several gaps in the literature are

noted with respect to the covered studies.

Brand image in food tourism

Since the 1970s, destinations have embraced the

notion of image as a reflection of their distinct percep-

tions and evaluation. An early work describing how

destination image is measured (Hunt, 1971) was

quickly followed by work on how destination image

is formed (Gunn, 1972). Image in the tourism litera-

ture has been accepted as ‘‘the sum of beliefs, ideas

and impressions that a person has of a destination’’

(Crompton, 1979: 18). In recent years, image has

been increasingly applied to food and cuisine as an

indicator of destination branding success. Berg and

Sevón (2014: 289) assert that ‘‘food and gastronomy

is directly and indirectly affecting the character of the

place and its brand-image.’’ Numerous studies have

also supported that ‘‘tourists travel to those destin-

ations that have established a reputation as a place to

experiment with quality local products’’ (World

Tourism Organization, 2012: 8).

In an attempt to directly enhance the competitive-

ness of a destination, many countries focus on building

a favorable and distinguishable food and cuisine image

and making it attractive for tourists (Henderson, 2009;

Lin et al., 2011). For example, the Global Hansik ini-

tiative was an exceedingly successful food campaign to

popularize Korean food by promoting its gastronomic

values in the form of the health benefits and unique-

ness of Korean cuisine (MIFAFF, 2008, as cited in

Williams, Williams Jr., & Omar, 2014). This campaign

made Korean food itself the ‘‘destination’’ and invited

international tourists to share its rich gastronomic cul-

ture and some of its iconic dishes, namely kimchi,

bibimbap, and bulgogi. Hong Kong is another exam-

ple of a highly esteemed gastronomy destination and is
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regarded as a food paradise for providing tourists the

opportunity to indulge in its wide variety of inter-

national and authentic cuisines (Okumus et al.,

2007). Taiwan is reputed to be the home of the best

street food markets in the world (Lin, 2006).

Countries such as France, Italy, Mexico, and Japan

all strive to legitimize their traditional cuisine and

food culture under the UNESCO intangible cultural

heritage in order to gain a food and cuisine image that

will influence tourists’ decision making (Cuccia et al.,

2016; GoUNESCO, 2014; Pearson and Pearson,

2016).

For three decades, from the 1980s to early 2000s,

image has been applied to various tangible and intan-

gible elements of a place that represent the destination,

such as accommodation, transport, safety, and tour

services (Gallarza et al., 2002). These elements are

usually collectively investigated, with food and cuisine

as a complementary attraction. For instance, in their

study to identify factors forming the postvisit image of

a destination, Beerli and Martı́n (2004) treated food as

one of the 24 determinants of brand image. Food was

characterized as a cultural element, while the con-

sumption of food was objectified as a functional tour-

ism factor. Similarly, when Pike and Ryan (2004)

investigated the image of Auckland in New Zealand,

only one of the 20 attributes (i.e. good cafes/restaur-

ants) was somewhat linked to food. While these stu-

dies were useful in advancing knowledge regarding

image formation, the studies’ unidimensional treat-

ment of food limits our understanding of food as

image in destination branding (Berg and Sevón,

2014; Tsai and Wang, 2016).

Given the parsimonious measurement of food in

these studies, the many other dimensions of food

that are potential antecedents of brand image were

not uncovered or tested. In addition, these studies

dealt with one, two, or all three of the components

of image that underlie theories of image formation.

The three components are generally labeled cognitive,

affective, and conative. In the following section, we

critically review the literature on food image studies,

as underpinned by the three components. The aim is

to establish the current state of food image research

and identify research gaps concerning food image in

destination branding to direct future research.

Cognitive image of food in destinations

The cognitive component consists of functional and

utilitarian attributes of brand image that comprise tan-

gible and intangible elements of food and cuisine that

represent the destination. The food product, raw or

cooked, is a physical item that can be perceived

through touch, sight, smell, and taste, while the

foodways or food-related culture, tradition, heritage,

and history are examples of intangible elements of

food. Cognitive image also refers to a person’s know-

ledge, intellect, belief, and perceptions about a prod-

uct or a place (Baloglu and McCleary, 1999;

Crompton, 1979; Gallarza et al., 2002; Gartner,

1993; O’Shaughnessy, 1992; Pike and Ryan, 2004).

Table 1 summarizes the functional attributes of food

image in tourism studies since 2000. The non-shaded

rows denote studies examining tourists’ perceived

image (i.e. tourist cognitive image). The rows shaded

in gray represent studies of the image of the destin-

ations as perceived or projected by food producers,

suppliers, or destination marketers (i.e. host cognitive

image). In this article, the list of cognitive attributes is

developed based on studies of both tourist and host

perceptions. The same attributes may be termed

slightly differently in the studies. It was necessary to

make a qualitative judgment of the nature of the attri-

butes in identifying the attributes. This step of the

review identified 40 attributes. It is worth noting that

the majority of the researchers relied on the use of a

piecemeal (or attribute-based) approach, whereby the

list of attributes adopted varied from one study to

another. There was also no consensus as to how attri-

butes can be categorized into broader dimensions.

In this study, cognitive image attributes are categor-

ized under six distinct dimensions based on a careful

analysis of the nature of the attributes, as well as the

commonalities and differences between attributes.

These six dimensions reflect the defining characteris-

tics of a food destination identity and represent the

most appealing aspects of food in a place, which are

(1) place and geographic environment, (2) food and

cuisine culture, (3) food and people, (4) food quality,

(5) dining places/restaurants, and (6) food activities.

At the most basic level, food image is determined by

place and geographic environment, i.e. its natural and

clean environment for food production, farming and

fishing practices in producing quality products, prov-

enance, and food production according to the seasons

(Lin et al., 2011). In addition, the image of food and

cuisine also articulates the concept of culture, which

relates to how food is prepared and consumed, along

with custom, history, heritage, religion, ethnicity, local

culture, and the range of authentic and trendy culinary

experiences (Chang et al., 2011). From the aspect of

society, food provides an important connection to

people as a defining attribute of a society, social

status, certain lifestyle, and also how people shape

the food environment and culture (Frochot, 2003;

Lin, 2009).

Food image also comprises aspects of food quality

such as safety, labeling, health, taste, price, and

organic properties (Seo and Yun, 2015). Factors
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ñ
iz

a
re

s

a
n

d
C

a
st

il
lo

-

C
a

n
a

le
jo

(2
0

1
5

)

S
p

a
n

is
h

a
n

d

S
lo

ve
n

e
s

ci
ty

’s
fo

o
d

ˇ
ˇ

ˇ
ˇ

ˇ
ˇ

ˇ

P
e

št
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specifically related to food places, such as ambiance,

menu, menu variety, accessibility, and service staff,

strongly influence food image, and food activity offer-

ings such as gourmet food tours, cooking classes, and

food festivals in a destination contribute to the food

image of those destinations (Karim and Chi, 2010).

Given that these studies examine food image in a

destination, it is not surprising that all studies identi-

fied for this review clearly indicated the type of food

under investigation in terms of cities, regions, and

nations, and these characteristics set the context for

their studies. However, the treatment of the context

in which food images were studied differed between

tourist and host cognitive image studies. For one,

while researchers were interested in tourists’ percep-

tion of a nation’s food, investigators who examined

host cognitive image tended to explore this ‘‘type’’ of

food in further detail. For example, Frochot (2003)

wanted to establish whether destination marketers

saw French food as a social marker, communication

point, and source of status. The second distinction in

the treatment of the food context lies in the geograph-

ical boundary. In tourist image studies, these bound-

aries tended to be more general than in host image

studies. Specifically, tourist image studies are usually

focused on the representation of a country’s food

image, such as Seo and Yun (2015) examining the

Korean food image and Lertputtarak (2012) investi-

gating the Thai food image, from the international

tourist perception perspective. However, the host

image studies tended to be more geographic area

focused and are generally associated with the image

of food of a specific region, city, or rural area, from

the food providers/ stakeholders perception perspec-

tive. For instance, Che (2006) investigated

Michigan’s food image at the state level in the US,

and many of the other host image researchers studied

the image of food from a specific region within a coun-

try. The geographical boundary is important because it

has implications for destination planning and policy

making. There is often economic, cultural, and polit-

ical unity within the boundary. The general focus of

studies of tourists overlooks the distinct local identities

that are unique to region and city.

With respect to the dimension of place and geo-

graphic environment, scholars investigating host image

clearly consider the factors more significant. These

researchers established that farmers, food producers,

and café and restaurant owners viewed local food as

situated in the unique geographic environment and

traditional landscape, embracing food and cuisine cul-

ture as a tradition and food and people in a confined

territory and society (Che, 2006; Frochot, 2003; Lin

et al., 2011; Sims, 2009; Tellström et al., 2006). As a

concept in these studies, food encompasses sharedT
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values, history, culture, and traditions that relate to the

farming methods and traditional cooking with the use

of local ingredients by the local people. Some of the

most represented geographical image factors are geog-

raphy/terroir and provenance/origin of food (Che,

2006; Frochot, 2003; Harrington and Ottenbacher,

2010; Smith and Xiao, 2008). Terroir and provenance

are more than natural environment factors based

on the climate, typology, and soil, as they also reflect

culture and human/society know-how and skills in

growing, producing, and transforming that food into

a cuisine (Lee et al., 2015). While the geographic

dimension measured the uniqueness of the food

and the destination from the host perspective, this

dimension was not incorporated in the same scale

when measuring tourists’ perception of food image.

Within the second dimension—food and cuisine cul-

ture—a majority of the cognitive image attributes are

emphasized more by researchers working on tourist

image than those on host image. Some of the more

commonly researched factors include the esthetic

appeal of food, local food culture, local dishes/cuisine,

food uniqueness, cooking methods, food authenticity/

exotic, variety, well-known food, and food heritage.

Within these factors, a few recent studies have

employed additional attributes to measure tourists’

perceived image of local food, such as homemade

food, different style of eating (Björk and Kauppinen-

Räisänen, 2016), and local food productions (Björk

and Kauppinen-Räisänen, 2016; Karim and Chi,

2010; Lertputtarak, 2012). These inclusions reflected

in recent trends of slow food tourism and the focus on

the relationship between good food and its producers

and environments (Fullagar et al., 2012). Surprisingly

to some, culturally defined attributes, such as ‘‘diver-

sity culture,’’ ‘‘religious,’’ and ‘‘food attractiveness’’ are

underinvestigated. These, however, are the most desir-

able indicator attributes of food acceptance and rejec-

tion among tourists from different cultural groups

(Chang, 2014; Long, 2004; Mak et al., 2012). This

raises the question of why such important attributes

remain underresearched after years of development

of food tourism globally. Are these culturally defined

attributes relevant only to particular types of food

tourism and market segments? This question points

to an interesting direction for future research.

Noteworthy in this dimension are the terms used to

describe the factors. Local cuisine (Peštek and

Cinjarevic, 2014; Sanchez-Cañizares and Castillo-

Canalejo, 2015), local and culinary cuisine (Lin,

2009), food/cuisine (Karim and Chi, 2010), and gas-

tronomy (Kivela and Crotts, 2006) all actually refer to

local food. More critical, however, is the inconsistent

treatment of such factors in food image studies. For

example, local food was investigated in depth with

a combination of multiple variables (Chang et al.,

2011; Karim and Chi, 2010; Lertputtarak, 2012) but

only tested as a single variable in a study on two cities’

traditional food (Sanchez-Cañizares and Castillo-

Canalejo, 2015). Therefore, consensus is lacking on

the categorization of these attributes that define food

image, which has directly contributed to the piecemeal

knowledge of the cognitive dimension of food image in

destinations.

In the third dimension within the cognitive compo-

nent—food and people—the four attributes point to

food possessing a number of inherent characteristics

that are connected to the lifestyle of a region’s people

and its cultural identity (Karim and Chi, 2010). For

instance, the image of France has been associated with

gourmet food and wine (Frochot, 2003) and the

French people’s tradition and living practice of the

art of good eating and drinking. Hence the idea of ‘‘a

gastronomic meal of the French’’ draws people to

enjoy a good meal and strengthens social ties

(UNESCO, 2010). Arguably these factors could be

treated as affective values, but these studies have

found tourism providers to evaluate their food image

as a cognitive set of beliefs, knowledge, and food attri-

butes that express local characters (Baloglu and

McCleary, 1999; Lin et al., 2011; World Tourism

Organization, 2012). This dimension has also been

largely overlooked by researchers investigating tourists’

perceived food image.

Other popular food attributes that have been inves-

tigated as contributing to destination image are con-

cerned with functional tourist benefits and values as

indicators of quality. Several attributes of food quality

relate to the sensory quality/taste (Jang et al., 2009;

Karim and Chi, 2010; Peštek and Cinjarevic, 2014;

Sanchez-Cañizares and Castillo-Canalejo, 2015; Seo

and Yun, 2015), safety/hygiene (Jang et al., 2009;

Peštek and Cinjarevic, 2014; Seo and Yun, 2015),

price/value for money (Jang et al., 2009; Karim and

Chi, 2010; Lertputtarak, 2012; Peštek and Cinjarevic,

2014; Sanchez-Cañizares and Castillo-Canalejo, 2015;

Sims, 2009), health and nutrition (Björk and

Kauppinen-Räisänen, 2016; Kim et al., 2012;

Lertputtarak, 2012; Peštek and Cinjarevic, 2014; Seo

and Yun, 2015; Sims, 2009), and the ‘‘easily digest-

ible’’ food property, particularly with respect to Asian

food (Jang et al., 2009; Seo and Yun, 2015). While all

of these attributes are rational assumptions for tourist

choice, not all researchers have consistently included

all benefits and attributes in one study. Even the most

comprehensive study excluded the attribute of price/

value (Seo and Yun, 2015).

Another dimension of factors this review identified

is local dining places/restaurants, where local culinary

culture and foods are most likely consumed.

6 Tourism and Hospitality Research 0(0)
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While studies have recognized that the dining environ-

ment and atmosphere in which food is consumed

influence tourists’ food image (Björk and

Kauppinen-Räisänen, 2016; Chang et al., 2011;

Karim and Chi, 2010; Lertputtarak, 2012), other

attributes related to restaurant dining, such as the

availability of an English menu, convenience of

access, variety of dining options, good service, and

friendly staff, also contribute to a positive image

(Karim and Chi, 2010; Lertputtarak, 2012). These

factors have also been investigated from a host per-

spective, looking at, to what extent do various dining

places support and promote local food. These dining

places represent a diversity of food experiences and

tourist attractions, including from street markets,

farmer markets, and a variety of restaurants that

serve gourmet restaurant meals, local casual dining

that serve regional cuisine, to fast food restaurants

that serve a quick meal (Frochot, 2003; Lin et al.,

2011). Lin et al.’s research touched upon the issue of

dining places in studying the projected image of

Taiwan as a food destination. The authors revealed

that the night market place has been heavily promoted

as a major attraction in the projected image that is well

known to international tourists. Nevertheless, the

night market’s popularity has overshadowed the pro-

motion of Taiwan’s local restaurants that serve authen-

tic local food. This leads to little being known about

what Taiwanese cuisine is and blurs the identity of

Taiwanese food (Lin et al., 2011). Noteworthy in

this case is that branding a food destination requires

a considerable negotiation among key stakeholders

(e.g. national, state, and regional tourism organiza-

tions and industry food providers) to first, craft a

place’s identity which emphasizes the uniqueness of a

local food, and second, to project an image that rep-

resents the authentic food identity of the place.

The final and least investigated dimension com-

prises factors related to food activities. Although

research on food festivals is gaining momentum

(Blichfeldt and Halkier, 2013; Horng et al., 2013;

Hu et al., 2013; Kim, 2015; Kim et al., 2010, 2014;

Lee and Arcodia, 2011; Wu et al., 2013), festivals have

not been directly studied for their role in food image

formation. Attributes such as food tours and cooking

classes were tested on tourists to Finland (Björk and

Kauppinen-Räisänen, 2016), France, Italy, and

Thailand (Karim and Chi, 2010), while the cultural

diversity aspect of food was investigated for its import-

ance to the image of a multicultural country like

Australia (Chang et al., 2011). Only a few studies

have examined the options for local dining places

such as farmers’ markets, shopping for and buying

local fresh food (Karim and Chi, 2010), and popular

street food in Taiwan (Tsai and Wang, 2016), and the

attributes used in measurement of tourists’ perceived

image were not necessarily identified in marketed and

projected image studies. These attributes can be intro-

duced into testing instruments as a result of presumed

importance and/or relevance to the destinations.

Although the decision to do so depends largely on

the purpose and nature of the study, the availability

of this list is to facilitate convenient methodological

considerations.

In Table 1, the attributes were compiled across vari-

ous studies in destination food image. Lin et al.’s

(2011) study used the most comprehensive list of attri-

butes, who suggested a range of measurable attributes

that can be classified as either physical or utilitarian.

The authors referred to these attributes as a framework

of an identity of food in relation to a destination. Although

useful, these attributes were studied only from the

viewpoint of the hosts, and therefore have not been

tested or explored as a comprehensive whole from

the tourist’s perspective. It is thus imperative to align

the image formation factors between tourism providers

and tourists.

Affective image of food in destinations

Affective image engages a person’s feelings, emotions,

and evaluation (O’Shaughnessy, 1992). Affective

image may comprise motivational factors that influ-

ence destination choice (Gartner, 1993) or may con-

sist of beliefs and attitudes regarding the target

destination (Baloglu and McCleary, 1999). Affective

image generally comprises symbolic and experiential

values (Keller, 1993). Symbolic values refer to the

benefits tourists derive from the socializing functions

of food (Brown et al., 2010), while experiential values

relate to the feelings associated with food consumption

and are often linked to cognitive attributes. Previous

studies have suggested that affective image is one of

the most influential constructs in food image evalu-

ation (Peštek and Cinjarevic, 2014). Without ques-

tion, food tourists are motivated to seek sensory and

quality pleasure through food experience when they

travel (Boniface, 2003). However, even in the most

comprehensive lists of Lin et al. (2011), affective

image factors have not been studied to the same

extent as cognitive image factors. This review identi-

fied only two studies with an explicit interest in affect-

ive images of food, i.e. Peštek and Cinjarevic (2014)

and Seo and Yun (2015). Seo and Yun (2015) found

that tourists are more likely to associate positive food

experiences of a place with feelings of fulfillment,

pleasure, or enjoyment. However, both of these studies

evaluated the experiential aspects of affective image

factors but neglected the symbolic value of food.

A better understanding of both experiential and
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symbolic benefits as perceived by tourists, as well as

those perceived and projected by hosts, can ‘‘lead to a

differential effect on downstream constructs such as

preferences, purchase intentions or choice’’ (Orth

and De Marchi, 2007: 220).

Published studies of affective food image in destin-

ation branding are generally lacking, and this dearth is

even more pronounced in host image studies. The

scarcity is not surprising since it occurs in other tour-

ism subfields such as events and sports (Kaplanidou,

2006). What is intriguing, however, is the conceptual-

ization of the image factors, as scholars have largely

treated affective values as cognitive attributes. To illus-

trate, some of the most popular experiences tourists

sought were considered in a utilitarian manner and

therefore measured as cognitive attributes of local

food. These were labeled as ‘‘enjoy regional cuisine

in a local restaurant,’’ ‘‘acquire authenticity,’’ ‘‘acquire

sensory experiences,’’ ‘‘try authentic and exotic cuis-

ine,’’ and ‘‘access to attractive and unusual dining

experience’’ (Karim and Chi, 2010; Kivela and

Crotts, 2006; Lertputtarak, 2012; Lin, 2006).

Likewise, in a recent study on the Chinese perception

of Korean food (Kim et al., 2012), familiarity was

studied as one of the cognitive food attributes. While

familiarity is a useful cognitive attribute, it can have

different implications when treated as an affective

value. Investigation of familiarity as a value from

the affective component revealed that Chinese are

attracted by the culinary traditions of Korea because

they are familiar with Asian cuisine and feel an imme-

diate affinity between their own identity and Korean

food. An affective factor evoking this response can be

understood as a reflection of specific values under the

symbolic meaning of food that relates to tourists’

ethnic culture, history, lifestyle, and customs (Seo

and Yun, 2015), providing a deeper understanding of

food image in destination branding.

Conative image of food in destinations

The conative component is also considered a behav-

ioral component in interpreting how attitude influ-

ences the way a person acts (Gartner, 1993;

O’Shaughnessy, 1992) and evolves from the cognitive

and affective image factors (Chen and Phou, 2013).

Current research on conative image is best character-

ized as a reflection of tourists’ perceived destination

food image, perceived quality of food after a consump-

tion experience, and tourist satisfaction that can trans-

fer from postattitude to postintention as an antecedent

and consequence of satisfaction (Oliver, 1980).

Almost all of the studies reviewed examined the

dimension of conative behavior. These studies typic-

ally evaluated conative dimensions in terms of tourists’

behavioral intention to (re)visit a food destination

(Karim and Chi, 2010; Kim et al., 2012;

Lertputtarak, 2012) but also tourists’ satisfaction

with food experiences (Kivela and Crotts, 2006;

Peštek and Cinjarevic, 2014; Sanchez-Cañizares and

Castillo-Canalejo, 2015; Sims, 2009) and perception

of the quality of culinary experiences (Björk and

Kauppinen-Räisänen, 2016; Kivela and Crotts,

2006). Items used to evaluate intention to revisit

include ‘‘I am willing to visit/revisit the destination,’’

while items used to measure tourists’ overall satisfac-

tion with food experience include statements such as

‘‘Eating local food has contributed to the overall satis-

faction of my visit’’; ‘‘Overall the food and dining

experience exceeded my expectation’’; ‘‘I have really

enjoyed myself in eating local food/dishes’’; and

‘‘Satisfaction with food experience.’’ In the study of

Kivela and Crotts (2006), items used in measuring

the quality of culinary experiences in Hong Kong

include ‘‘Overall, how would you rate the food that

you have eaten in Hong Kong restaurants?’’ and

‘‘Overall, how satisfied were you with the quality of

food in Hong Kong?’’

In terms of the effects of cognitive and affective

image components on different types of conative

behavior, no significant relationship was found

between local cuisine attributes and tourist satisfac-

tion, although Peštek and Cinjarevic (2014) argue

that with respect to Bosnian local cuisine, high quality

and value for money are the most significant factors in

tourists’ satisfaction. However, Kim et al. (2012)

found that Korean culinary heritage, authentic

dishes, and dining places with a traditional atmosphere

are more important to satisfaction than value for

money. In contrast, Kivela and Crotts (2006) and

Lertputtarak (2012) found that foreign tourists to

Hong Kong emphasize cultural experience more than

local food attributes. For example, tourists particularly

enjoy activities such as visiting local dining places situ-

ated in the small streets and alleys, watching the chef

presenting the art of making dim sum in an open kit-

chen restaurant, and learning how to cook local dishes,

and these activities influence the overall perception as

well as the satisfaction rating. Only two studies inves-

tigated the relationship between tourists’ satisfaction

with food and their intention to visit/revisit (Kivela

and Crotts, 2006; Peštek and Cinjarevic, 2014).

These studies showed that tourist satisfaction varies

across destinations and its measurement is the main

challenge facing destination marketers. Nevertheless,

the results of these studies confirmed empirically that

cognitive image is a significant antecedent of the food

destination image, and positively links to conative

image, i.e. intention to visit/revisit, and tourist satisfac-

tion. Furthermore, Peštek and Cinjarevic (2014) and
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Seo and Yun (2015) asserted that the cognitive image

is positively linked to the evaluation of affective image

of destination food image, which helps shape tourist

overall perception and preference toward a particular

destination.

An important observation is that all of the studies

reviewed measured tourists’ conative food image and

not hosts’ image. This emphasis is justified, since host

destinations test tourists’ satisfaction, loyalty, and revi-

sit intentions to support destination positioning strate-

gies and to foster the positive brand image of local food

(Lin et al., 2011; Sims, 2009). This finding also

means, however, that conative behavior is almost

always empirically investigated on actual food image

after the tourists have experienced the destination’s

food (Lertputtarak, 2012; Peštek and Cinjarevic,

2014; Seo and Yun, 2015), and very little is known

about nonvisitors’ food image of a destination.

Discussions and future directions

Thus far, we have mapped food image studies in des-

tination branding underpinned by the cognitive, affect-

ive, and conative image components and analyzed

these components for their discrepancies between

tourist and host images.

The review found that recently, destination brand-

ing researchers have begun to investigate food and

cuisine image as a discrete element independent of

other image attributes. The tourism literature investi-

gates food image from two prominent angles. The first

perspective is the food image projected by destination

marketers, tourism providers in and through advertise-

ments, and media and information sources (e.g.

Blichfeldt and Halkier, 2013; Che, 2006; Frochot,

2003; Lee and Arcodia, 2011; Lin, 2009; Lin et al.,

2011; Sims, 2009; Smith and Xiao, 2008; Tellström

et al., 2006). The second point of view is the food

image perceived by tourists, which reflects their opin-

ion and aspirations for the destination (e.g. Björk and

Kauppinen-Räisänen, 2016; Chang et al., 2011; Jang

et al., 2009; Karim and Chi, 2010; Kim et al., 2012;

Kivela and Crotts, 2006; Lertputtarak, 2012; Peštek

and Cinjarevic, 2014; Sanchez-Cañizares and Castillo-

Canalejo, 2015; Seo and Yun, 2015; Tsai and Wang,

2016). Rather than focusing on one perspective or the

other, this review adopted a binary approach and crit-

ically reviews published studies from both schools of

thought, those that focus on host image as well as

those that investigate tourists’ perceived image.

The review identified a total of 40 cognitive food

image attributes, which have been organized into six

key dimensions reflecting that food is intrinsic to its

place/geographic environment, food and cuisine cul-

ture, food and people (Henderson, 2014; Omar

et al., 2015; Rand et al., 2003), food quality, dining

places/restaurants, and activities related to food tour-

ism offerings. Some of these attributes could have been

categorized and measured under the affective compo-

nent, but the analysis of the literature showed that they

were predominantly discussed and measured as utili-

tarian attributes. Therefore, future scholars might

want to consider conceptualizing some of these cogni-

tive images attributes as affective values, particularly

those that relate to people and culture. Further,

although cognitive image studies from the host per-

spective presented some more comprehensive frame-

works (Lin et al, 2011; Smith and Xiao, 2008), this

presentation is limited by the neglect of attributes from

the tourist point of view. It is important that host food

image attributes be incorporated into studies on tour-

ists’ food perception to ascertain whether tourists con-

sider the same attributes attractive. Cohen and Avieli

(2004) cautioned that food cultural differences and the

affective image of food have to be taken into account

when branding food tourism, especially in cases where

the targeted food is foreign or unknown to the visitors.

An example is the case of Singapore, where tourists’

negative impression of street food’s hygienic condi-

tions (food anxiety) presented a threat to the

Singapore government’s promotion of the country’s

street food culture. Realizing this impediment, the

government relocated the street vendors to newly

built hawker centers to change the metaphor of

hawker food (Henderson, 2014). This creative idea

has raised visitors’ expectations, turning the negative

image attribute into a positive one and projecting a

fresh brand image of Singapore’s street food.

The literature suggests that the food image of a des-

tination was once investigated as one of the several con-

structs of destination branding, as a component that

adds value to the overall destination image. However,

current research in destination branding focuses more

explicitly on food image, and shows a potentially strong

relationship of the food image to the overall destination

image, especially for tourists who intentionally travel to

a given destination because of its food image, and are

seeking food experiences while travelling (Boniface,

2003; Hall and Gössling, 2016; Hall and Sharples,

2008). Noting that there is a spectrum of food tourists

(with special to general interest) is important, and by

definition, a special interest food tourist (a true foodie)

has food as his/her primary motivation for visiting a

destination (Getz et al., 2014; Hall and Sharples,

2003). Therefore, future studies need to differentiate

between special interest food tourists and general inter-

est tourists who also consume food and cuisine but

more incidentally.

Within the review conducted by this study on des-

tination food image, many studies suggested that local
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food and cuisine should be treated as an idiosyncratic

cultural identity of a specific destination (Lin, 2006).

For example, the idiosyncrasy of the Korean food

culture image is linked to health benefits, long cook-

ing, and the eating custom in a family style, and these

characteristics appeal to the tourists as the most

attractive Korean food tradition (Kim et al., 2012).

Similarly, the image of Thai food culture is associated

with spiciness and the exotic that is well known to

tourists. Future studies need to first investigate the

food culture and identity as narrated, created, and pro-

jected by the host destination, and also investigate the

perceived image and awareness of destination food

culture amongst tourists, considering the ideas of

local food from the perspectives of both the host and

tourists.

The literature on affective food image for the pur-

pose of destination branding has recognized a smaller

range of experiential and symbolic values of food. A

recent study presented the view that experiential and

symbolic value are positively related to food travelers’

motivation and satisfaction (Andersson et al., 2016),

but studies of affective image remain scarce. Analysis

of work published on the affective food image compo-

nent revealed an either/or approach, in that researchers

examine the symbolic or experiential values only as

separate sets rather than together as an affective com-

ponent (Karim and Chi, 2010; Kivela and Crotts,

2006; Lertputtarak, 2012). This either/or approach is

also apparent in studies of the cognitive component in

isolation from the affective component and vice versa.

The tourism literature has established that the meas-

urement of cognitive image attributes alone is insuffi-

cient to describe image (Baloglu and McCleary, 1999;

Beerli and Martı́n, 2004; Dichter, 1992; Seo and Yun,

2015), and the same can be argued for food image.

Affective dimensions, particularly the symbolic value

of food require further development to establish a

broader concept of the meaning of food and eating

(Yang et al., 2013). Overall, discussions revealed the

need for a robust framework that incorporates the rela-

tionship between affective factors and the cognitive

and conative components of food image in destination

branding.

Construction of Table 1 revealed a gap between

tourist and host food images in destination branding

in all three image components. For example, the terroir

and quality label are prominent cognitive attributes in

host image studies, but few customer-oriented studies

have tested these attributes. Similarly, salient affective

image factors such as familiarity were investigated

from a tourist perspective but not empirically tested

for application by hosts in their destination branding

activities. At the conative level, conation was particu-

larly measured to identify tourists’ likelihood

of (re)visiting a food destination but was not relevant

for host-country destination image studies.

The discussions above reveal that current food

destination branding research faces a number of chal-

lenges to positioning the abstract notions of food

image in two domains: (a) projected/perceived host

image and perceived tourist image of a destination,

and more specifically, (b) the link between food des-

tination branding and tourists’ behavior in their travel

decisions. Knowledge as to whether perceived image is

congruent with marketed/projected brand image is still

limited.

The discrepancies highlighted above point to a need

for a comprehensive perspective of food image factors

that incorporate both the image as perceived by tour-

ists and the image as perceived by food producers and

suppliers and projected by destination marketers of

host destinations. A comprehensive perspective

would ensure that any food destination branding

effort by tourism providers is aligned with potential

and future tourists’ brand image, awareness, and real

experiences (Germov and Williams, 2004) so as

to increase the effectiveness of food promotion in

destination branding campaigns. In addressing the

greatest gap revealed by the literature review, this

paper proposes a comprehensive framework for

future investigations into food and cuisine image stu-

dies, as illustrated in Figure 1.

This new framework adds to existing literature on

cognitive food image attributes and affective food

image values in tourists’ corresponding conation

or behavioral attitudes in destination branding.

As Figure 1 shows, incorporating the three dimensions

offers scholars and practitioners an integrated research

framework of food image that addresses the incon-

gruencies that could exist between how food and cuis-

ine as a destination attraction is perceived and/or

projected by the host destination and how tourists

perceive it. The framework illustrates the interrelation-

ships between two images involved in branding: pro-

jected image (food image projected by the host

destination) and perceived image (food image per-

ceived by tourists) in a food destination. First, the

model shows that image is formed resulting from the

interaction between cognitive and affective attributes.

More importantly, the cognitive attributes of food (e.g.

food and cuisine culture, food quality, dining places/

restaurants) can directly impact on the affective images

(associated feeling of pleasure) toward the destination,

which directly influences conative image and visits

intention. Second, the framework attempts to investi-

gate the incongruences that exist between projected

image (e.g. food image projected by the host through

the use of promotional video, brochure, tourism web-

site) and perceived images (food image positively
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or negatively perceived in the minds of tourists). This

review is critical because the destination will build a

positive destination image; however, tourist percep-

tions may differ. Therefore, there would be congru-

ence (represented by the areas of overlap between

the circles) and differences (outside the overlap

boundary) between the two images. The image fit

between the two, and the degree of this fit would

reveal the success of the destination marketing activ-

ities, and in turn, influence various aspects of food

destinations, such as tourist food experiences, satisfac-

tion, and travel intentions toward a food destination.

When applied in management, findings based on this

framework can guide future destination marketing

activities by eliminating any disparity in brand image

perception between host and potential tourists. For a

food destination to benefit from its promotional and

branding exercise, the destination marketers can

develop a matrix based on Table 1 and affective

image attributes identified in this study. Such an exer-

cise will assist to identify and meet consumers’ expect-

ations satisfactorily to a larger extent.

A further interesting future direction is examination

of the differences between tourists who have visited a

destination and experienced its food and those who

have never visited the place. Most food image studies

have measured actual food image through surveys con-

ducted on tourists who have already experienced the

destination’s food (Ling et al., 2010), and no attempt

has been made to understand the perceptions of

potential food tourists who have no eating experience

in the destination. However, their notion of image

is vital, as they might hold a positive or negative

image of the destination’s food, or no image at all,

any of which will affect their decision to visit the des-

tination. In fact, as the previsit or anticipation phase is

the most important stage in tourism marketing promo-

tion (Knetsch and Clawson, 1966), it is critical to

understand not only where nonvisitors’ images are

being accumulated but what/who is influencing these

images. Avraham and Ketter (2008) highlighted the

importance of understanding the place’s image for a

specific target audience to gain a better position in

crafting a specific message to the intended audience.

Knowing the brand image potential tourists hold will

help the nation to better strategize and move tourists

from aspiration to consideration and purchase.

Conclusion

Guided by research aims to map the current state of

food image research in tourism and identify research

gaps concerning food image in destination branding,

this paper has identified future steps for scholars

developing theories on food image in destination mar-

keting. The review resulted in the development of a

conceptual framework that depicts the cognitive,

affective, and conative components of images and

their effects on host and tourist images.

We have argued for the need for research that inte-

grates destination marketers’ and tourists’ perspectives

of food and cuisine image in destinations, with the

necessary adjustments according to food features and

key personality of food in a place. Our proposed

1. Place/geographic environment 
2. Food and cuisine culture 
3. Food and people 
4. Food quality 
5. Dining places/restaurants 
6. Food activities 

Cognitive Image 

1. Symbolic value 
2. Experiential value 

Affective Image 

BRAND IMAGE 

Perceived Image
Food image 
perceived by 
tourists 

Projected Image
Food image 
projected by the 
host destination

Conative Image 
Intention to visit/revisit, and 
satisfaction. 

Position / Repositioning 
Building positive image of a 
food destination 

Figure 1. Framework for measuring food destination image.
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framework can be used in future studies focusing on

the congruency between host and tourist images,

indicating whether the images are congruent or incon-

gruent with objectively defined attributes of the

desired food image of a place.

This assessment of destination image is important in

branding studies for destination marketers to identify,

conserve, and strengthen a destination’s unique iden-

tity through matching product offerings with tourists’

perceived attractiveness of local food and experiences.

Tourism marketing needs to meet the aspirations of the

host community as one of the ultimate goals of sustain-

able tourism. To preserve the culture and sustain tour-

ism growth, stakeholders should understand each

other’s perspectives. It is not uncommon for the tourists

and host to have different perceptions of food image.

Despite the differences in their value creation, food

image needs a set of precise dimensions to provide a

platform for measurement to inform research and

industry practice. This understanding is critical to a

host country and provides the basis for understanding

if the product offerings match what is being valued and

perceived as attractive by the target tourists. More

research needs to be conducted to understand the

behavior of potential tourists associated with the des-

tination food image. Results can present a significant

opportunity for food tourism in a destination.

The results of food image studies based on the pro-

posed framework can provide valuable insights to des-

tination marketers and tourism providers to better

position and align a destination’s projected food

image with its perceived image. A more important

outcome is the suggestion of effective strategies for

marketing and positioning food as an appealing gastro-

nomic image to target markets. A strong example of

how target marketing might work is Tourism Australia,

whose recent research identified a significant percep-

tion gap with respect to the quality of food and wine

across markets. Visitors who had traveled to Australia

ranked it second for its high-quality food and wine

experience, only after the culinary giant France and

ahead of countries like Italy, Japan, and Spain.

However, people who had not previously visited

Australia ranked Australia in sixth place (Australia

Tourism, 2015). The proposed framework that inte-

grates host image with tourists’ image might support

destinations like Australia in taking the necessary steps

to better manage and promote a place’s food image in

order to position itself as a globally recognized food

and wine tourism destination.
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A B S T R A C T

This paper reports findings from a study into food images and the relationship with the overall perceptions of a
destination. In doing so it also examines the degree to which congruence exists between the promotional images
created by Tourism Australia and those images held by 18 major industry stakeholders. The measures are based
on 40 attributes of food imagery clustered into 6 dimensions. Data derived from informants were also supported
by an analysis of videos used by Tourism Australia. It was concluded a lack of consensus exists with the con-
sequence of fragmented marketing strategies result.

1. Introduction

Gastronomic tourism is a growing trend in travel, because food
experience is a path to discovering the local culture and traditions of a
destination (Boniface, 2003; Long, 2004). Studies have shown that
there is a significant relationship between the food image of a place and
the intention to visit the place (Karim & Chi, 2010; Kim, Kim, Agrusa, &
Lee, 2012; Kivela & Crotts, 2006). People generally associate good food
and authentic culinary experiences with well-known gastronomic
countries such as Italy, France, Japan and Hong Kong, whose brand
images are intrinsically connected with their national identity and in-
tangible cultural heritage (World Tourism Organization(UNWTO),
2012). Consequently, many destinations have begun to brand and
promote local food as an attraction. It is therefore crucial to define the
attributes of local food and cuisine identity in the process of creating a
distinctive and attractive food image in destinations. Although the
concept of destination image has been widely applied in a tourism
context, destination food image is a relatively new phenomenon.
Globally, various tourism campaigns typically initiated by national
tourism boards have intended to build a successful destination food
image through their branding strategies (OECD, 2012; UNWTO, 2012).
However, empirical evidence for how effective food image attributes
are constructed to represent the local food culture and identity is still
scarce. Therefore understanding of the effectiveness of this strategy is
still limited.

In the case of Australia's destination branding, Tourism Australia's
slogan to ‘throw a shrimp on the barbie (barbecue a shrimp)’ in the

tourism campaign, ‘Come and Say G'day’, caused controversy in the
1980s as a misrepresentation of Australian food. Although the food
image was successfully instilled in the minds of Americans, it was not
popular with locals who ‘throw prawns’ rather than shrimps. Celebrity
chef Anthony Bourdain (2013) claimed that the tourism campaign
tended to under-promote Australia's quality attributes and value of-
fered, and this suggests that many more opportunities exist that could
be developed further. At the end of 2013, Australia has identified op-
portunities and challenges in its food tourism through a major tourism
research project undertaken by Tourism Australia (Tourism Australia,
2014a). On the one hand, it was identified that excellent food, wine,
and local cuisine were key drivers in a consumer's choice of destination,
ranking third (38%), ahead of world-class beauty and natural en-
vironments (37%). On the other hand, there was a perception gap about
the appeal of Australian food. The research was carried out across key
markets, including China, Germany, India, Indonesia, Japan, Malaysia,
New Zealand, Singapore, South Korea, the UK and the USA. Results
showed that 60% of the tourists who had visited Australia and experi-
enced its food ranked it as the number two food destination in the
world, behind France and ahead of Italy. However, in a similar report,
74% of the people who had never been to the country perceived Aus-
tralian food as not attractive. Tourism Australia recognised that this
image disparity was a matter of perception. In an attempt to improve
the appeal and reputation of Australian food, and strengthen Australia's
position as an internationally recognised food and wine destination,
Tourism Australia launched a food tourism campaign in May 2014 -
Restaurant Australia - which was to be part of an ongoing project called
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Tourism 2020. With a goal to change misconceptions about Australian
food and wine and attract food tourists into the country, Restaurant
Australia focuses on three key food-related dimensions that are people,
produce and place. Aimed at reducing stereotypes and reinforcing a
broader Australian culinary landscape and quality food experiences
(O'Sullivan, 2016), the campaign involves food, wine and tourism in-
dustry stakeholders, such as farmers, chefs, winemakers and tourism
operators, in developing stories or narratives of Australian food and
wine which focus on creating a distinctive brand image through a wide
range of cognitive attributes of food and cuisine.

While the campaign may have created a more consistent brand
image for Australian food, the effectiveness of food image marketing in
destination branding is not yet known. There is also no consensus
amongst researchers and marketers in defining the brand image of a
food destination as a set of cognitive attributes (brand attributes),
which depict the intangible and tangible elements of food and cuisine
that represent a place. This study therefore aims to identify the cogni-
tive images used in branding and promoting Australian food to inter-
national tourists. Based specifically on the Restaurant Australia cam-
paign, this study seeks to identify cognitive food image attributes as
conceived, perceived and defined by industry stakeholders. These at-
tributes are then contrasted against those projected by the national
destination marketing organisation (DMO), which is represented by
Tourism Australia, in order to identify any incongruence between in-
dustry stakeholders and the DMO. This study is guided by three main
research questions:

(1) What are the cognitive images of food perceived as important by
industry stakeholders?

(2) What are the cognitive images of food projected by a host desti-
nation?

(3) Does Tourism Australia project the images of food that are per-
ceived to be important by industry stakeholders?

Theoretically, this study makes a contribution by providing future
scholars with a comprehensive cognitive food image framework to ex-
amine the perception from the host perspective.

2. Literature review

2.1. Destination food image

In the tourism literature, food image research has been investigated
from two perspectives. The first perspective is food image perceived by
tourists, which reflects their opinion of and aspiration for the destina-
tion. The second is food image projected by destination marketers and
tourism providers through advertisements, media and information
sources. In the 1970s, the study of destination image started with the
perceived image of a destination. The notion of image was embraced as
a reflection of the distinct perceptions and evaluation of destinations. It
encompasses a mental or psychological construct and can be described
as ‘the sum of beliefs, ideas and impressions that a person has of a
destination’ (Crompton, 1979, p.18). At the early stage, research on
how destination image is measured was developed by Hunt (1971), and
how destination image is formed was introduced by Gunn (1972). The
model of brand image formation consists of all three brand associations;
namely, (1) a cognitive attitude component that refers to a person's
knowledge, intellect, beliefs and perceptions; (2) an affective attitude
component involving a person's feelings, emotions, motivation and
evaluations; and (3) a conative component that is also termed a beha-
vioural component interpreting how attitude influences the way a
person acts or behaves (Gartner, 1993; O'Shaughnessy, 1992). This
model has been extensively applied in research that investigates food
destination image from the perspective of tourists (Karim & Chi, 2010;
Kim et al., 2012; Kivela & Crotts, 2006; Lertputtarak, 2012; Peštek &

Cinjarevic, 2014). However, the discussion on local food dimension and
attributes of destination image from the host perspective has not re-
ceived much attention (Lin, Pearson, & Cai, 2011). Thus far, much
uncertainty still exists about the different perspectives held by desti-
nation marketers and industry stakeholders and their perceived image
of local cuisine and food attributes in destinations. Therefore, the main
purpose of this study is to map a comprehensive list of cognitive food
image attributes and to evaluate them as the underpinning of the pro-
jected image of a destination, from the stakeholder perspective.

2.2. Tourist and host perspectives of destination food image

In the past, the food image of a destination was not explicitly ex-
amined in the context of branding. It was integrated as one of the
several constructs of destination branding, as a component that adds
value to the overall destination image. For instance, in their study to
identify the image of Auckland in New Zealand, Pike and Ryan (2004)
treated food as one of the 20 determinants of brand image. Other de-
terminants included accommodation, transport, natural scenery, and a
range of tourism-related activities. Recently, research in destination
branding has focused more explicitly on food image as a core tourism
product in its own right, and as an intangible cultural heritage of a
destination, particularly for tourists who purposely travel to a given
destination because of its food image (Folgado-Fernández, Hernández-
Mogollón, & Duarte, 2016; Lertputtarak, 2012; Peštek & Cinjarevic,
2014; Seo, Yun, & Kim, 2014).

In many tourist image studies, the cognitive image of food in a
destination is associated with different characteristics of food attri-
butes, as a reflection of the perceived attractiveness of food image. A
diverse range of cognitive attributes has been identified in relation to
the local food and cuisine image of a destination. The most prominent
image dimensions that researchers have studied have been concerned
with local food cultural attractiveness, functional consumer benefits
and values (as indicators of quality), and variety of local dining places
and restaurant environments (Björk & Kauppinen-Räisänen, 2016;
Karim & Chi, 2010; Lertputtarak, 2012; Peštek & Cinjarevic, 2014; Seo
& Yun, 2015). From the host perspective, cognitive image was in-
vestigated as a set of brand attributes, and as a reflection of the role
cuisine plays in the formation of destination brand image, with a spe-
cific emphasis on dimensions such as place and geographic environ-
ment, people, heritage, food quality, local food and related activities,
that are deemed significant to the local industry stakeholders (Che,
2006; Frochot, 2003; Lin et al., 2011; Sims, 2009; Tellström,
Gustafsson, & Mossberg, 2006).

2.3. Dimensions of food image in destinations

In tourist image studies, food at a destination contains both func-
tional and symbolic value for tourists, as a source to satisfy hunger, and
a way of experiencing local food culture, regional cuisine and activities
relating to food festivals, events, tours and cooking classes (Hall, 2003;
Long, 2004). To the host, however, the local food culture is a means to
express a destination's culinary identity, cultural heritage, shared gas-
tronomy value, and lifestyle of a place (Beer, 2015; Bessière, 2013;
Ignatov & Smith, 2006). Despite the differences in tourists' and hosts'
value creation, food image needs a set of precise dimensions to provide
a platform for measurement to inform research and industry practice.
This understanding is critical to a host country, and provides the basis
for understanding if the product offerings match what is being valued
and perceived as attractive by the target tourists. Furthermore, the
mainstream literature of food image neglects the complex roles and
characteristics of local food attributes used in developing a brand
campaign, which work to increase potential tourists' awareness of
destination reputations. To explore these issues, the literature on both
host and tourist food image studies was consulted and 40 food image
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attributes were identified as indicators of food destination attractive-
ness (Lai, Khoo-Lattimore, & Wang, 2017). We summarised these 40
attributes in Table 1 and categorised them into six key dimensions of
cognitive image: (1) place and geographic environment; (2) food and
cuisine culture; (3) food and people; (4) food quality; (5) dining places/
restaurants; and (6) food activities. This table enables the research
question set out for this study to be addressed in a structured way.

Each of these food image dimensions is comprised of different aspects
of product offerings in a destination, and they represent a local food and
cuisine identity of a destination. The ‘place and geographic environment’
dimension indicates where food comes from and the variations of climate,
growing seasons, topography and soil that impact on agricultural crops'
cultivation, fishery and livestock production (Bessière, 2013; Hjalager &
Corigliano, 2000; Lin et al., 2011). The ‘food and cuisine culture’ di-
mension characterises food as a cultural element, along with local culture,
history/heritage, custom, religion, ethnicity, uniqueness of local cuisine
and dishes, aesthetic appeal, authenticity and fashionable eating experi-
ences (Chang, Kivela, & Mak, 2011; Lertputtarak, 2012). The dimension
of ‘food and people’ consists of social attributes that connect people to
their culture and ethnic groups through similar food-related patterns or
lifestyle (Frochot, 2003; Lin, 2009). The ‘food quality’ dimension is

concerned with hygiene and the functional value of food, which includes
sensory qualities (e.g. taste, appearance, smell, freshness and texture),
promised quality, price value, food safety, health and nutrition, and
quality food labelling standards (Lin et al., 2011; Peštek & Cinjarevic,
2014; Seo & Yun, 2015). The fifth dimension, ‘dining places/restaurants’,
comprises situational factors of a food environment, such as variety of
dining options (e.g. restaurants, farmers' markets, street markets), at-
tractiveness of dining places (e.g. atmosphere, friendly service, and easy
access to place/location and information) (Karim & Chi, 2010; Smith &
Xiao, 2008). Lastly, the dimension ‘food activities’ refers to food tours,
cooking classes, food festivals and events that are offered at destinations
(Lin et al., 2011; Smith & Xiao, 2008).

One of the main criticisms of academic research is its failure to
bridge theory and practice. As identified in Table 1 above, researchers
have mainly taken a piecemeal approach to food attributes of a desti-
nation, rather than investigating the complex relationship of local food
culture and cuisine identity that represent a destination. Therefore, to
address this limitation, this study has attempted to contribute to the
theories on destination food image by empirically testing a compre-
hensive set of cognitive food image attributes, based on the preceding
review of the literature.

Table 1
Dimensions and attributes of cognitive food image in a destination.

Dimensions Hosts' cognitive image studies Attributes Tourists' cognitive image studies

1. Place/geographic environment • • • • • • • • Geography
• • • • • Farming/land

• • • Fishery/sea
• • • • • • Provenance/Origin of food • • •

• • • • Local food production • •

2. Food and cuisine culture • • • • • Heritage • • • •
• Local food culture • • • • • • •
• Different style of eating • • • •

• • • • Local dishes/cuisine • • • • • • •
Diverse culture •

• Food uniqueness • • • • • • •
• • • • Variety • • • • •

• • • • • Cooking methods • • • • • •
• Aesthetic appeal • • • • • • • • •
• Religion

• • • • Food authenticity/exotic • • • • •
Food attractiveness •

• • Well-known food/cuisine • • • • •

3. Food and people • • • Local lifestyle
• • • Social status •

• • Modern/innovative • •
• • Friendly locals

4. Food quality • • • • • Sensory quality/tasty • • • • • • • •
• • • • • • Quality label • • • • •

• • • Safety/hygiene • • •
• • • Healthy/nutritious • • • • • •

• Easily digestible • • • •
• Organic/natural/fresh • • • •
• Price value • • • • • •

5. Dining places/restaurants • • • • • Attractive dining places • • • • • • •
• • Dining atmosphere • • • •

• • • Street markets • •
• • • Food/farmers' markets •

• • Menu in other languages •
• Friendly service staff • • • •
• Easy access • • •

Variety of restaurants • • •

6. Food activities • • • Food/gourmet tours •
• • • Cooking classes • •

• • • • • • Food festivals/events

Note: The number of dots reflects the number of studies which included the attribute.
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2.4. Food and cuisine attributes of Australia

The branding strategy of the restaurant Australia campaign is to
package regional Australian food as ‘quality and modern food and
wine’. This positioning statement highlights ‘fresh flavours’ (produce
and creativity); ‘fresh thinking’ (inventive chefs, a new approach to
wine-making); and ‘open air’ (world class beauty and space) (Tourism
Australia, 2014a, p. 21). In the ‘place and geographic environment’ and
‘quality’ dimensions, Australia is positioned as a land of plenty, blessed
with fertile soil, natural landscapes, a mild climate, clean environment
and water resources that produce quality and fresh produce (Sheen,
2010; Tourism Australia, 2014a). Australia's regions vary vastly in cli-
mate, and each regional market sells different local produce. For ex-
ample, the mild-temperate climate of Tasmania allows it to produce
salmon, while the Northern Territory produces barramundi fish that
thrive in more tropical waters. The Margaret River region of Western
Australia uses venison from its lush green pastures in its promotion of
local food, while the tropical regions of Queensland sell mangoes
(Tourism Australia, 2014a).

Australian anthropologists and historians point out that Australia's
food and cuisine culture and identity have been criticised for over two
centuries for lacking its own uniqueness (Santich, 2012; Symons, 2014).
At this point, the paper needs to define what Australian cuisine is, and
what is a typical Australian food or dish. Australian cuisine reflects the
influences of indigenous (bush tucker ingredients and cuisine), colonial
(British-influenced) and immigrant societies (multiculturalism), to-
gether with modern Australian cuisine (Santich, 2012). Furthermore,
the presence of diverse migrant communities has created Australia's
broad range of characteristics in its modern cuisine, which has made it
hard to identify a single dish or cuisine that represents the country. The
most recognisable iconic Australian food includes pavlova, meat pies,
grilled kangaroo, and oysters (Santich, 2012). Food anthropologist
Michael Symons (2014) pointed out that migration to Australia in-
troduced new ingredients, new flavours and new cuisines, which
changed Australians' diet and food consumption. Since the early colo-
nial days, a European Australian family has been eating a traditional
dinner of ‘meat with three vegetables’. However, nowadays stir-fried
chicken, curry, spaghetti bolognaise, and sushi are all popular items on
the table. Over time, the culinary origins of Australian food have
blurred and fused into a concept known as modern Australian cuisine
(Symons, 2007). This evolution of the culinary landscape exemplifies
‘food and people’ in Australia, the impact of cultural diversity on food
and the innovative chefs who demonstrate contemporary styles of
Australian culinary skill.

The ‘dining places/restaurant’ and ‘food activities’ experiences of-
fered in Australia include a variety of restaurants (e.g. upscale dining,
casual dining and local café), food trails (e.g. food tours and culinary
adventures) to oyster farms, vineyards, farmers' markets and street
markets. A few food-themed events such as Melbourne's and Noosa's
food and wine festivals feature food tasting and cooking classes with
master chefs, both of which provide educational, entertainment and
sensory experiences. Other regional food festivals that tend to showcase
local produce, such as seafood, oysters, mangoes, watermelons, toma-
toes, pumpkins, cherries, and chillis have been used in promoting food
tourism (Lee & Arcodia, 2011).

In order to evaluate the food attributes used in Australia's destina-
tion branding, Tourism Australia's official website, travel brochures,
food and wine campaign factsheets, and historical books were reviewed
to identify the presence of the 40 proposed image attributes. The 40
attributes were assessed in a pilot test with a small group of 10 re-
searchers of Australia's restaurant industry, tourism and hospitality,
with the aim to refine attributes that represent Australia's food image,
and to remove any vague attributes. Table 2 displays the identified
Australian food image attributes, which were incorporated into the
research instrument for this study. This approach to consult literature
from both academia and industry was deliberate to align with the

research agenda of the Australian Research Council (ARC) and the
Department of Education and Training, which is to strive for a balance
between university research performance, and industry engagement
and impact, for the purpose of informing future research (Australia
Research Council, 2017). This study therefore takes a realist approach,
not just in its methodological decisions but also in framing the research.

3. Methodology

3.1. Single case study

The primary purpose of this study was to analyse the complex
destination food image dimensions and attributes used by destination
marketers to promote food tourism from a real-world perspective, in
Australia. This investigation took the form of a case-study, based on the
ability of this approach to identify different perceptions of Australian
food and cuisine images (Yin, 2014). Australia as a food destination was
selected by the authors as the empirical setting because it is one of the
highest performing destination marketing organisations in the world
(Skift, 2015). It is also a very appealing platform from which to gain
valuable insights into food destination branding, because by 2016 the
country had generated $4.2 billion of food and wine revenue for the
Australian visitor economy (Tourism Australia, 2016), and its DMO
launched the Restaurant Australia campaign, as described in the in-
troduction section.

3.2. Measurement of projected image in food destination

To date, previous studies have used tourism marketing materials
such as tourism brochures and destination websites as image re-
presentatives in food destinations for projected image research
(Blichfeldt & Halkier, 2013; Frochot, 2003; Lin et al., 2011). The con-
tent analysis method was widely used to analyse cognitive attribute of
food images presented in marketing materials, where all images were
coded and later converted into numbers and the counts treated as
quantitative data. Alternatively, the interview was another method
used to examine images projected in destinations as perceived by sta-
keholders or local businesses, toward a more qualitative approach, and
a better insight of the image evaluation (Che, 2006; Lee & Arcodia,
2011; Sims, 2009; Smith & Xiao, 2008).

In more recent years, research on destination food image evaluation
used the case study method that integrated both the content analysis,
and the interview or survey to build a variety of sources, as a way to
increase reliability and validity of the image analysed from the mar-
keting materials (Blichfeldt & Halkier, 2013; Lin et al., 2011). Specifi-
cally, Blichfeldt and Halkier (2013) investigated whether 200 promo-
tional photos used in branding North Jutland, Denmark were aligned
with its brand image of being ‘The Town of Mussels’, and were in line
with the stakeholders' knowledge and preferences. In an attempt to
investigate the consistency of gastronomical ‘identity’ created by the
Taiwan Tourism Bureau, Lin et al. (2011) began by analysing the food-
related images featured in the tourism brochures and destination
website; subsequently, image analysis results were used as a quantita-
tive instrument to develop a survey questionnaire to assist with gath-
ering feedback from the destination stakeholders. The summary of food
image studies from the host perspective is presented in Table 3.

These studies would have been more relevant if a wide range of food
image dimensions and attributes had been explored to measure the
effectiveness of the projected image. Although Lin et al.'s (2011) as-
sessment of projected image studies is excellent, it is too heavily fo-
cused on the host's perception. A much more comprehensive study
would include food attributes from the tourist perspective, considering
the projected image is built on the basis of understanding what (food
attribute) is being valued and perceived as attractive by the target
tourists, as proposed in our cognitive food image in Table 1.

In this study, instead of using tourism printed materials, we have
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adopted a different approach, whereby an official Restaurant Australia
video for national representation was selected to frame the campaign
food and wine images used by Tourism Australia in destination
branding. Furthermore, a survey with stakeholders was used to trian-
gulate findings from the video resources.

3.3. Data collection

As Fig. 1 illustrates, the research data in this study were drawn from
two main sources: (1) an online survey to gain insights from industry
stakeholders, and (2) a video analysis to analyse the image officially
projected by Tourism Australia, based on a comprehensive list of cog-
nitive food images as shown in Table 1. It must be emphasised that
although data collection methods were predominantly quantitative, the
aim of the current study was not to generalise findings to the overall
construction of gastronomical identity in a destination, nor the

population of stakeholders in a destination, but to obtain insights into
the representation of Australian food and cuisine in the campaign video
and the stakeholders' own opinions and personal meanings that reflect
local knowledge.

3.3.1. Online survey
The survey instrument consisted of two parts: a quantitative online

survey with stakeholders, and a quantitative video analysis of an offi-
cial promotional video Welcome to Restaurant Australia. More specifi-
cally, these approaches were used to understand Australia's projected
food image, and the meanings that the stakeholders attach to destina-
tion food image in more depth. In order to ensure that industry stake-
holders were able to answer survey questions at their convenience, an
online survey was created using a Google Forms survey tool. The de-
cision to use the survey was made after attempts to contact industry
stakeholders for scheduled face-to-face interviews proved futile. By

Table 2
Food and cuisine image of Australia: Dimensions and attributes.
Sources: ABC News, 2013; Bannerman, 1998, 2006; Bonner, 2015; Fador's, 2014; Fagan, 1995; Lee & Arcodia, 2011; Lewis, 2014; Macionis & Cambourne, 1998;
Santich, 2012; Sheen, 2010; Symons, 2014; Tourism Australia, 2014a, 2017a, 2017b; Santich, 2012

Dimension Food image attributes from the
literature

Australia's food image attributes

Place/geographic environment - Geography Australia offers a natural and clean environment for food production.
- Farming/land Australia's farming and agriculture industries are well developed, using advanced farming and

agricultural practices in producing quality food products.
- Fishery/sea Australia's fishery industry is well developed, using advanced aquaculture practices in producing quality

seafood.
- Provenance/origin of food Australia's country of origin symbol and ‘Made in Australia’ food labelling are well recognised.
- Local food production Australia offers an abundance of food production all year round.

Food and cuisine culture - Heritage Australia has its own unique food history, tradition and culture.
- Local food culture Australia offers an attractive local food culture.
- Different style of eating Australia offers different styles of eating (e.g. eating Western food with knife and fork, and eating

Chinese food with chopsticks).
- Local dishes/cuisine Australia offers local dishes and local cuisine with a true local flavor.
- Diverse culture Australia offers multicultural food and cuisine from across the globe.
- Food uniqueness Australia offers unique food, using ingredients and cuisine styles unique to Australia.
- Variety Australia offers a wide variety of foods and dishes.
- Cooking methods Australia offers unique Australian cuisine that embraces multiculturalism and creativity.
- Aesthetic appeal Australian has aesthetically-pleasing food presentation.
- Religion Australia offers a variety of halal, kosher and vegetarian dishes, codified by religions.
- Food authenticity/exotic Australia offers authentic/exotic food using native ingredients such as kangaroo, and crocodile meat).
- Food attractiveness Australian food looks attractive, palatable, and appealing.
- Well-known food/cuisine Australian food and cuisine are well-known and internationally recognised.

Food and people - Local lifestyle Australians offers a compelling lifestyle and food culture (e.g. Australian barbecue culture).
- Social status Australian prestigious foods and cuisine express eating habits of a higher social class.
- Modern/innovative Australia's well-known chefs are talented and innovative.
- Friendly locals Australians are hospitable and friendly people.

Food quality - Sensory quality/tasty Australian food is delicious, colourful, aromatic, and tasty.
- Quality label Australia produces high-quality food with food quality labels.
- Safety/hygiene Australia offers a high standard of safety/hygienic food.
- Healthy/nutritious Australia offers healthy and nutritious food.
- Easily digestible Australia offers light meals that are easily digestible (e.g. a meal with plenty of vegetables and whole

grains).
- Organic/natural/fresh Australia offers fresh produce (e.g. fresh fruits, vegetables, seafood and high-grade meat).
- Price value Australia offers reasonable prices for dining out.

Dining places/restaurants - Attractive dining places Australia offers a variety of dining places.
- Dining atmosphere Australia offers dining atmosphere with spectacular views.
- Street markets Australia offers attractive street food or street markets that provide local delicacies.
- Farmers' markets Australia offers attractive farmers' markets that provide farm-direct fresh produce and street food.
- Menu in other languages Australia offers restaurant menus in other languages.
- Friendly service staff Australia offers friendly service personnel.
- Easy access Australia offers easy access to restaurants (e.g. convenient transportation, clear directories, and maps).
- Variety of restaurants Australia offers a variety of restaurants (e.g. upscale, and local/casual).

Food activities - Food/gourmet tours Australia offers a variety of food/gourmet tours for cultural experiences.
- Cooking classes Australia offers cooking classes. Tourists will cook with local chefs and learn how to cook local dishes.
- Food festivals/events Australia offers various food festival/events.
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employing a quantitative methods mode of enquiry in the survey, we
were able to gauge industry stakeholder perceptions towards the most
appealing aspects of Australia as a destination for food.

The survey was divided into three parts comprised of both open-
and closed-ended questions. Part 1 included six questions about the
overall image of Australian food. Stakeholders were asked to rate and
describe their perceived image of Australian food, specifically to list
foods or dishes that signify Australia, and to describe what makes
Australian cuisine unique. The second part investigated cognitive food
image, which contained 40 food image attributes of Australia as a food
destination. Stakeholders were asked to evaluate how appealing each
image attribute is to them on a seven-point Likert scale (1= Extremely
unappealing to 7= Extremely appealing). In the third part, the pro-
motional video Welcome to Restaurant Australia (courtesy of Tourism
Australia Video Gallery) was integrated into the survey to stimulate
further discussion on Australian food and cuisine image. Respondents
were required to watch the video and respond to questions asking for
their appraisals and opinions related to the representation of Australia's
food image in the video.

Given that the primary purpose of the research was to investigate
the image perceived by industry stakeholders, our target participants
were tourism, travel and hospitality industry practitioners around
Australia who were directly or indirectly involved in planning, pro-
moting and implementing the Australian food and wine campaign. The
participants were recruited through invitations via email, Facebook,
and LinkedIn, and via multiple tourism industry events between
December 2016 and February 2017.

3.3.2. Quantitative video analysis
To address the second research question concerning: ‘What are the

cognitive images of food projected by a host destination?’ we analysed
evidence based on actual projected images. More specifically, the
Australian Tourism Board's 3-min long official campaign video Welcome
to Restaurant Australia was coded and analysed. This video was chosen
because it revealed food destination attributes that are promoted and
exhibited by the Australian Tourism Board, as a reflection of Australia's
food destination brand, as of how it wants to be perceived by its po-
tential tourists. The video has gained considerable media coverage since
May 2014. For example, it garnered over 400,000 views through plat-
forms such as Tourism Australia's site, Mark Toia (Zoom Film andTa
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Fig. 1. Data collection of destination food image used in promoting Australian
food tourism.

M.Y. Lai et al. Tourism Management 69 (2018) 579–595

585
65



Ta
bl
e
4

V
id
eo

sc
en

e
de

sc
ri
pt
io
n
an

d
an

al
ys
is
.

(S
ou

rc
e:

To
ur
is
m

A
us
tr
al
ia
,2

01
4b

).

Sc
en

e
R
eg

io
n
an

d
lo
ca
ti
on

La
nd

sc
ap

e/
ba

ck
dr
op

D
in
in
g
pl
ac
e

G
ue

st
-a
ct
or
s

H
os
t-
ac
to
rs

Fo
od

-r
el
at
ed

ex
pe

ri
en

ce
Fo

od
an

d/
or

w
in
e

1
Sy

dn
ey

H
ar
bo

ur
,

N
ew

So
ut
h

W
al
es

(N
SW

)

Th
e
w
or
ld
's
m
os
t

sp
ec
ta
cu

la
r

ha
rb
ou

r

Sy
dn

ey
's
w
or
ld

fa
m
ou

s
Q
ua

y
R
es
ta
ur
an

t

A
m
id
dl
e-
ag

ed
W
es
te
rn

co
up

le
C
he

f
Pe

te
r

G
ilm

or
e
&

fr
ie
nd

ly
re
st
au

ra
nt

se
rv
er

En
jo
yi
ng

fi
ne

di
ni
ng

ex
pe

ri
en

ce
at

Q
ua

y
R
es
ta
ur
an

t
M
od

er
n
A
us
tr
al
ia
n
C
ui
si
ne

,
go

ur
m
et

an
d
ae
st
he

ti
c
di
sh
es

2
Th

e
H
az
ar
ds
,

Ta
sm

an
ia

(T
A
S)

O
ve

rl
oo

ki
ng

th
e

H
az
ar
ds

M
ou

nt
ai
ns
,

Fr
ey

ci
ne

t
Pe

ni
ns
ul
a
an

d
G
re
at

O
ys
te
rs

Ba
y

G
re
at

O
ys
te
r

Ba
y

A
m
id
dl
e-
ag

ed
W
es
te
rn

co
up

le
G
ile

s
Fi
sh
er

w
ho

ru
ns

th
e

lo
ca
l
Fr
ey

ci
ne

t
M
ar
in
e
Fa

rm

M
ee
ti
ng

an
oy

st
er

gr
ow

er
,a

nd
en

jo
y
fr
es
h
oy

st
er
s

Fr
es
h
oy

st
er
s,

co
ck
ta
il
sa
uc

e,
an

d
lo
ca
l
be

er
s
an

d
w
in
es

3
R
ot
tn
es
t
Is
la
nd

,
W
es
te
rn

A
us
tr
al
ia

(W
A
)

C
oa

st
al

sc
en

er
y
of

R
ot
tn
es
t
Is
la
nd

R
ot
tn
es
t
Is
la
nd

's
re
st
au

ra
nt

A
gr
ou

p
of

fr
ie
nd

s
(a

m
ix

of
W
es
te
rn
er
s
an

d
A
si
an

s)

Lo
ca
l
ch

ef
an

d
se
rv
er
s

En
jo
yi
ng

ou
td
oo

r
ad

ve
nt
ur
e,

ca
tc
hi
ng

an
d
ba

rb
ec
ui
ng

cr
ay

fi
sh
.

Fr
es
h
se
af
oo

d
ba

rb
ec
ue

,c
ra
yfi

sh
,
fo
od

w
it
h
lo
ca
l
be

er

4
Po

ac
he

rs
Pa

nt
ry
,

C
an

be
rr
a,

A
us
tr
al
ia
n

C
ap

it
al

Te
rr
it
or
y

(A
C
T)

In
a
st
un

ni
ng

ru
ra
l
lo
ca
ti
on

,
C
an

be
rr
a

co
un

tr
ys
id
e

Po
ac
he

r's
Pa

nt
ry
,a

fa
m
ily

ow
ne

d
A
us
tr
al
ia
n

re
st
au

ra
nt

an
d

ce
lla

r
in

a
fa
rm

ho
us
e

A
gr
ou

p
of

fr
ie
nd

s
(a

m
ix

of
W
es
te
rn
er
s
an

d
A
si
an

s)

R
es
ta
ur
an

t
se
rv
er

Sa
m
pl
in
g
lo
ca
l
pr
od

uc
e
at

a
pr
iv
at
e
lu
nc

h,
an

d
cy
cl
in
g
in

a
ru
ra
l

ar
ea
.

Sm
ok

ed
m
ea
ts

m
at
ch

ed
to

A
us
tr
al
ia
n
w
in
es
,f
re
sh

lo
ca
l
pr
od

uc
e

5
W
hi
ts
un

da
y

Is
la
nd

s,
Q
ue

en
sl
an

d
(Q

LD
)

O
ve

rl
oo

ki
ng

th
e

G
re
at

Ba
rr
ie
r
R
ee
f

an
d
W
hi
te
ha

ve
n

Be
ac
h

D
in
in
g
on

th
e

sa
nd

y
be

ac
h

A
yo

un
g
A
si
an

co
up

le
N
il

Sa
ili
ng

a
ya

ch
t,
an

d
la
nd

in
g
on

fo
r
th
ei
r
ve

ry
ow

n
pr
iv
at
e
se
af
oo

d
lu
nc

h
Fr
es
h
se
af
oo

d
an

d
lo
ca
l
pr
od

uc
e

6
U
lu
ru
,N

or
th
er
n

Te
rr
it
or
y
(N

T)
O
ve

rl
oo

ki
ng

A
ye

rs
R
oc

k,
U
lu
ru

Lo
ng

it
ud

e
13

1
-

di
ni
ng

un
de

r
th
e
st
ar
s

A
yo

un
g
A
si
an

co
up

le
Fr
ie
nd

ly
se
rv
er
,

an
d
in
di
ge

no
us

pe
op

le

D
in
in
g
un

de
r
th
e
st
ar
s,

an
d
ex
pe

ri
en

ci
ng

a
tr
ad

it
io
na

l
ab

or
ig
in
al

da
nc

e
Sp

ar
kl
in
g
w
in
e
an

d
ca
na

pe
(p
re
-d
in
ne

r)
,a

nd
bu

sh
tu
ck
er

in
sp
ir
ed

di
nn

er

(c
on

tin
ue
d
on

ne
xt

pa
ge
)

M.Y. Lai et al. Tourism Management 69 (2018) 579–595

586
66



Ta
bl
e
4
(c
on

tin
ue
d)

Sc
en

e
R
eg

io
n
an

d
lo
ca
ti
on

La
nd

sc
ap

e/
ba

ck
dr
op

D
in
in
g
pl
ac
e

G
ue

st
-a
ct
or
s

H
os
t-
ac
to
rs

Fo
od

-r
el
at
ed

ex
pe

ri
en

ce
Fo

od
an

d/
or

w
in
e

7
M
el
bo

ur
ne

's
La

ne
w
ay

s
an

d
R
oo

ft
op

ci
ne

m
a,

V
ic
to
ri
a
(V

IC
)

St
re
et

ar
t
la
ne

w
ay

w
it
h
gr
affi

ti
an

d
ci
ty

ni
gh

t
lig

ht

C
oo

ki
e,

a
po

pu
la
r
ba

r
fo
r

be
er
,e

at
in
g
an

d
di
sc
o,

an
d

R
oo

ft
op

ba
r

Tw
o
co

up
le
s,

an
d
a
gr
ou

p
of

fr
ie
nd

s
(a

m
ix

of
W
es
te
rn
er
s
an

d
A
si
an

s)

Fr
ie
nd

ly
ch

ef
,

se
rv
er
s,

ba
rt
en

de
r,

an
d

ba
ri
st
a

Ex
pl
or
in
g
la
ne

w
ay

di
ni
ng

,f
oo

d
an

d
w
in
e

C
oc

kt
ai
ls

an
d
di
nn

er
(A

si
an

di
sh
es
)

8
Ba

ro
ss
a
V
al
le
y,

A
de

la
id
e,

So
ut
h

A
us
tr
al
ia

(S
A
)

H
ot

ai
r
ba

llo
on

in
g

ov
er

se
ei
ng

vi
ne

ya
rd
s
sc
en

er
y

Ba
ro
ss
a
V
al
le
y,

a
ce
lla

r
do

or
at

w
in
er
y

Tw
o
co

up
le
s
(a

m
ix

of
W
es
te
rn
er
s
an

d
A
si
an

s)

W
in
em

ak
er

or
w
in
e
ta
st
in
g

m
as
te
r

W
in
e
ta
st
in
g
an

d
vi
ne

ya
rd

ce
lla

r
do

or
ex
pe

ri
en

ce
s

Ta
st
in
g
A
us
tr
al
ia
n
w
in
e;

pi
cn

ic
w
it
h
fr
es
h
lo
ca
l
pr
od

uc
e

M.Y. Lai et al. Tourism Management 69 (2018) 579–595

587
67



Television), Australiahk (Hong Kong site), Travel Daily, and Northern
Territory - Australia's Outback sites.

As illustrated in Table 4, the video depicts a range of Australia's food
and wine, food-related experiences and activities. Eight scenes were
identifiable based on different regions across the country, featuring not
only its regional cuisine, also the most iconic tourism places, including
Sydney Harbour, Uluru (or Ayers Rock), and Barossa Valley vineyards.
The tourist/consumer is represented by actors who are either in couples
or in groups of friends.

Using this visual approach in both the survey and video analysis
provides methodological value through capturing embedded re-
presentations and images of food and food experiences associated with
Australia. These analyses are important, because video images function
as illustrative and visual representations of subjective experiences, ra-
ther than as objective statements (Liebenberg, 2009). The exploration
of visual meanings ‘not only helps us “see”, but also asks us to slow
down and consider, to think about what it is we are seeing and what it is
we don't see, and why’ (Liebenberg, 2009, p. 445). Hence, we were
convinced that incorporating this video aided the stimulation of dis-
cussions on the congruency between Tourism Australia's projected
image and stakeholders' perceived image.

3.4. Data analyses

The quantitative data in the stakeholder survey was analysed using
Microsoft Excel which provided an analytical function for mean and
frequency calculations, and for table summaries and graphs. The online
survey open responses were analysed using the NVIVO software pro-
gram to run a word frequency query. The data were then examined for
further support for the stakeholders' sentiments towards Australia's
projected image, and their answers were coded according to the 40 food
image attributes as outlined in Section 2.4/Table 2. To do this, one
point was assigned to an attribute when a stakeholder respondent rated
the attribute as: Extremely appealing (7), Appealing (6), Somewhat
appealing (5). No points were given to the other four statements for:
Neutral (4), Somewhat unappealing (3), Unappealing (2), Extremely
unappealing (1). For example, all 18 local stakeholders rated the
‘geography’ food image attribute a 5 and above, therefore 18 points
were assigned. In the ‘Provenance’ attribute, three out of the 18 local
stakeholders rated the attribute a 4 or below, hence 15 points were
assigned. This system is illustrated in Table 5 below. The aim was to
compare positive and negative perceptions rather than the strength of
the perceptions.

For the video analysis, one point was assigned to an attribute when
it was represented in a scene in the 3-min video. In order to obtain a

Table 5
The survey analysis on place/geographical environment dimension.

Food image
attributes

Survey respondents (18 food tourism stakeholders) Images unappealing
to stakeholders (1–4)

Images appealing
to stakeholders
(5–7)

Total
count

R1 R2 R3 R4 R5 R6 R7 R8 R9 R10 R11 R12 R13 R14 R15 R16 R17 R18

1. Geography 6 7 6 7 7 5 7 7 5 7 7 7 6 7 6 7 7 7 0 18 18
2. Farming/land 6 7 5 7 7 5 7 6 6 6 7 6 5 5 5 7 5 5 0 18 18
3. Fishery/sea 6 7 5 7 7 6 7 6 6 6 7 7 5 7 5 6 5 6 0 18 18
4. Provenance/

origin of food
6 6 6 6 4 6 7 5 6 6 1 6 7 7 6 7 6 4 3 15 18

5. Local food
production

5 7 5 6 7 4 7 6 6 6 7 6 6 6 5 7 6 6 1 17 18

Table 6
Video analysis of food image represented in the eight scenes.

Food image attributes Number of food image represented in a scene Images appealing to Tourism Australia Total count

Scene 1 Scene 2 Scene 3 Scene 4 Scene 5 Scene 6 Scene 7 Scene 8

1. Geography 0 1 1 1 1 0 0 1 5 8
2. Farming/land 0 0 0 1 0 0 0 1 2 8
3. Fishery/sea 0 1 1 0 1 0 0 0 3 8
4. Provenance/origin of food 0 0 0 0 0 0 0 1 1 8
5. Local food production 0 1 1 0 1 0 0 0 4 8

Table 7
Perception gap between Tourism Australia and stakeholders on 5 attributes under the place/geographical environment dimension.

Dimension Attributes Important images for defining Australian food Percentage by dimension

By the Tourism Australia
via the promotional
video

By the food tourism
stakeholders

Perception gap
between TA and
stakeholders

Important
dimension to
Tourism Australia

Important
dimension to
stakeholders

Perception gap by
image dimension

Count
(n= 8)

% Count
(n=18)

% % % % %

Place/geographic
environment

Geography 5 63% 18 100% 37% 38% 96% 58%
Farming/land 2 25% 18 100% 75%
Fishery/sea 3 38% 18 100% 62%
Provenance/
origin of food

1 13% 15 83% 70%

Local food
production

4 50% 17 94% 44%
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more objective food-related image in different parts of the scenes from
the video, each attribute, scene, and experience in the video was ca-
tegorised in accordance with the predefined attributes of Australian
food in Table 2. The number of appearances of all attributes was
quantified based on a careful analysis of the nature of the attribute by
all three authors. The research team held two meetings to review two
scenes in the video and coded content according to the list of 40 at-
tributes until consensus was reached among team members. On this
basis, the first author continued quantifying the attributes for the whole
video. If any of these attributes appeared in the video, they were
counted, coded, and formed into occurrence patterns used in promoting
Australia as a food destination. As the promotional video comprised
eight scenes in total, an attribute that appeared in every scene would
have eight points. For example, as shown in Table 6, the ‘Farming/land’
attribute only appeared in scenes 4 and 8, hence 2 points were assigned.

Finally, we carried out a perception gap analysis as shown in
Table 7. Each of the 40 attributes was analysed based on frequency
count to reflect their importance for defining and branding Australian
food. The analysis enabled a comparison of the important image di-
mensions and attributes between the projected image in the video and
the perceived image of stakeholders. For example, a score of 100% for
any given image means that the attribute appeared in 8 out of the 8
scenes, and a score of 100% for the stakeholder survey means that the
attribute was rated by all 18 stakeholders as an important attribute in
branding Australia's food tourism. Compared to the ‘geography’ attri-
bute which appeared in five out of the eight scenes (63%), the images of
‘farming’ featured in two out of eight scenes (25%). From the per-
spective of stakeholders, both attributes were rated as the most im-
portant attributes (100%). Therefore, the differences in the important
rating indicate different levels of consistency in the image attributes of
‘geography’ (37%) and ‘farming’ (75%).

4. Findings

4.1. Respondents' profile

Given that only specialists involved in Tourism Australia's food
campaign were sought, this exploratory research was supported by
some elite identities in the food industry, including internationally
acclaimed chefs. Our invitation was sent to 118 potential respondents
and the response rate was 15%, with a total of 18 respondents who
completed the survey. The gender of the respondents was reasonably
balanced (10 males and 8 females) and the majority had more than 10
years' experience in the industry (n= 11, 61%). Of the 18 respondents,
17 are industry practitioners, including destination marketers, chefs,
celebrity chefs, food and beverage providers, consultants, a project
manager of a food and wine tourism strategy, a filmmaker of Australian
food traveller programme, and a media agent of Tourism Australia, and
one is an academic researcher who is involved in consultancy work
within Australia's restaurant industry (refer to Table 8).

4.2. Perception gap analysis

The findings from industry stakeholders and Restaurant Australia's
campaign video analysis are presented as a perception gap underpinned
by the 40 attributes of food image from the literature. The survey asked
stakeholders whether the food images projected in the promotional
video reflected local food and cuisine identity, and whether they were
aligned with its food tourism offerings. Half the stakeholder re-
spondents (n=10, 56%) thought that the video was a good re-
presentation of Australia's food image. However, some thought it may
have been a misrepresentation (n=7, 39%), while one specifically
thought it was a misrepresentation (n= 1, 5%).

There were a number of differences on the perceived importance of
cognitive images (brand attributes) used in representing and branding
Australia as a food destination across the designated promotional video

Table 8
Profile of survey respondents.

No. Name (pseudonym) State Involvement with Australia's food and wine promotion to international tourists. Industry experience

Role: Destination Marketers
1. Brendon Queensland Provides strategic advice on international tourism markets via Australia China Business Council More than 10 years
2. Elaine Queensland Provides an offering of Australian food to guests More than 10 years
3. Lily South Australia Encourages corporate travellers from China to choose Adelaide, South Australia through the promotions of

premium food and wine as a key selling point of South Australia
1─2 years

4. Lynn Queensland Plans Australian food for Chinese tourists at the resort More than 10 years
5. Max Western Australia Wrote the Food and Wine Tourism Strategy for Western Australia 3─5 years

Role: Chefs/Celebrity chefs
6. Chad Queensland Provides Australian food and beverage experiences in his restaurant and promotes these via the tourism

chain
More than 10 years

7. Chris Victoria Provides food at a restaurant 1─2 years
8. Leon South Australia Involved in the food industry as an official ambassador of Tasting Australia More than 10 years
9. Mandy South Australia Exports Australian gourmet products all over the world, including cheeses, wine, truffles and ice cream,

fruit paste and verjuice
More than 10 years

10. Sam New South Wales Provides food at a restaurant More than 10 years
Role: Food and Beverage Providers

11. Adam Western Australia Promotes Australian food and beverage experiences in a restaurant More than 10 years
12. Carl Victoria Promotes Australian food and beverage experiences in an international hotel chain and food and beverage

outlets
More than 10 years

13. Eden Victoria Sells Australian food to Chinese tourists 1─2 years
Role: Consultant

14. Ava Victoria Facilitates the promotion of destinations and attractions directly to Chinese consumers on digital platforms,
specialized in digital agency

6─10 years

15. Bruce South Australia Researcher of independent restaurants in Australia, and involved in consultancy work within Australia's
restaurant industry

6─10 years

16. May Melbourne Helps Australian tourism suppliers promote their products and service to the Chinese market More than 10 years
Role: Food Travel Filmmaker, Food Writer

17. Lenny South Australia Writes about Australia's food and travel and plans to film a cross-cultural adventure travel series featuring
Australia and China in 2017

6─10 years

Role: Coordinator of a Tourism Attraction
18. Gina Queensland Provides tastings on tours and Australian products for purchase More than 10 years
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and its stakeholders, as presented in Table 9 below. The video featured
images projected by Tourism Australia, which emphasised high-end
food and wine experiences of Australia, and focused on world-class
dining with spectacular views, exclusive food tours and culinary ex-
periences. However, the survey results show that the stakeholders' en-
thusiasm focused more on the country's clean environment, local pro-
duce, farmers' markets, food festivals and events and its diverse
multicultural cuisine, as images which should not have been over-
looked.

The results of the congruences and incongruences between stake-
holders and the national DMO on each food dimension and attributes
are discussed below.

4.2.1. Place and geographic environment dimension
Within the dimension of place and geographic environment, there

are incongruences between Tourism Australia and its stakeholders in
four of the five attributes. Table 7, presented in Section 3.4, shows the
results of the place/geographic environment dimension and attributes
analysis of different importance by percentage.

Both Tourism Australia and the industry stakeholders seem to agree
that Australia's ‘natural and clean environment’, a geographical feature
for food production is an important image attribute for the promotion
of Australian food. While stakeholders thought that images of
Australia's advanced ‘fishery/aquaculture’, ‘farming’, ‘local food pro-
duction’, and labelling of Australian food source, or ‘provenance/origin
of food’ should be featured attributes, ‘farming’, ‘provenance’ and ‘local
food production’ featured poorly in Tourism Australia's promotional
video. Overall, the stakeholders have a more favourable perception of
the place/geographic environment dimension than Tourism Australia.
This was reinforced through their responses to the open-ended ques-
tions:-

The growing conditions which are environmentally pure (comparatively),
which makes it full of flavour and as good for you as you can get. (Ava,
Consultant in Destination Promotion)

The availability of fresh seasonal produce that grows in abundance in
North Queensland. Products have been developed to make the most of
seasonal oversupply of fresh local ingredients. (Gina, Coordinator of a
Tourism Attraction)

4.2.2. Food and cuisine culture dimension
The findings show that nine out of 13 attributes within the food and

cuisine culture dimension are somewhat congruent, as illustrated in
Table 9. A major perception gap between Tourism Australia and sta-
keholders is in how they define Australian food identity.

Food and cuisine culture is one major dimension used by Tourism
Australia in developing unique culinary images. Eight scenes were
chosen from different states/regions to feature in its video. The attri-
butes that constantly appeared in the video were identified as ‘attrac-
tive food and cuisine culture’, ‘local dishes and local cuisine’, the most
‘well-known’, ‘unique’, ‘authentic’, ‘palatable, and appealing’, which
Tourism Australia believes will best represent Australia and have the
greatest appeal to international visitors. To illustrate, some interesting
images of regional food showcased across different states/regions are:
the modern cuisine and unique food prepared by the well-known
award-winning chef, Peter Gilmore, from The Quay Restaurant, Sydney;
traditional dishes crafted with smoked meats from Poachers' Pantry in
Canberra's rural region; fine dining meals using native/indigenous in-
gredients at Uluru; and unique local laneway dining in Melbourne.

Similarly, the stakeholders indicated that the food and cuisine cul-
tural dimension was of considerable importance in defining Australian
food and promoting regional food to tourists. Comparatively, stake-
holder survey results indicated room for improvement for the
Australian local food culture images, which need to be representative of
diverse cultural food to be more recognisable and attractive to tourists.

The other cultural image that was perceived as appealing to both
Tourism Australia and the stakeholders is that Australia offers ‘au-
thentic/exotic’ food using native ingredients such as kangaroo and
crocodile meat. As evidence to support stakeholder views, celebrity chef
Chad highlighted:

Australian Native ingredients like kangaroo and native bush foods are
totally unique on a global level. They are sustainable, free from additives
and provide a healthy and unique flavour. (Chad, Executive Chef in his
award-winning restaurant)

Other attributes that were the least important/appealing indicated
by the stakeholders, and which rarely featured in the video are speci-
fically: that ‘Australia offers a variety of halal, kosher, and vegetarian
dishes, codified by religion’, and its ‘food history, tradition and culture’,
indicating that these attributes were not the key emphases in promoting
Australian food.

Within the food and cuisine culture dimension, we have identified a
substantially incongruent image ‘Australia offers multicultural food and
cuisine’ which is neglected in the video. It was a great image that re-
presents Australian food and cuisine from the industry stakeholder
perspective, but was not used as effectively to represent Australian food
in the promotional video. In the video, the two scenes that best re-
flected the multicultural cuisine image were embedded in the cooking
scene featuring chef Peter Gilmore, who is famous for his innovative
Japanese–Chinese influenced fusion cuisine (Lewis, 2014). Another was
shot in the Melbourne laneway bar scene, where Asian dishes were
served to the diners. However, the stakeholders recognised that Aus-
tralia has evolved into a modern and multicultural food nation, and this
aspect has become the greatest appeal of the Australian food culture
dimension.

Since Australia is a multicultural country, the cuisine has a lot of in-
fluences from different countries which makes it more unique to
Australia. (Lily, Destination Marketer)

Australia has a very multicultural society and our cuisine has taken in-
fluences from many cultures. We also have a wide variety of native
produce and ingredients that are becoming more popular and giving our
modern innovative dishes a uniquely Australian Flavour. (Lenny, Food
Travel Filmmaker, Food Writer)

Australian cuisine has been very strong in innovation. Lots of new ideas
are popping up every year due to multiculturalism. (Eden, Food and
Beverage Provider)

4.2.3. Food and people
Three out of four attributes within the food and people dimension

generally resulted in congruence between Tourism Australia and the
stakeholders, as shown in Table 9. These attributes were revealed as
essential images to exhibit ‘hospitable and friendly locals’, and ‘well-
known and talented chefs’, Tourism Australia recognised that ‘people’ is
the core dimension that makes Australia a unique experience for tour-
ists. For instance, the video featured chefs showcasing their innovative
cuisine techniques in preparing fine dishes, a skilled barista showing
coffee art, a winemaker offering his knowledge for a wine tasting, and
locals welcoming tourists. The ‘people’ featured and communicated
Australia's local knowledge with a mix of locally influenced food, wine,
and coffee cultures.

Nevertheless, the ‘people’ aspect associated with ‘Australia's pres-
tigious food and cuisine which express the eating habits of a higher
social class' showed a difference of opinion between Tourism Australia
and the stakeholders. High-end dining experiences were incorporated
into different scenes in the video: namely, dining in an award-winning
restaurant, dining at a private al-fresco lunch in the countryside, eating
a private seafood lunch by the beach, shucking oysters fresh from the
ocean, and experiencing special fine dining on a remote desert sand
dune at Uluru. Although many stakeholders agreed that these are
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stunning, they were less supportive of the inclusion of these images as
representative of Australian food. Based on existing food tourism of-
ferings, stakeholders raised some concerns about the appeal/im-
portance, affordability and accessibility of these premium food ex-
periences for the tourist market:

These are all special experiences rather than regular experiences. This ad,
while beautiful and appealing, sets expectations very high. (Ava,
Consultant in Destination Promotion)

That experience is very exclusive! Only few people can experience this.
(Elaine, Destination Marketer)

Doesn't represent actual food experiences. (Brendon, Consultant)

I am not sure that people actually do sit in the ocean like that and eat
their food or in the desert but I could be wrong. (Gina, Coordinator of a
Tourism Attraction)

4.2.4. Food quality
The dimension of food quality, which is related to the ‘safety/hy-

giene’ and ‘delicious, colourful, aromatic and tasty’, ‘fresh produce’
attributes, was frequently projected in Tourism Australia's promotional
video and supported by the stakeholders as a highly attractive and
important image of Australian food. In the video, the images such as
fresh seafood, good food and wine served on the dining table, typically
reflected the premium quality of the regions, which connected to the
‘quality’ as ‘tasty’ and ‘fresh’, as presented in Table 9.

While the food quality is assured, the findings show that the per-
ceived cost of eating out is fairly expensive in Australia, pointed out by
the stakeholders and across the video. The images projected by Tourism
Australia are mostly expensive dining experiences in Australia, and
show that dining in Australia is not cheap, and implies that price is the
least important attribute. Similarly, ‘reasonable prices for dining out’ is
among the least important attributes that stakeholders associated with
Australian food. Below is evidence supported by stakeholders:

These experiences are all available, but at a high cost. (Ava, Consultant
in Destination Promotion)

It appears to be kind of ‘grand’ and upscale (expensive), but has not
brought viewers such as me to feel close and desiring [it]. (May,
Consultant in Destination Promotion)

The video shows an abundance of seafood. However, seafood in
Australia is very expensive and hardly abundant on restaurant menus
such as that shown in the video. (Bruce, Researcher of independent
restaurants in Australia)

The findings indicated that ‘light meals that are easily digestible’ has
a poor connection with Australian food image, and was not the em-
phasis in featuring Australian food in the video. However, this specific
quality attribute is relevant and relatively important to Asian food
destination branding in previous studies (Seo & Ryu, 2009; Seo & Yun,
2015), and yet overlooked by Tourism Australia.

4.2.5. Dining places/restaurants
Five out of eight images within dining places and restaurants show

congruence. In the video, the ‘variety of dining places’, and ‘dining
atmosphere with spectacular views’ were projected, and these attributes
were also identified as the most important and the strength of Australia
as a food destination by the stakeholders (see Table 9). The dining
places with remarkable views that star in the video, included Sydney
Harbour fine dining, a sunset seafood barbecue on Rottnest Island,
outdoor dining in a farmhouse with lush garden views, a private sea-
food lunch on a Whitsundays Island, dining under the stars at Uluru,
and bustling city centre dining in Melbourne. Another important at-
tribute related to dining places is the ‘friendly service personnel’, re-
velled by both parties.

One of the biggest perception gaps lies in the ‘farmers’ markets' and
‘street markets’ as important attractions. The stakeholders recognised
the images of farmers' markets and street markets as the best re-
presentation of local produce and culture. Unfortunately, these images
were not found in the video, thus they were identified as the least
important attributes from the Tourism Australia perspective.

4.2.6. Food activities
The study found the largest incongruence between the stakeholders

and Tourism Australia's promotional video to be under the dimension of
food-related activities (see Table 9). Stakeholders believed that food
activity offerings such as ‘festivals and events’, ‘food/gourmet tours for
cultural experiences’ and ‘cooking classes’ were relatively attractive and
important. However, these images were completely absent in the pro-
motional video; hence, identified as the least important attributes. A
stakeholder believed that food activities is a key attraction, and em-
braced “the accessibility to fresh food - such as farm stays, fishing expedi-
tions, strawberry picking, etc.”.

5. Discussion

The purpose of this study was foremost to theoretically identify and
define a set of relevant cognitive images that signify the country's food
and cuisine image, and in turn, assist food destinations to better com-
municate its image as a food and wine destination and encourage buy-

Fig. 2. Comparison of ranking of attributes between tourism Australia's video and stakeholders.
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ins from its internal stakeholders. The results revealed that the frame-
work of the cognitive image of food dimensions is useful in evaluating
the host's perspective of destination food image. The study identified
specific congruences and incongruences between how food and cuisine
as a destination attraction is promoted, and how internal stakeholders
within the destination perceive them. Understanding this perceptual
difference in destination food image is vital for the destination mar-
keters to address branding challenges, to build strategic alignment
amongst internal stakeholders, and to reach its highest potential in
branding.

5.1. Implications

Food branding of destinations has largely been driven by practi-
tioners, which, in part, has led to an urgent need for the conceptual and
theoretical development of the subject (Getz, Robinson, Andersson, &
Vujicic, 2014). The present study contributes to the literature on cog-
nitive image in food tourism branding. It does so by examining the
branding and promotion of food destinations through projected images.
The study discusses the relevance of destination food images that turn a
place into a culinary hub with specific food attributes that attract
tourists, and that signify local identity.

Consensus on the categorisation of food attributes for the purpose of
destination branding is absent. This has directly contributed to the
fragmented knowledge of the cognitive dimension of food image of a
destination. To address the conceptualisation of food image, we aligned
the various dimensions and indicators of food destination attractiveness
from the perspectives of both the host and the tourist into a compre-
hensive theoretical framework, which we then empirically tested. This
paper presents a review of current understanding of branding and
image concept regarding food destinations, and how food and cuisine
image can be measured in academic and industry practice. The results
of the current research reveal findings that have not previously been
identified in destination host food image studies. For instance, diverse
culture and food attractiveness are new findings that appeared to be the
most significant attributes that form the Australian food image. Also,
when comparing the authenticity of local food culture and cuisine
identity between Tourism Australia and the stakeholders, our model
revealed that the stakeholders made sense of their food identity through
current multicultural food scenes. The stakeholders construed images
unique to their land and geographical environment, and appeared to be
linking savvy farmers and fishermen to producing great local produce
or ingredients (see Fig. 2). In contrast, the images that Tourism Aus-
tralia created encompassed the notion of tourists-driven appeal and
were built around a sense of competition in global food tourism. The
marketers tended to position the destination through attractive and
sophisticated dining places, high-quality dining experiences, and un-
ique and exclusive local culture. This means that future scholars in-
vestigating food image congruency need to take a multi-dimensional
approach because the degree of incongruency varies substantially
across the dimensions. In other words, scholars need to considering
food not only as tourism resources (Smith & Xiao, 2008) but also food as
an identity from a host destination perspective (Lin et al., 2011). Re-
searchers would also need to make allowances in their studies to con-
sider the specific role of food that is limited to festivals (Blichfeldt &
Halkier, 2013; Lee & Arcodia, 2011), agricultural food produces (Che,
2006), or geographically-specific regional food heritage (Sims, 2009;
Tellström et al., 2006), as well as measuring a comprehensive list of
food attributes through the lens of host-tourist perceived cognitive
image.

This study also makes several methodological contributions to re-
search by using a perception gap measurement. This is the first em-
pirical study which systematically compares the congruence and in-
congruence of attributes within cognitive food image, between national
DMO and stakeholders. This paper presents an innovative approach to
food tourism research, triangulating different source data to investigate

the image and representation of Australia as a food destination. The
data were gathered from academic research, industry reports, Tourism
Australia's marketing campaign materials, as well as from industry
stakeholders' insights which they accumulated from their marketing
and industry experiences in promoting Australian food to international
tourism markets. This presents future scholars with avenues for utilising
the framework in food image studies in regard to the perception of host
perspectives as explored in the current study. In addition, results from
this study can be used to further develop a survey instrument for food
image study from a tourist perspective. The research team has begun
subsequent work to provide this complementary perspective. Our aim is
to empirically test the 40 attributes from this study on potential tourists
to Australia. In doing so, we hope to understand how their perceived
food and cuisine images of Australia influence visit intention. We intend
to report the findings in a separate publication.

From a managerial perspective, this study suggests that the assess-
ment of projected food image attributes used to attract international
tourists, is essential in host-destination branding studies. It is important
for marketers to identify, conserve and strengthen a destination's un-
ique identity. Ideally, the brand image communicated and promoted
has to be aligned between Tourism Australia and industry stakeholders
(Germov & Williams, 2008). Therefore, this research highlights the
importance of examination and communication of brand consistency by
DMOs. This particular study highlights the need to address the gaps in
attributes that are used in marketing and shaping destination food
image.

The key findings reveal two quite different dimensions of destina-
tion image appeal and the strategic alignment between DMO and sta-
keholder perceptions of Australian food image, and its importance
when branding Australia as a food destination. The results suggest that
there is a lack of consensus in defining Australian food culture among
the national DMO and stakeholders in the destination. For instance, the
‘multicultural food and cuisine’ characteristic of Australia was re-
cognised as the most appealing cultural dimension by the stakeholders.
Their views are supported by the analysis by Chang et al. (2011), which
shows that tourists who travelled to Australia appreciate the diverse
food cultures in Australia. However, this attribute was not effectively
used in image building by the DMO. Certainly, there is debate on using
multicultural cuisine attributes to market a country and its people.
Arguably, branding Australian cuisine as a reflection of its multi-ethnic
society, which may create a brand image that it represents the collec-
tive cuisine from all around the world, leads to an absence of exoticism
and authenticity for Australian food. Moreover, it is difficult for tourists
to form a clear image of Australia without specific characteristics. Yet,
it is necessary for Tourism Australia to re-define the meaning and value
of local food, local dishes, and cuisine, with a clear and desirable
Australian identity, taking into consideration stakeholders' perceptions.
Also, it is vital to consider that Australian food identity reflects its
history, and how it has evolved into a modern, culturally diverse so-
ciety. This unique food culture and identity should be conserved, and
the opportunity seized to explain the compelling past and present
stories, the heritage and modern cuisine image, to make sense of what
Australian food brand image is.

It is widely agreed that the strategy in branding food tourism, is in
the focus of heritage images, a more culturally aware approach where
foods are explicitly linked to their place of origin and local culture that
differentiates them from those of other competitors (Avieli, 2013;
Bessière, 2013; Everett, 2016). For example, although Singapore is a
melting pot of South-East Asian cuisine, and is renowned for a mix of
Chinese, Indian, Malay, and Indonesia dishes, it has successfully used
this mixture of cultures and traditions as Singaporean food (Henderson,
2014). Singaporean food features famous hawker food experiences with
a full range of local dishes at reasonable prices, such as chilli crab,
Hainanese chicken rice and satay (barbeque small pieces of meat on a
skewer and serve with peanut sauce). These foods reflecting food of
everyday life of the locals, have proven to successfully attract nearly 14
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million tourists visiting and tasting the destination food (Zimmer,
2015).

The conclusions reached in this study hold some interesting appli-
cations for Australia's tourism board and industry stakeholders in
branding destination food image. The findings will enable Tourism
Australia to build a more persuasive destination food image, with a
more cohesive image of the offerings. In projecting food images in a
campaign, particular attention should be paid to brand consistency. The
strategic use of promoting high-end experiences as unique selling points
has not been recognised by the industry stakeholders. More specifically,
the stakeholders raised a number of concerns about the ‘price value’
(affordability) of luxurious dining experiences and ‘easy accessibility’ to
dining places. These attributes were not explicitly used for measuring
host image building previously, but were definitely significant matters
for further investigation to ensure the tourism industry is competent to
fulfil marketing promises, and to avoid tourists' disappointment. The
types of images can affect the overall image formed and can create
appeal for tourists looking for information on a given destination. For
instance, Australia is advised to use images that convey positive ex-
periences in the destination, for example, night markets, street food,
and farmers' markets, which can evoke a sense of enjoyment that
tourists can experience first-hand (Silkes, 2012).

6. Conclusion

This study proposed different ways of looking at destination food
image from the perspectives of the national DMO and the industry
stakeholders. The present study fills a gap in the literature by devel-
oping a theoretical framework that provides a pragmatic basis to in-
vestigate the effectiveness of food image attributes used in promoting
food tourism, and to enable a more systematic approach to the selection
of food and wine strategies. This conceptualisation is significant,
especially when countries intend to build a favourable and distin-
guishable food and cuisine image into their branding strategy to attract
tourists.

Knowing how to identify and address these gaps efficiently would
take Australia one step closer to becoming a renowned food destination.
This study provides a tourism branding framework for destination
marketers and industries involved in food tourism activities. The result
is a valuable resource for tourism operators, destination marketers and
a myriad of businesses that are connected in some way to food tourism
in Australia, and for those who strive to reach Australia's potential as a
food destination.

This study has some limitations that need to be highlighted. With
reference to the marketing material used in analysing Tourism
Australia's effort in promoting Australia's food identity, the findings can
only be applicable to a specific projected image in a promotional video.
It is likely that only limited attributes can be included in the video, and
does not imply that Tourism Australia perceives other attributes as
unimportant, especially within the time constraint of a 3-min short
video. It would be useful to replicate this research using other food
promotional brochures, and campaign marketing activities. Another
shortcoming that needs to be addressed is the complex assessment of
food cuisine image in the video analysis against the different scale of
assessment used in the stakeholder survey. Future research could design
a same scale measurement to ensure a more comprehensive picture of
image evaluation.
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Do Food Image and Food Neophobia Affect Tourist Intention to 

Visit a Destination?: The Case of Australia 

 

Abstract  

This study examines the predictive power of cognitive and affective food image components 

on potential tourists in explaining their future behavioral intention. Using Chinese tourists’ 

perception of Australia as the context, the study adopted a multi-method approach 

incorporating desktop research, surveys of food tourism stakeholders, and quantitative testing 

of the model using survey data. We confirmed that (1) cognitive food image is a formative 

construct, (2) cognitive food image is a stronger predictor of intention than an affective 

image, and (3) the moderating effect of food neophobia highlights the need for destination 

image building strategy to be sensitive to tourists’ food-related personality traits. The findings 

validate a structural model that integrates food image and food neophobia theories to explain 

destination food image formation. It also offers a comprehensive formative measurement 

model of cognitive food image for future research.  

 

Keywords 

Destination food image, food tourism, food neophobia, potential Chinese tourist, structural 

equation modeling (SEM) 
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1. Introduction  

Food is a key factor in tourist holiday decision making. A recent survey found that 64% of 

tourists chose their next destination based on the options and appeal of local cuisines, foods 

and beverages (Travel Weekly 2018). It is therefore crucial to understand how people form 

their opinion and image of food destinations before the actual visit, to help identify specific 

image attributes that have the most significant impact on impressions of the place (Tasci, 

Gartner, and Tamer 2007, Kim et al. 2012).  

Destination image (DI) has been established in the literature as a perception of a 

destination as reflected in the quality of tourism offerings (e.g., attractions, shopping and 

dining facilities, entertainment, and accommodation). The associations with the image and 

their symbolic and experiential values are usually arranged in some meaningful way and held 

in tourists’ memories (Aaker 1991, Keller 1993, Cai 2002). The current modeling of 

antecedents of DI is built on the notion that image embraces both perception and emotional 

evaluations (Hunt 1971, Gunn 1972, Keller 1993). Destination image is measured as a 

multidimensional construct formed by cognitive and affective images toward various 

attributes of a destination (Baloglu and McCleary 1999) that consequently affect behavioral 

intention and destination choice (Gallarza, Saura, and Garcı́a 2002).  

Despite existing theoretical knowledge on the formation of DI, a piecemeal approach 

has often been taken to interpret the food dimensions that represent a place. As a result, 

empirical studies on destination food image (thereafter termed DFI or food image) are few 

and far between. In particular, indicators used for measuring food images vary considerably 

between studies in terms of the weight and meaning that are given to the dimensions of the 

examined food image. In recent years, there have been calls for research to develop a 

comprehensive destination food image model (Seo and Yun 2015, Lin, Pearson, and Cai 

2011).  
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Scholars have emphasized the need to create a measurement for cognitive food image 

and to determine its key dimensions (Lai, Khoo-Lattimore, and Wang 2017, Lin, Pearson, and 

Cai 2011, Williams, Williams Jr, and Omar 2014). In addition, there is a lack of consensus in 

cognitive food image measurement between tourist and host studies, and across different 

destinations (Sanchez-Cañizares and Castillo-Canalejo 2015, Seo and Yun 2015). Arguably, 

existing measures do not adequately capture what a destination has to offer, and 

consequently, hinder theory development due to the incomparability of findings on cognitive 

food image across studies.  

In an attempt to develop a more comprehensive food image model, it is pertinent to 

investigate the formative versus reflective nature of any destination image construct. 

Conventionally, cognitive image has been treated as a reflective construct. This is to say, 

indicators of a reflective construct are interchangeable and correlated, where the direction of 

causality is from construct to indicators (Diamantopoulos, Riefler, & Roth, 2008; Fornell & 

Bookstein, 1982; Hair, Hult, Ringle, & Sarstedt, 2017). Scholars have increasingly argued for 

cognitive image to be considered a formative construct given that the contributors to the 

cognitive food image, individual views of a destination, are likely to be determined by 

tourists’ beliefs and attitudes regarding a variety of destination attributes that are not 

necessarily correlated (Diamantopoulos et al., 2008; do Valle & Assaker, 2016; Kock, 

Josiassen, & Assaf, 2016). Conceptually, a formative construct denotes a construct that causes 

change, and leads to a change in measurement items (also known as formative measures or 

indicators). Until this study, there has been no empirical evidence to clarify the formative 

versus reflective nature of a destination image construct. 

Another gap in the food image literature lies in the incorporation of tourists’ feelings 

toward a food destination as emotional responses required to understand and predict the 

behavior of tourists, have not been established (Seo and Yun 2015, Stone et al. 2017). Finally, 
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food image research needs to explore the influence (or moderating role) of tourists’ food-

related personality traits on perceived food image prior to their decision to visit a food 

destination (Wu et al. 2016). While studies have investigated the role of personality traits, the 

focus has been on tourists’ actual consumption of local food during a trip, e.g., tourists’ 

attitudes towards novel food and their acceptance of foods based on actual dining experiences 

(Chang, Kivela, and Mak 2010), rather than understanding the influence of these personality 

traits in the process of pre-visit image formation.  

In response to these calls, and building on existing literature and qualitative insights, 

this study proposes a conceptual model of destination food image. The model was empirically 

tested using data collected through an online survey of potential Chinese tourists to Australia 

with regards to their perceptions of and attitudes toward Australia as a food tourism 

destination. In this study, we are interested in uncovering tourists’ perceptions about Australia 

as a food destination, which might in turn influence their intention to visit. Exploring 

perception can bring to light ideas and beliefs regarding food images that tourists have as a 

result of their awareness of a destination, which can affect how they see that destination. 

When perception becomes more ingrained, it forms an attitude that influences behavior. In 

other words, attitude is formed as a result of the perception and evaluation of the qualities 

associated with destination tourism offerings (Aaker, 1991; Keller, 1993).  

The specific objective was threefold: (1) to test a formative measure of cognitive food 

image and identify the key attributes and dimensions of food tourism in Chinese tourist 

perceptions; (2) to test a full model derived from destination image formation literature that 

predicts intentions to visit a food destination, and (3) to examine the role of food-related 

personality traits including food neophobia and novelty seeking in shaping the relationships 

between key constructs in the model. Theoretically, this work aims to enrich the body of 

knowledge of DFI by examining the multidimensional nature of the food image concept, both 
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through cognitive and affective evaluation, and also by investigating the relationship between 

tourists’ personality trait of food neophobia and the perceived image of destination food 

offerings.  

 Chinese tourism to Australia was chosen because of China’s growing significance as a 

market both for Australia, and globally. Worldwide, China has been the largest market and 

biggest tourism spender, spending US$261 billion in 2016, twice as much as that spent by 

other international tourists (World Tourism Organization 2017). It has been the largest market 

in terms of spending in Australia, contributing AUD$10.4 billion in 2017 (Tourism Australia 

2018). However, previous research has identified a gap between the perceived image of and 

actual experience with Australia as a food destination in the Chinese market (Tourism 

Australia 2014). Little is known about the causes of this perceptual gap. Further, to enhance 

competitiveness and to effectively capitalize on the growth of the Chinese market, Western-

oriented destinations need to adopt a more culturally sensitive approach to market destination 

for Chinese tourists (Becken and Scott 2016, Chang, Kivela, and Mak 2011, Wang and 

Davidson 2010). Practically, this study provides a timely guide to prioritize image 

improvement efforts based on what are most important to prospective Chinese tourists as part 

of marketing and promotional strategies.  
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2. Literature Review  

2.1 Destination image  

The literature on destination image (DI) emphasizes that image research seeks to audit 

current perceptions formed in the minds of tourists, and to identify specific image attributes 

that have the most significant impact on the impressions of a place (Tasci, Gartner, and Tamer 

2007). The concept of DI has long been gauged as critical to tourism development and 

destination marketing success due to its impact on both supply and demand aspects of 

marketing (Tasci and Gartner 2007). To the destination host, image is a key construct in 

destination positioning and promotion (Pike and Ryan 2004), and tourism resources (Sun, 

Ryan, and Pan 2015) and recognized as an expression of identity and personality (Ekinci and 

Hosany 2006). To the tourist, the image is a key construct in perceived attractiveness and 

quality, the destination selection process, and behavioral intention (Gallarza, Saura, and 

Garcı́a 2002, Prayag and Ryan 2012). The ultimate goal of analyzing DI is to help 

destinations to better articulate a destination marketing strategy by developing positive 

images and messaging that resonate with a target tourism market, and to create alignment 

between marketers, local businesses and tourists. 

To determine how tourists form opinions and ideas about a place, Gartner (1994) 

conceptualized the destination image formation model into three hierarchically interrelated 

components: cognitive, affective and conative. All three driver components are related to the 

attitudinal constructs consisting of: (1) cognitive image, which refers to a person’s 

knowledge, intellect, beliefs and perceptions about the attributes of a destination; (2) affective 

image, which involves a person’s feelings and emotions toward a destination; and (3) 

conative image, which is considered to be a behavioral intention component interpreting how 

attitude influences the way a person acts or behaves (Gartner 1993, O'Shaughnessy 1992). 

Scholars have employed Gartner’s (1994) model and provided empirical evidence of the 
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positive effect of perceived destination image (i.e., both the cognitive and affective 

constructs) on tourist conative-behavior responses, such as tourist satisfaction and loyalty 

(Chen and Phou 2013, Guzman-Parra, Vila-Oblitas, and Maqueda-Lafuente 2016, Prayag 

2009), and visit intention (Pike and Ryan 2004). Cognitive and affective images are often 

conceptualized as components of DI, for instance in studies by Martín and del Bosque (2008), 

and Molinillo et al. (2018). In contrast, several others scholars have proposed an image 

structure that emphasized the overall image component (either favorable or unfavorable) as a 

consequence of the cognitive and affective evaluation (Baloglu and McCleary 1999, Qu, 

Kim, and Im 2011, Papadimitriou, Kaplanidou, and Apostolopoulou 2018).  

In operationalizing DI, past studies typically conceptualized it as a reflective construct 

using methods such as Structural Equation Modeling (SEM). This convention has been 

challenged in recent years by marketing researchers who argue that the construct is 

theoretically formative but was misspecified as reflective (Diamantopoulos et al., 2008; 

Huang, Weiler, & Assaker, 2015). Their view was further supported by Kock et al. (2016) 

who assert that “an individual’s diverse destination associations can only be appropriately 

captured as a formative measure (p. 35)”. It is quite natural that tourists’ preferences for 

tourism offerings of a destination are a combination of different dimensions, e.g. 

environment, culture, people, quality, places and activities, which are not always interrelated. 

Thus, formative indicators (destination image attributes) are rather collective in forming the 

cognitive image construct. Accordingly, this study provides evidence for a formative 

cognitive food image construct and details the theoretical argument and empirical evidence in 

sections 3.1.1 and 4.3.2, respectively. 

 

 



85 

  

2.2 Destination food image  

Despite the increasing attention from researchers, there is a lack of consensus on the 

determinants of food image. Studies on food image take either a host or tourist perspective, 

and attempt to explain the complex nature of the food image as being socio-culturally 

constructed and varying across different stakeholders, e.g., host vs. guest (Sims 2009), and 

different market segments (Lertputtarak 2012, Kivela and Crotts 2006). Studies of destination 

food image from the host perspective have investigated food as a tourism resource (Smith and 

Xiao 2008), or as an identity of the destination (Lin, Pearson, and Cai 2011) from the 

perspective of attractive food festivals (Blichfeldt and Halkier 2013, Lee and Arcodia 2011), 

agricultural food produce (Che 2006), or geographically-specific regional food heritage (Sims 

2009, Tellström, Gustafsson, and Mossberg 2006).  

In tourist-image studies, food has been investigated as having both a functional and 

symbolic value for tourists, as a way of experiencing local food culture, regional cuisine, 

novel food, quality food, restaurants and activities relating to food festivals, events, tours and 

cooking classes. Table 1 provides a summary of tourist-image studies which suggest that the 

number of food attributes used in cognitive food image evaluation varies across studies. For 

instance, Sanchez-Cañizares and Castillo-Canalejo (2015) compared the local cuisines of 

Spain and Slovenia using seven attributes signifying the place’s traditional food, quality 

dishes, innovative dish, price value, service, dining atmosphere, and facilities. In contrast, 

Seo and Yun (2015) measured traditional Korean cuisine using 28 attributes in five 

dimensions: safety/quality, food attractiveness, health benefits, food culture and culinary art, 

to represent the national cuisine. 

Cognitive food image is an important construct in explaining tourists’ intention to 

visit a destination (Kim et al. 2012), and their satisfaction with their food and travel 

experiences (Sanchez-Cañizares and Castillo-Canalejo 2015, Peštek and Cinjarevic 2014). In 
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general, studies focused predominantly on cognitive food image, without considering the role 

of affective image (Björk and Kauppinen-Räisänen 2016, Sanchez-Cañizares and Castillo-

Canalejo 2015, Karim and Chi 2010), or they considered both cognitive and affective images 

without testing their subsequent effects on conative image (Seo and Yun 2015, Peštek and 

Cinjarevic 2014). Only one study, by Peštek and Cinjarevic (2014), tested the cognitive-

affective-conative model. However, their attributes focused heavily on cuisine and the 

cultural dimension, and other relevant aspects, i.e., dining places and the food environment, 

were not taken into account. They reported a positive relationship between cognitive and 

affective images, and satisfaction, and concluded that food image and satisfaction levels 

varied across different market segments. Instead of focusing on food and cuisine image, they 

also recommended measuring tourists’ emotions and exploring tourist food-related attitudes 

toward a destination.  

Questions have been raised about the relationship between cognitive and affective 

images, whether a food image is formed through individual beliefs, knowledge, and thoughts 

(cognitive-based image) or by emotion (i.e. affective-based image) (Lai, Khoo-Lattimore, & 

Wang, 2017). Also, it is not clear whether the relationship varies across different groups, 

between high- and low-neophobia groups. An understanding of the relationship is critical 

because it points to image projection strategies that need to be tailored for different market 

segments, through identifying the influence of cognitive and emotional appeals on decision 

making that drive visitation. Together, these studies outline that there is an absence of 

comprehensive models that consider all image components, i.e., cognitive, affective, and 

conative images of food in destinations. 
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Table 1. Summary of Destination Food Image Studies from the Tourists’ Perspectives 

Author 

(year) 

 

Aims  Research 

Instrument 

Statistical 

Analysis 

Determinants and measurement of Destination 

Food Image (DFI) 

Contributions / Limitation 

 

CFI AFI INT  

Björk and 

Kauppinen-

Räisänen 

(2016) 

Finnish food: 

Examined 

determinants of local 

food image amongst 

different type of food 

tourists.  

 

Testing:  

Cognitive component  

 

– CFI 

 

Survey – 

local/domest

ic tourists. 

(n=158) 

(i) 

ANOVA, 

mean score 

Cognitive  

(17 indicators) 

 

3 dimensions: 

- food culture 

- novel food 

- dining places 

 

- Not tested - Not tested - Measured DFI from the local/domestic 

tourist perspectives. 

- CFI evaluation focused on local food and 

restaurants.  

- Identified three segments of food tourist 

behavior based on their perceived 

importance of food experiences.  

 

Limitation: 

- Only CFI construct is measured, and 

limited to food culture and dining place 

dimensions, understanding of destination 

food image is questionable. 

 

Seo and Yun 

(2015) 

Korean food: 

Developed and 

validated measurement 

scale for DFI.  

 

Testing:  

Cognitive–affective 

components 

 

– CFI and AFI 

 

  

Focus 

group –  

expatriates 

who live in 

Korea 

(n=19) 

 

(i) 

Thematic 

analysis 

Cognitive  

(28 indicators) 

 

5 dimensions: 

- safety/quality 

- attractiveness 

- health benefit 

- food culture 

- culinary arts 

  

 

Affective 

(5 indicators)  

 

- contended 

- fulfilled  

- pleasant 

- enjoyable 

- exciting 

- Not tested - Proposed measurement model of DFI 

- Evaluating CFI using 5-dimensions 

derived from international participants.   

- Integrated AFI evaluation in the model. 

- Identified nationality as a construct 

influencing DFI.   

 

Limitation:  

- Attributes evaluating food culture 

constructs are unique to traditional 

Korean cuisine characteristics, possibly 

irrelevant for other destination cuisines. 

- The CFI dimensions were limited to food 

culture and food quality, lack of reflection 

of others’ food tourism offerings, e.g., 

dining places, people, food activities. 

Survey – 

international 

tourists 

American, 

Japanese, 

and Chinese 

(post visit).  

(n=357) 

 

(ii) EFA  

 

(iii) CFA 

 

Sanchez-

Cañizares 

Spanish and 

Slovenian foods: 

Survey – 

both 

(i) 

ANOVA, 

Cognitive  

(7 indicators) 

- Not tested Conative 

(2 indicators) 

- Evaluating CFI through an economic 

approach, comparing competitiveness and 
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and Castillo-

Canalejo 

(2015) 

Compared the 

influences of two 

destinations’ food 

images on tourist 

motivation, willingness 

to pay for local food 

and wine, and 

satisfaction with their 

visit.  

 

Testing:  

Cognitive–conative 

components 

 

Hypothesis 1:  

CFI → SAT 

 

domestic 

and 

international 

tourists who 

had visited 

the 

destination.   

(n=392) 

mean score 

 

(ii) t-test 

 

(iii) 

multiple 

regression  

 

- traditional 

food 

- service 

- quality dishes 

- atmosphere  

- facilities 

- price 

- innovative 

dish 

 

 

- Satisfaction 

with 

gastronomy 

experiences 

 

- Willingness 

to pay more 

for local 

cuisine 

strength between two destinations.  

- Confirmed high correlation between CFI 

and satisfaction.  

- Identified well-known or recognizable 

cuisine is the key attributes to attract 

tourists, and local cuisine is the attribute 

tourists valued.  

 

Limitation:  

- Few items to measure CFI, limited 

measurement and basic understanding of 

food tourism offerings.  

- Mixing both domestic and international 

tourists in a survey makes it difficult to 

explain the level of knowledge, familiarity 

and importance of local food image. 

- Affective food image was not evaluated.    

 

Peštek and 

Cinjarevic 

(2014) 

Bosnian food: 

Explored the 

underlying dimensions 

of local cuisine image, 

as perceived by 

tourists. 

 

Testing:  

Cognitive–affective–

conative components  

 

Hypothesis 1:  

CFI → AFI → OFI 

 

Hypothesis 2:  

CFI → SAT 

 

Survey –  

international 

tourists who 

had visited 

the 

destination 

and tasted 

the local 

cuisine 

(n=402) 

(i) EFA  

 

(ii) CFA 

 

(iii) 

Multiple 

regression 

 

Cognitive  

(11 indicators) 

 

3 dimensions: 

- uniqueness 

and  

cultural heritage  

- quality and 

price 

- nutrition and 

health 

 

 

Affective 

(4 

indicators)  

 

- exciting 

- arousing 

- pleasant 

- relaxing 

 

 

Conative 

(3 indicators) 

 

- Satisfaction 

with food 

experiences 

 

- Perceived 

value and 

expectations 

 

- Perceived 

enjoyment 

 

- Conceptualized DFI as multidimensional 

construct formed by tourists’ cognitive 

and affective evaluations.  

- Proposed CFI attributes that are largely 

relevant to the cuisine attributes of other 

destinations. Attributes related to local 

cuisine and culture as verified by local 

chefs. 

- Found positive relationship between DFI 

and satisfaction. 

- Identified perceived image of local cuisine 

and level of satisfaction vary across 

tourists from different European regions.   

- Tested full model of DFI 

 

Limitation:  

- The dimension of CFI is limited to local 

cuisine image. Lack of examination of 

other aspects of food tourism, e.g., people, 

dining places, food environment, and 
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activities.  

 

Lertputtarak 

(2012) 

Thai food:  

Investigated the 

relationship between 

food image and 

intention to revisit.  

 

Testing:  

Cognitive–conative 

components 

 

Hypothesis 1:  

CFI → INT 

 

Survey –  

international 

tourists who 

had visited 

the 

destination 

and tried the 

local cuisine 

(n=476) 

(i) mean 

score 

 

(ii) 

multiple 

regression  

Cognitive  

(19 items) 

 

2 dimensions: 

- food image 

- restaurant 

image 

- Not tested Conative 

 

- Intention to  

re-visit 

 

- Conceptualized DFI as a single-

dimensional construct formed by tourists’ 

cognitive evaluations.  

- Proposed CFI focused on food and 

restaurant dimensions.  

- Found a positive relationship between 

CFI and re-visit intention. 

 

Limitation:  

- The dimension of CFI is limited to local 

cuisine image. Lack of examination of 

other aspects of food tourism, e.g., people, 

dining places, food environment, and 

activities.  

 

Kim et al. 

(2012) 

Korean food: 

Examined the impact 

of a Korean Cuisine 

drama on potential 

Chinese tourists’ 

perceptions of food 

image, and intention to 

visit.  

 

Testing:  

Hypothesis 1:  

CFI → OFI → INT 

Hypothesis 2:  

CFI → INT 

Hypothesis 3:  

OFI → INT 

 

Survey –  

Chinese 

residents 

who live in 

Shanghai 

and Beijing, 

and who 

dined at 

Korean 

restaurants  

(n=577) 

 

   

(i) EFA  

 

(ii) CFA 

 

(iii) SEM 

 

Cognitive  

(12 items) 

 

3 dimensions: 

- health menu 

- food culture 

- 

variety/harmony 

 

- Not tested Conative 

 

- Intention to  

visit 

 

- Measured CFI based on a Korean Cuisine 

drama, and provided insights into 

storytelling for food tourism branding.    

- Tested overall food image of a destination 

(OFI) as a mediator for image formation 

and visit intention. 

 

- Limitation:  

- CFI items focused on few characteristics 

of Korean cuisine, lack of examination of 

other aspects of food attributes. 

- Affective food image was not evaluated.  

Note: CFI=Cognitive food image, AFI=Affective food image, OFI=Overall destination food image, INT=Intention, SAT=Satisfaction, EFA=Exploratory factor analysis, 

CFA=Confirmatory factor analysis, SEM=Structural equation modeling
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More recently Lai et al. (2017) sought to synthesize the host and tourist perspectives to 

develop a conceptual narrative relating to food and cuisine image formation and role. Their 

research considered 21 key studies and argued that food image was perceived differently by 

tourists and hosts, and therefore, indicators and constructs used to measure food image were 

inconsistent. For instance, provenance/origin of food, farming, fishery, and food festival were 

found to be prominent attributes in host image studies (Che 2006, Lee and Arcodia 2011), but 

not many tourist-oriented studies tested these attributes. In contrast, attributes that are 

important to tourists were not discussed in the host studies, such as diverse culture cuisines, 

food attractiveness, and variety of restaurants (Lertputtarak 2012, Chang, Kivela, and Mak 

2011, Seo and Yun 2015).  Lai et al. (2017) also reported that evaluations of food image were 

mainly cognitive, and focused upon 40 attributes of food imagery, categorized into six 

dimensions based on the nature of food tourism, i.e., food environment, food and cuisine 

culture, people, quality, dining places, and food-related activities (see Table 2 for a 

summary).  

 

Table 2. Cognitive Image of Food in Destination (Extracted from Lai, Khoo-Lattimore, and 

Wang 2017) 

Dimension  Definition References 

Place and 

geographic 

environment 

This dimension indicates the source of food and the variations of 

climate, growing seasons, topography and soil that impact crops 

cultivation, fishery and livestock production.   

 

(Hjalager and 

Corigliano 2000, 

Lin, Pearson, and 

Cai 2011, 

Bessière 2013). 

Food and 

cuisine culture 

This dimension characterizes food as a cultural element, along with 

local culture, history/heritage, customs, religion, ethnicity, 

uniqueness of local cuisine and dishes, aesthetic appeal, 

authenticity and fashionable eating experiences.   

 

(Chang, Kivela, 

and Mak 2011, 

Lertputtarak 

2012). 

Food and 

people 

This dimension consists of social attributes that connect people to 

their culture and ethnic groups through similar food-related patterns 

or lifestyle.   

 

(Lin 2009, 

Frochot 2003). 

Food quality This dimension is concerned with hygiene and the functional value 

of food, which includes sensory qualities (e.g., taste, appearance, 

smell, freshness and texture), promised quality, price value, food 

safety, health and nutrition, and quality food labelling standards. 

(Seo and Yun 

2015, Peštek and 

Cinjarevic 2014, 

Lin, Pearson, and 
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 Cai 2011). 

Dining places/ 

restaurants 

This dimension comprises situational factors of a food 

environment, such as variety of dining options (e.g., restaurants, 

farmers’ markets, street markets), attractiveness of dining places 

(e.g., atmosphere, friendly service, and easy access to 

place/location and information).   

 

(Karim and Chi 

2010, Smith and 

Xiao 2008). 

Food activities This dimension refers to food tours, cooking classes, food festivals 

and events that are offered at destinations  

 

(Smith and Xiao 

2008, Lin, 

Pearson, and Cai 

2011). 

 

This study focuses on the conceptualization of food image, building on image 

formation literature. Accordingly, two competing models have been tested: the (1) Gartner 

(1994) model, which shows a consensus about the cognitive-affective-conative image 

formation process, and (2) Baloglu and McCleary's (1999) model, which hypothesized the 

overall image of food destination as a mediator. However, preliminary empirical results from 

this study show that the latter model was inferior to the former, and the effect of the overall 

image was not significant, which contradicts the theoretical argument for, and the findings in 

previous studies of a positive effect of overall image on conative behavior (Peštek and 

Cinjarevic 2014, Kim et al. 2012). Thus, this paper will focus on a model (below) which 

builds on Gartner’s (1994) conceptual variables design suggesting that food image is both 

cognitively and affectively constructed, and highlights model’s impact on tourist behavior. 

The framework posits: 

 

Hypothesis 1: Cognitive food image is positively related to affective food image  

Hypothesis 2: Affective food image is positively related to visit intention  

Hypothesis 3: Cognitive food image is positively related to visit intention 
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2.3 Food neophobia as a tourist personality trait 

The food tourism literature suggests that tourists’ personality traits play a critical role in their 

food-related decisions, perceptions and attitudes toward food destinations (Getz et al. 2014, 

Peštek and Cinjarevic 2014, Seo and Yun 2015). Studies of food-related personality traits 

tend to focus on the effect of these traits on tourists’ interest, motivation, and participation in 

destination food-related activities (Kim, Eves, and Scarles 2013, Mak et al. 2017, Wu et al. 

2016). To many tourists, eating local food is a way of experiencing the culture, traditions and 

innovations of the local people (Boniface 2003). However, not all tourists consider food as an 

attraction, instead it may be viewed as an unfamiliar construct that impedes a positive 

experience in a culturally unfamiliar setting (Cohen and Avieli 2004). 

The concept of food neophobia has been researched extensively since Rozin's (1976) 

investigation of people’s contradictory attitudes toward new food. Since then, it has been 

treated as a personality trait in the fields of psychology/sociology (Muhammad et al. 2016, 

Rozin 1996, Pliner and Hobden 1992, Siegrist, Hartmann, and Keller 2013), health science 

(Helland et al. 2017, Hwang and Lin 2010), and tourism (Ji et al. 2016, Kim, Suh, and Eves 

2010, Mak et al. 2017). Likewise, when applied to tourism industry, people desire to try food 

from around the world and want to create their holiday memories based on food. Yet, 

ambivalence toward unfamiliar foreign cuisine can also be linked to personality traits.  

 Evidence suggests that tourist personality traits toward destination food and cuisine is 

usually shaped by two contrasting personality traits, i.e., food neophobia and novelty seeking 

(Chang, Kivela, and Mak 2010, Ji et al. 2016). High food neophobia refers to an irrational 

fear or dislike of anything new, individuals who are neophobic tend to avoid exotic, unknown 

or novel food, or have a low familiarity with foreign cuisine (Fischler 1988, Mak et al. 2017). 

In contrast, low food neophobia denotes novelty-seeking (neophilia) individuals (neophiles) 

who enjoy food, are willing to try new food and relate to food experience as an essential part 



93 

  

of life, and usually have a broader food knowledge (Getz et al. 2014, Mak et al. 2017). These 

personality traits have been found to correlate strongly with a tourist’s internal instincts, 

values and beliefs, which are shaped by culture and personal experience (Rozin 1976, 

Ritchey et al. 2003). Consistent with this conceptualization, in this study, the term food 

neophobia is regarded as a tourist’s personality traits (or psychological responses) that gives 

rise to individual ways of acting and thinking with regard to destination food. 

Researchers have called further attention to the concept of food neophobia because it 

plays a vital role in moderating tourists’ food-related decisions. Empirical studies have found 

that tourists with high food neophobia tend to have negative beliefs and attitudes toward local 

food consumption, have a high level of concerns for food safety, and are unfamiliarity with 

the host culture, and the dining etiquette (Chang, Kivela, and Mak 2011, Wu et al. 2016). In a 

focus group study of Chinese tourist dining behavior in Australia, (Chang, Kivela, and Mak 

2010)) found that those who have low food neophobia would like to sample local Australian 

food and cuisine. Kim, Suh, and Eves (2010) argued that food neophobia could exert a 

negative moderating effect on tourist motives to attend destination food events and festivals. 

These perspectives give rise to whether there are potential differences between visitors with 

high neophobia as opposed to those with low neophobia in their views of food image before 

visiting a place, and to how their perceptions of a food destination are formed. Therefore, 

food neophobia should be considered in the study of destination food image.  
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3. Methods  

This study adopted a sequential multi-method approach to develop a research instrument and 

collect empirical data in two phases. The first phase involved a survey of food tourism 

stakeholders. The second phase consisted of a quantitative survey of prospective Chinese 

tourists (see Figure 1).  

 

 

 

3.1 Stakeholder survey and results 

The purpose of the stakeholder survey was two-fold: (1) to assess the attributes derived from 

the literature and their applicability to food tourism in Australia, and (2) to seek further 

insight into potential moderators of food image formation for Australia as a food destination 

for the Chinese market. These components were critical as they informed the quantitative 

survey that followed. The survey was semi-structured with closed and open questions which 

required stakeholders to rate the importance of the 40 attributes used in promoting Australia’s 

food in tourism, and comment on the uniqueness and identity of Australia as a food 

destination, as well as the perceptions and food-related behavior of Chinese travelers. 

Eighteen industry stakeholders participated through an online survey. The stakeholders were 
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Figure 1. Sequential multi-method approach  
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recruited through an expert sampling method and included specialists who were directly or 

indirectly involved in planning Australia’s food and wine campaign. Those most directly 

involved included the tourism consultants who write the food and wine tourism strategy for 

Tourism Australia, the chefs who play the role of ambassadors of Australia’s food tourism, 

and destination marketers who promote and encourage corporate travelers from China to 

choose Australia as their preferred destination. Stakeholders who were indirectly involved 

were chefs, food and beverage operators who provide Australian food experiences in 

restaurants and promote food through the tourism chain.  

 Answers to the closed questions were analyzed using simple descriptive statistics 

of mean scores, and qualitative comments were thematically analyzed using Nvivo. Data 

derived from stakeholders confirmed the relevance of the food destination attributes 

identified in Phase 1 with the mean score for the 40 attributes ranging from 4.53 to 6.59 out 

of 7, although their perceptions of the relative importance of the attributes varied to some 

extent (see Appendix 3). In addition, when stakeholders were asked to describe the key 

challenges in marketing Australian food and cuisine to the Chinese tourist market, food 

neophobia emerged as an important factor that influenced Chinese tourists’ food-related 

behavior. Below is evidence provided by stakeholders:  

 

Chinese people like comfortable surroundings and tastes that they are used to, such as 

Chinese food using a Chinese method of cooking (Chris, Food and Beverage 

Provider). 

 

The Chinese tourist likes to eat mainly Asian meals in their trip to Australia. They 

even prefer to taste Australian fresh seafood in a Chinese restaurant (Gina, 

Coordinator of a Tourism Attraction). 
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Chinese FIT (free independent traveler) tourists seem to be easier as they are more 

open to trying new things. My opinion is that mass Chinese tourists are less inclined 

to try new things or have an open mind (Bruce, Researcher of Independent 

Restaurants in Australia). 

 

Based on the stakeholder survey results (Phase 1), we proposed the following conceptual 

model (Figure 3). The model shows that tourist behavioral intention (INT) evolves and forms 

from the interaction between the cognitive food image (CFI) and affective food image (AFI) 

constructs. It suggests that the CFI directly influences intention to visit Australia as a food 

destination, and also has an effect on the AFI. Further, we hypothesized (H4) that food 

neophobia moderates the set of relationships between cognitive, affective and visit intention, 

differing between high or low food neophobia levels. 

 

Hypothesis 4:  Food neophobia moderates the relationships between cognitive, affective 

and visit intention 
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3.1.1 Cognitive food image as a formative measurement 

As discussed in the introduction and shown in Figure 2 below, formative indicators are 

manifested by the construct, which are combined to cause or to form the same construct. 

Hence, direction of causality is from indicators to construct (Coltman, Devinney, Midgley, & 

Venaik, 2008).  

 

Reflective Indicators (Effect Model)  Formative Indicators (Causal Model) 

 

 

 

 

 

  

Figure 2. Reflective and Formative Measurement Model (adapted from Hair, Hult, Ringle, & 

Sarstedt, 2017) 

 

We assessed the formative model of cognitive food image from theoretical and empirical 

perspectives using the frameworks suggested by Coltman et al. (2008) and Hair, Hult, Ringle, 

and Sarstedt (2017) which emphasize three criteria: nature of the construct, direction of 

causality and characteristics of indicators. First, regarding its nature, the cognitive construct 

is formed from multiple food dimensions and attributes in which indicators are treated as 

causes of the latent construct. The cognitive component of food builds upon a great variety of 

destination aspects such as the environment, socio-cultural identity, and experiential 

dimensions of food tourism, which collectively determine the tourist’s image of a destination 

and its food tourism, subsequently influencing their choice of food experience (Getz et al. 

2014, Frochot 2003, Long 2004, Boniface 2003). Tourists’ perceptions of a destination or its 
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food and cuisine can be perceived as a positive, negative, or neutral idea (Getz, Robinson, 

Andersson, & Vujicic, 2014). These perceptual images can shape their sense of reality, which 

then drives attitude and behavior, and impacts on decision making. Arguably, removing any 

of these dimensions would change the conceptual interpretation of food tourism 

characteristics.  

Second, in terms of the direction of causality, as we previously argued (see Figure 2), 

a more logical approach is to view the multidimensional food attributes as forming tourists’ 

image perceptions and intentions, rather than the other way around. Indeed, a successful food 

destination attracts tourists through differentiating its characteristics from other competing 

destinations around the world. 

Third, regarding the characteristics of indicators, the cognitive food image consists of 

functional and symbolic attributes which represent the tangible and intangible dimensions of 

food of a place. Hence, these attributes contribute differently to forming their underlying 

construct, suggesting that indicators used to measure the cognitive construct are not 

interchangeable, and need not share a common theme (Coltman et al., 2008, do Valle and 

Assaker 2016, Fornell and Bookstein 1982). For example, the three indicators typically used 

to measure food-related activities are food/gourmet tours, cooking classes, and food festivals 

and events. As suggested by Getz et al. (2015), and Y. G. Kim et al., (2010), while these 

indicators may be combined to make up a cognitive construct, they vary greatly and are not 

interchangeable. The relationship between them is formative, and does not assume any direct 

effect as each may exhibit a different behavioral pattern given that tourists have different 

preferences and interests in food-related activities/experiences.  

Furthermore, the list of cognitive food destination indicators was derived from the 

literature from both consumer and stakeholder perspectives. Whilst consumer related 

indicators have been empirically tested, those related to the stakeholders have not and their 
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generalizability is unclear. In addition, Australia has not been extensively investigated as a 

food tourism destination and Chinese travelers have not been traditionally regarded as a 

promising segment for food tourism. Therefore, the aforementioned theoretical rationale and 

stakeholders’ expert opinions were the subjects of our first examination of the validity of 

formative indicators for testing the cognitive food image construct. Our empirical 

considerations are presented in section 4.3.2. 

 

3.1.2 Affective and conative food image as a reflective measurement 

This study follows the reflective model (Sparks 2007, Seo and Yun 2015, Pike and Ryan 

2004) in operationalizing the affective and conative measures in social science literature 

where these image components were treated as independent measures with well-tested 

measurement scales. 

 

Figure 3. Research model for Destination Food Image (DFI) 
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3.2 Quantitative survey  

In phase 3, we conducted an online questionnaire survey. The sampling frame included 

prospective Chinese travelers who had not visited Australia. The survey followed Tourism 

Australia’s current target market strategy to focus on the middle and upper-middle class 

earners who live in China’s most prominent cities (Tourism Australia, 2016). Access to the 

sample was through Qualtrics’ well-established research panel which delivered the sample 

based on a set of criteria set by the research team: (1) equal distribution across genders, and 

(2) equal distribution across the three main cities of mainland China, i.e., Shanghai, Beijing, 

and Guangzhou which currently represent about 45.5% of total Chinese visitors to Australia 

(Tourism Australia 2018). 

 

3.2.1 Questionnaire and measurement scales 

The questionnaire included five sections on cognitive image (40 items); affective image (8 

items); intention (5 items), food neophobia personality trait (6 items); and tourists’ socio-

demographic profile and travel characteristics. The tourists’ socio-demographic data were 

measured with structured items based on possible answers provided, while all other items 

were measured using a Likert scale (1 = Strongly disagree to 7 = Strongly agree). See 

Appendix 1 for a full list of measurement scales. 

 

Cognitive food image (CFI): As described earlier, CFI was operationalized through 

40 attributes of food images classified into six dimensions: (1) place and geographic 

environment; (2) food and cuisine culture; (3) food and people; (4) food quality; (5) dining 

places/restaurants; and (6) food activities. The measures were built upon the work of Lai et al. 

(2017), with further empirical support from the stakeholders described earlier (see Appendix 

1).  
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Affective food image (AFI): The study was derived from an 8-item measure of AFI 

from existing literature based primarily on the pleasure, arousal and dominance (PAD) model 

and anticipated affective attitude in line with the theory of planned behavior (TPB). The sub-

set items adopted from the PAD comprised ‘excited, satisfied, aroused’ (Sparks 2007), and we 

added ‘relaxed’, an expression that is often used to describe dining experiences in Australia 

(Tourism Australia 2017). Items adopted from TPB’s affective attitude included ‘enjoyable, 

good, fun, pleasant’ (Sparks and Pan 2009, Seo and Yun 2015).  

Conative food image/Intention (INT): INT was operationalized as potential tourists’ 

future behavioral intention, measured using five indicators of participants’ stated intent to 

visit Australia as a food tourism destination and their recommendation behaviors. The 

timeframe used in the prediction of visit intention was ‘the next 24 months’ considering that 

overseas travel is likely to occur once every two years, as identified by Sparks (2007) for the 

Chinese market. 

Food neophobia: Six food neophobia items were replicated from the work of Kim et 

al. (2010) to measure the construct as a personality trait.  

 

3.2.2 Procedure 

The questionnaire was constructed in English and translated into Chinese by the first author. 

To ensure accuracy, grammatical correctness, and sensitivity to cultural variation, the survey 

was reviewed by six bilingual tourism scholars who are native Chinese speakers. Several 

issues were addressed, such as maintaining the intended meaning of the questions, and 

matching the semantic content and structure across languages in both question and answer 

scales. We also included one “attention check” in the survey to identify unengaged responses. 

A pre-test was conducted with 40 respondents (April 2017) for readability and clarity. This 

pre-test led to a few minor revisions to the questionnaire. Full data collection took a month 
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and was completed in May 2017. The survey returned a total of 522 completed 

questionnaires. Two cases were eliminated due to unengaged responses, and low length of 

completion time. Due to the sensitiveness of PLS to the effect of outliers, we did remove 

outliers based on inspections of boxplot, univariate and multivariate analysis. The procedure 

resulted in the removal of 20 responses, and yielded a sample of 500 valid responses for data 

analysis.  
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4. Results  

4.1 Demographic profile  

Table 3 presents full profiles. There was a relatively even distribution across gender, with 

almost same number of respondents from each city. The majority of respondents were 

married (80%). Respondents tended to fall in the young (45%) to middle age groups (44%). 

The sample was skewed toward highly educated Chinese with 72% having completed a 

bachelor’s degree, and more than 50% of respondents reporting monthly household incomes 

above Chinese Yuan ¥16000 (approximately USD $2,530).  

 

Table 3. Profile of Survey Respondents 

 Frequency 

(N=520) 

Percent 

(%) 

  Frequency 

(N=520) 

Percent 

(%) 

Gender    Marital   

Male 244 48.8%  Married 400 80.0% 

Female 256 51.2%  Never married 

 

100 20.0% 

City    Child   

Beijing 167 33.4%  None 128 25.6% 

Shanghai 169 33.8%      

Guangzhou 164 32.8%  

 

   

Age    Qualification   

+18-29 225 46.1%  High school graduate 3 0.6% 

30-39 222 43.7%  College  14 2.8% 

40-49 23 4.6%  Bachelor's degree 360 72.0% 

50-60 30 5.6%  Master's degree 105 21.0% 

    Doctoral degree 

 

18 3.8% 

Income (monthly)    Employment   

¥8000 - ¥16,000 217 43.4%  Working full time  464 92.8% 

¥16,001 - ¥25,000 117 23.4%  Working (self-employed) 21 4.2% 

¥25,001 - ¥40,000 108 21.6%  Part-time/Casual 5 1.0% 

More than ¥40,001 58 11.6%     

       

 

4.2 Partial Least Squares Structural Equation Modeling (PLS-SEM) 

We used the partial least squares (PLS) regression method to analyze the data in a structural 

equation model (SEM) using SmartPLS version 3 software. The traditional covariance-based 

SEM (CB-SEM) method requires the model to be identified before it can converge (Sarstedt 
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et al. 2016). However, in the preliminary analysis of the normality of data using the SPSS 

Kolmogorov-Smirnov test (KS test), the results suggested that our data set was not normally 

distributed across all the variables (p-value < 0.001). Furthermore, the proposed destination 

food image model investigation was to some extent both exploratory and confirmatory, since 

it involved some indicators of known and many other indicators of unknown composition 

(i.e., have never been empirically validated). Therefore, the traditional SEM method was not 

deemed appropriate (Sarstedt et al. 2016, Hair, Hult, Ringle, Sarstedt, et al. 2017), and PLS-

SEM was used to analyse the data for predicting the key target construct, and testing the 

causal relationships between constructs using both reflective (consequent) and formative 

(causal) outer model evaluation (Lowry and Gaskin 2014, Diamantopoulos and Winklhofer 

2001, do Valle and Assaker 2016).  

We used a two-stage method to build a second-order model formative construct (or 

hierarchical component model) to reduce model complexity (van Riel et al. 2017). First, we 

assessed the validity of the first-order models, the formative construct, cognitive food image 

(CFI), and also the reliability and validity of the two reflective constructs: affective food 

image (AFI) and intention (INT) (see Appendix 2). We also tested the second-order model 

using the latent construct composite scores of the first-order constructs of CFI and evaluated 

the validity of the second-order structure CFI. Lastly, ‘assessed the structural model and 

performed multi-group analysis to investigate the moderating effect of food neophobia. 

 

4.3 Measurement model (Outer model) 

4.3.1 Reflective measurement model 

AFI and INT were measured as reflective constructs and in the reflective measurement 

model, we confirmed their reliability and validity, at both the individual indicator (i.e., 

convergent validity) and construct levels (i.e., discriminant validity) (see Table 4). Mean 
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values of AFI (6.206) and INT (6.069) suggested positive evaluation of these constructs by 

Chinese tourists. The evaluation of the individual reliability of each indicator was based on 

factor loadings above 0.70, and a bootstrapping significance test estimated from 5,000 

subsamples, as recommended by Hair, Hult, Ringle, and Sarstedt (2017). Results showed that 

all the five outer loadings of the INT construct were well above the threshold value. Four AFI 

outer loadings were slightly below the critical value with the lowest indicator reliability being 

0.642. We deemed this acceptable as the application of these indicators in food tourism 

research was new, as guided by outer loading relevant testing (Hair, Hult, Ringle, and 

Sarstedt 2017, 114). Furthermore, results from the bootstrapping test showed a high level of 

significance for all loadings, suggesting that all indicators significantly reflected their 

underlying constructs, and indicating high reliability for the indicators.  

The Cronbach’s alpha for both the AFI and INT constructs was higher than the 

threshold of 0.70. The average variance extracted (AVE) values for AFI and INT constructs 

exceeded the threshold value of 0.50. Composite reliability for the two constructs was 0.893 

and 0.896, both above the threshold of 0.70, indicating their reliability (Fornell and Larcker 

1981).  

 

Table 4. Reflective Measurement Model Assessment  

 
Constructs Indicators  Outer 

loadings 

t-value α CR AVE R2 

Affective 

food image 

(AFI) 

 

(M = 6.206) 

Excited 0.699*** 29.472 0.863 

 

 

0.893 

 

 

0.511 

 

 

0.528 

Satisfied 0.731*** 30.884 

Aroused 0.642*** 23.540 

Enjoyable 0.737*** 31.537 

Fun 0.753*** 36.354 

Pleasant 0.765*** 35.684 

Good 0.698*** 26.154 

Relax 0.686*** 25.895 

 

Intention  

(INT) 

 

(M = 6.069) 

 

I intend to choose Australia as a 

food destination in the near 

future.  

 

0.795*** 

 

41.485 

 

0.856 

 

0.896 

 

0.634 

 

0.607 

I will travel to Australia as a 

destination because of its food. 

0.775*** 42.813 

I intend to travel to Australia 0.836*** 36.574 
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and taste its food.  

I am willing to eat Australian 

food in the near future. 

0.776*** 57.699 

I am willing to recommend 

people to visit Australia for its 

food. 

0.797*** 40.650 

 

Notes: α=Cronbach’s Alpha; CR=composite reliability; AVE=average variance extracted; R2=explained 

variance. Significant levels: ***=1%.  

 

Discriminant validity assessment was confirmed using the Fornell-Larcker criterion 

which showed that the square root of the AVE of AFI construct was 0.715, which was higher 

than its highest correlation with the INT construct at 0.643. We further used a more 

sophisticated method of heterotrait-monotrait ratio of correlations (HTMT) (Ab Hamid, Sami, 

and Mohmad Sidek 2017, Henseler, Ringle, and Sarstedt 2015) and the HTMT value of 0.741 

which was and should be below the recommended value of 0.85 (see Table 5). 

 

Table 5. Discriminant validity: Fornell and Lacker Criterion 

 

  
AFI CFI_ 

Activities 

CFI_ 

Cultural 

CFI_ 

Dining 

CFI_ 

Environment 

CFI_ 

People 

CFI_ 

Quality 

INT 

AFI 0.715               

CFI_Activities 0.550 FMM             

CFI_Cultural 0.682 0.740  FMM           

CFI_Dining 0.654 0.732 0.817 FMM         

CFI_Environment 0.649 0.619 0.762 0.717 FMM       

CFI_People 0.608 0.687 0.796 0.756 0.669 FMM     

CFI_Quality 0.666 0.687 0.828 0.791 0.765 0.738 FMM   

INT 0.643 0.627 0.736 0.708 0.625 0.638 0.646 0.796 
 

Note: FMM indicates Formative Measurement Model, CFI=cognitive food image, AFI=affective food image 

 

Discriminant validity: Heterotrait-monotrait ratio of correlations (HTMT) 

 Original sample Sample Mean Standard 

Deviation  

T-statistics P value 

INT →AFI 0.741 0.742 0.036 20.319 0.000 

 

Note: FMM indicates Formative Measurement Model, CFI=cognitive food image, AFI=affective food image 
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4.3.2 Formative measurement model 

Table 6 presents results on the formative model. The mean values of the six dimensions vary 

between 5.753 and 6.062. There is strong evidence for a formative model based on the Hair, 

Hult, Ringle, and Sarstedt (2017) approach. We confirmed that convergent validity for CFI is 

supported. The redundancy analysis was taken by creating a structural model linking the 

formative construct with another of the first order model that is theoretically related, and 

operationalized through a reflective measure. For example, a structural path was created by 

linking a food culture construct (modeled as a formative measure and an independent 

variable) with a people construct (modeled as a reflective measure and a dependent variable). 

Results showed that the strength of path coefficients linking the designated set of formative 

constructs range from 0.7-0.8, meeting the threshold of 0.7, and R2 values more than 5, range 

from 0.55-0.81 (Hair, Hult, Ringle, and Sarstedt 2017).  

We then tested the content validity of the construct measures, and each indicator’s 

relative contribution to the construct (i.e., the indicator weights), and collinearity statistics by 

examining variance inflation factors (VIF) (Hair et al. 2014). The results suggested that 10 

out of the 40 indicators were non-significant weights with a tolerance value smaller than 0.20 

( p > 0.05) (Hair, Hult, Ringle, and Sarstedt 2017). Most of these indicators were from the 

cultural construct, measured by13 indicators. As Cenfetelli and Bassellier (2009) suggest, a 

large number of formative indicators may lead to low or even nonsignificant weights. We 

decided to retain the non-significant indicators at this exploratory stage because 1) all 

indicators had a relatively high and significant outer loading (> 0.50), with the exceptions of 

menu and eating style (loading > 0.45), 2) removal of these indicators led to a decrease in 

outer weights of indicators amongst other indicators, and reduced the effect size f2 and model 

fit measures, 3) this allowed the theory to override the statistics, and 4) all VIF values met the 

requirement of a value below 5 (Hair, Hult, Ringle, and Sarstedt 2017).  



108 

  

Table 6. Formative Measurement Model Assessment 

Formative 

constructs 

Formative 

indicators 

(CFI) 

Significant of outer weights Bootstrapping 

 

Collinearity 

  Outer 

weights 

Outer 

loading 

t-value p-value Outer VIF 

Environment  

(M = 6.062) 
CFI1_clean 0.479 0.860 9.088 0.000 1.595 

CFI2_farming 0.185 0.681 3.727 0.000 1.464 

CFI3_fishery 0.241 0.701 4.770 0.000 1.431 

CFI4_coo 0.201 0.709 3.616 0.000 1.520 

CFI5_abundance 0.233 0.648 4.201 0.000 1.328 

 

Cultural 

(M = 5.896) 

 

CFI6_history 

 

0.077 

 

0.652 

 

1.576 

 

0.106 

 

1.671 

CFI7_local 0.181 0.759 3.392 0.001 1.870 

CFI8_eating 0.047 0.467 1.166 0.219 1.288 

CFI9_dish 0.160 0.724 3.616 0.002 1.786 

CFI10_multicultural -0.048 0.558 0.930 0.362 1.578 

CFI11_unique 0.153 0.719 2.909 0.004 1.722 

CFI12_varietyfoods 0.225 0.753 4.402 0.000 1.767 

CFI13_cuisine 0.061 0.595 1.442 0.144 1.564 

CFI14_aesthetic 0.116 0.675 2.769 0.007 1.630 

CFI15_religious 0.053 0.522 1.363 0.161 1.415 

CFI16_exotic 0.120 0.651 2.336 0.013 1.552 

CFI17_appealing 0.157 0.777 3.362 0.001 2.043 

CFI18_wellknown 0.115 0.692 2.374 0.015 1.773 

 

People 

(M = 5.753) 

 

CFI19_lifestyle 

 

0.352 

 

0.685 

 

6.433 

 

0.000 

 

1.211 

CFI20_status 0.122 0.415 2.417 0.014 1.119 

CFI21_chef 0.435 0.790 7.930 0.000 1.359 

CFI22_friendly 0.463 0.788 8.822 0.000 1.282 

 

Quality 

(M = 5.899) 

 

CFI23_tasty 

 

0.262 

 

0.708 

 

4.682 

 

0.000 

 

1.426 

CFI24_quality 0.318 0.787 6.125 0.000 1.609 

CFI25_safety 0.231 0.738 3.740 0.000 1.599 

CFI26_healthy 0.219 0.727 3.733 0.000 1.601 

CFI27_digestable 0.071 0.512 1.350 0.183 1.331 

CFI28_fresh 0.206 0.723 3.585 0.000 1.582 

CFI29_price 0.097 0.513 1.943 0.053 1.318 

 

Dining 

(M = 5.821) 

 

CFI30_variteyplaces 

 

0.231 

 

0.724 

 

4.265 

 

0.000 

 

1.577 

CFI31_view 0.265 0.735 5.359 0.000 1.526 

CFI32_street 0.095 0.583 1.839 0.059 1.495 

CFI33_market 0.256 0.700 5.307 0.000 1.422 

CFI34_menu 0.028 0.454 0.617 0.536 1.293 

CFI35_staff 0.254 0.708 4.993 0.000 1.523 

CFI36_access 0.052 0.581 1.084 0.288 1.494 

CFI37_restaurant 0.256 0.710 5.509 0.000 1.488 

 

Activities 

(M = 5.765) 

 

CFI38_tour 

 

0.627 

 

0.891 

 

11.370 

 

0.000 

 

1.339 

CFI39_cooking 0.189 0.572 3.059 0.002 1.230 

CFI40_festival 0.422 0.790 6.729 0.000 1.386 

 

Note: Grand Mean = 5.873, VIF= variance inflation factors, CFI=cognitive food image, Significant levels: 

***=1%. Estimates based on bootstrapping with 5,000 subsamples 
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4.3.3 Second-order model results 

We extracted the latent construct scores from the first-order construct CFI to build the 

second-order composite model (van Riel et al. 2017), in which CFI was composited and had a 

formative-formative relationship in the path model. The results indicated that three out of six 

outer weights, i.e., environment, cultural, and dining were well above the critical value of 0.2 

(Hair, Hult, Ringle, and Sarstedt 2017). The remaining three indicators, i.e., people, quality, 

and activities, were not statistically significant, but their outer loadings were well above the 

critical value of 0.50 (see Table 7). The VIF value for the cultural dimension slightly 

exceeded the conservative rule of 5 (Hair, Hult, Ringle, and Sarstedt 2017), but was retained 

given its theoretical relevance, the recommendation of a more liberal cut-off of VIF value of 

10 (O’Brien (2007), Diamantopoulos, Riefler, and Roth (2008), and the fact that ‘culture’ was 

the most crucial indicator with the highest significant weight (0.412) across all the CFI 

indicators.  

 

Table 7. Second-Order Model  

Formative CFI indicators Significant of weights Bootstrapping 

 

Collinearity  

 Outer 

weights 

Outer 

loading 

t-value p-value Outer VIF 

Environment (M = 6.062) 0.202 0.859 3.640*** 0.000 2.827 

Cultural (M = 5.896) 0.412 0.958 5.168*** 0.000 5.197 

People (M = 5.753) 0.066 0.841 1.142 n.s 0.254 3.137 

Quality (M = 5.899) 0.072 0.885 1.083 n.s 0.279 4.097 

Dining (M = 5.821) 0.289 0.920 4.263*** 0.000 3.938 

Activities (M = 5.765) 0.059 0.795 1.187 n.s 0.235 2.553 

 

Notes: Significant levels: *** = 1%, n.s = not significant; results were based on bootstrapping with 5000 

subsamples; CFI = cognitive food image, VIF = variance inflation factors  
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4.4 Structural model (Inner model) 

The proposed structural model was evaluated through an examination of path coefficients, 

coefficient of determination (R2), effect size (f2), and cross-validated redundancy (Q2) (So, 

Oh, and Min 2018, Hair et al. 2014). As shown in Table 8, all paths in the structural model 

were significant (p < 0.05), with CFI having a stronger effect on INT (β=0.617) than AFI 

(β=0.197). The two constructs together explain 59.6% of the variance of the endogenous 

construct INT (R2=0.596). CFI also had a substantial impact on AFI (β=0.721), and also 

explains 52% of the variance of the AFI construct (R2=0.52). Overall, the structural model 

results suggested CFI as a stronger predictor of INT than AFI. Findings thus support H1, H2, 

and H3. 

 

Table 8. Results of Structural Model 

Hypothesis Path 

coefficients 

t-value Standard 

errors 

95% confidence 

interval 

Supported 

H1: CFI → AFI  0.721 27.313*** 0.026 [0.669, 0.773] Yes 

H2: AFI → INT 0.197    3.718*** 0.053 [0.087,0.293] Yes 

H3:  CFI → INT 0.617 13.094*** 0.047 [0.529, 0.715] Yes 

 

Notes: Significant levels: ***p<0.001, n.s = not significant; NA= f2 is not provided for indirect effects. All 

estimates were based on a two-tailed test; for bootstrapping with a two-tailed test, critical value of 1.96 

(significant level=5%), Subsamples of 5000. 

 

We then tested the predicting power of the model by assessing the goodness of model 

R2 and effect size f2. The R2 values for AFI and INT were 0.520, 0.596, respectively, both 

above the suggested value of 0.26 (Cohen 1988). Further, in marketing research, an effect 

size (f2) of 0.02, 0.15, and 0.35 respectively represent small, medium, and large effects of the 

exogenous construct (Cohen 1988). The path model showed two large effect sizes of CFI on 

AFI (f2 = 1.085) and INT (f2 = 0.452) and a small impact of AFI on INT (f2=0.046). The 

Stone-Geisser test returned a Q² value of 0.502 for AFI and 0.577 for INT, both above zero, 

implying the model’s high predictive relevance (Stone 1974, Geisser 1974). In addition, the 
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structural model achieved an acceptable model fit, with a value of the standardized root mean 

square residual (SRMR) value of 0.011, less than the recommended value of 0.08, and a NFI 

value of 0.994, above the tolerance value of 0.90 (Hair, Hult, Ringle, and Sarstedt 2017).  

 

4.4 Multigroup analysis 

We hypothesized (H4) that food neophobia is a moderator of the relationships between 

cognitive image, affective image, and intention. The validated model was examined through 

multigroup analysis in PLS path modeling (PLS-MGA) to test this moderation effect. First, 

the food neophobia variable was transformed from a continuous to categorical variable. As 

we were interested in identifying individuals who are ‘clearly’ food-neophobic vs. novelty 

seekers, a broadly adopted percentile split and extreme group approach were used, splitting 

the overall sample (n=500) into two subgroups based on upper quartile (75th percentile), and 

lower quartile (25th percentile) (Preacher et al. 2005). The groups were slightly different in 

size: high-neophobia group (n(High) = 128, 25.6%, scores range < 5), and low-neophobia group 

(n(Low) = 136, 27.2%, scores range > 6.33). Second, we accessed the statistical power of the 

groups, both of which met the minimum sample size of 52, following a statistical power of 

80% requirement necessary to detect minimum R2 value of 0.25 in the INT endogenous 

construct at a 5% significant level (Hair, Hult, Ringle, and Sarstedt 2017, 26).  

We then confirmed measurement invariance across the high- and low-neophobia 

groups. Results showed the outer loading and outer weight invariance across groups, 

suggesting that the neophobia construct meanings and measurements were consistent, and 

measurement invariance was established (Hair et al. 2018). Hence, we could proceed with 

examining the group differences in the structural model. 
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Table 9. Results of Moderation Effects on Structural Model 

 Original model 

(n=500) 

High neophobia 

(n=128) 

Low neophobia 

(n=136) 

 High vs. Low 

neophobia (PLS-

MGA) 

Hypothesis: Paths Path 

coefficients 

t-value Path 

coefficients 

t-value Path 

coefficients 

t-value Path 

difference 

p-value 

H3 CFI * Neophobia → AFI  0.721 28.844***  0.785 28.887*** 0.554 
 

6.088***  0.230 0.001 

H2 AFI * Neophobia → INT 0.197 3.805***  0.331 2.611*** 

 

0.156 

 

1.016 n.s 

 

0.175 0.192 

H1  CFI * Neophobia → INT 0.617 13.359*** 0.460 4.490* 

 

0.470  2.998* 

 

0.009 0.532 

 

Notes: Significant levels: ***p < 0.001, *p < 0.05, n.s = not significant; NA= f2 is not provided for indirect 

effects, all estimates were based on a two-tailed test; for bootstrapping with a two-tailed test, critical value of 

1.96 (significant level=5%).  

 

 

Table 9 indicates that while food neophobia has a significant and positive effect on 

CFI and AFI in both high- and low-neophobia groups, the strength of its effect varies. Its 

effect on AFI for the high neophobia group (β (High) = 0.785, p < 0.05) was significantly 

stronger than that for the low neophobia group (β (Low) = 0.554, p < 0.05). The impact of AFI 

on INT was much greater in the high neophobia group (β (High) = 0.331, p < 0.05) than in the 

low neophobia group (β (Low) = 0.156, p > 0.05). However, the effect of CFI on INT was 

similar between the high (β (High) = 0.460, p < 0.05) and low neophobia (β (Low) = 0.470, p < 

0.05) groups, with both generally lower than the model based on the full sample (β = 0.617, p 

> 0.05). The comparison of the two models showed a relatively more substantial R2 value of 

intention in the high-neophobia group (R2 = 0.564) than the low-neophobia group (R2 = 

0.328), indicating the effect of cognitive and affective food image on intention was more 

substantial amongst the high-neophobia group.  

Based on the results of PLS-MGA, only one out of three relationships, i.e., between 

CFI and AFI significantly varied in strength between the high- and low-neophobia groups. As 

such the effect of perceived food image and intention was partially moderated by food 

neophobia and H4 is partially supported.  
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5. Discussion and implications  

The purpose of the present study was three-fold: to validate the applicability of a destination 

food image model and measurement, investigate the relationships between cognitive-

affective-conative components, and further, to examine the effect of food neophobia on 

travelers. Given the importance of food image as a driver of tourist destination choice, the 

model helps to identify the images formed as a set of mental representations in the minds of 

potential tourists, and their decision and expectations in choosing Australia as a food 

destination. Results are useful for developing a marketing strategy for Australian food, and 

for creating distinctly different positions for Australia’s desired tourist market. The findings 

offer several theoretical and practical implications. 

 

5.1 Theoretical contributions 

First, our proposed DFI model is validated and can be applied in research for destination food 

image. The results support H1, H2 and H3, and partially support H4. The findings reveal that 

an individual’s cognitive perceptions of distinct food and cuisine are a much stronger 

predictor than affective image on a potential tourist’s intention to visit. This suggests that a 

decision to visit a destination for its food appears to be largely driven by tourists’ prior 

knowledge of the destination’s food and cuisine. Although affective image also has a 

significant influence on intention to visit, its effect is not as strong as cognitive image. In 

contrast with our study, Peštek and Cinjarevic (2014) state that affective image has a strong 

impact on satisfaction and perceived quality of food in the during- and post-visit stages. The 

difference between our study and their research may stem from the fact that the two studies 

focused on different stages of the tour experience. This may suggest that the predictive power 

of emotion in the DFI model, i.e. the affective responses to food images, may indeed be 

modulated by the pre-, during-, and post-visit image formation stages.  
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To put this in context, although the Chinese perceived Australia’s clean food 

environment, abundance of fresh local produce, unique food culture and dining places with 

spectacular views, as the most salient characteristics of Australian food tourism, these 

perceptions did not translate into high levels of affect and intention to visit. Possibly, during 

the pre-visit stage, prospective tourist opinions of food image are subject more to cognitive, 

rather than affective food images, perhaps due to an inability to pre-experience the food 

destination and environment, especially for cuisines that are less well-known and unfamiliar. 

In fact, Australian cuisine and restaurants are not widely available elsewhere (Financial 

Review 2017), unlike the cuisines of countries like France, Italy, India, Thailand or China, 

that are more recognizable and widely available at a global level (Bessière 2013, Karim and 

Leong 2008). 

Second, our study demonstrates a different methodological approach for exploratory 

research using PLS-SEM to assess a hierarchical causal modeling comprised of formative and 

reflective constructs in DI and tourist behavioral research. One of the foci is to develop a 

predictive model. Another focus is to maximize predictive abilities of 40 attributes of food 

image. Our empirical findings support the theoretical presumption of a formative 

measurement model for cognitive image, adding to the previous argument by do Valle and 

Assaker (2016) and Kock, Josiassen, and Assaf (2016). The study also exemplifies how a 

two-stage hierarchical method can be applied to handle model complexity, i.e., by clustering 

40 attributes into six dimensions, and to examine structural relationships. 

Third, the study offers a measurement of cognitive image for food destinations which 

captures the theoretical scope of cognitive image as a construct incorporating both host and 

tourist perceptions. The results go beyond previous food image studies by pulling together 

attributes valued by the destination host and those evaluated by tourists. Specifically, the 

place/geographic environment dimension (which had not been tested in tourist image studies) 
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has been found to be one of the most critical dimensions valued and perceived as attractive by 

tourists. This indicates that future studies must consider these aspects.  

Fourth, this finding extends results from previous destination food image studies, 

affirming that tourists’ personality traits affect destination food image formation. The 

multigroup analysis undertaken showed partial support for H4, that tourists’ level of food 

neophobia moderates the relationships in the proposed DI model. Results show that people 

with high food neophobia are comparatively driven by emotional appeal based on their 

cognitive evaluation. We believe that the stronger relationships between constructs in the high 

neophobia group may be explained by the low capacity to handle different or unfamiliar 

foods, whereas adventurous eaters tend to have a higher tolerance for exciting, novel food. 

These attitudes support the findings of previous research into Chinese tourists’ attitudes 

toward consuming unfamiliar local food (Chang, Kivela, and Mak 2011, Wu et al. 2016).  

 

5.2 Practical Contributions 

Practically, this study offers insights for food destination marketing and image building. The 

identification of Chinese perceptions of Australia food and cuisine can assist the development 

by Tourism Australia of a food tourism marketing strategy specifically tailored for the 

Chinese market. Presently, Tourism Australia tends to position Australia as a luxury food 

destination to drive higher international tourist spending (Lai, Khoo-Lattimore, & Wang, 

2018). Australia’s food positioning statement highlights its iconic and exceptional 

experiences as “quality modern food and wine with fresh produce”; “people with fresh 

thinking”, which refers to innovative chefs and a new approach to cuisine and wine-making; 

and its “dining places with spectacular views” (Tourism Australia 2014). Unfortunately, 

potential Chinese tourists did not respond to the “people” and “quality” dimensions of 

Tourism Australia’s projected image, neither did they respond positively to the “activities” 
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dimension. None of these dimensions could drive action to visit. On the basis of structural 

modeling results, we assert that for the Chinese market, the most compelling proposition for 

Australian food tourism is a clean food environment producing fresh produce, a unique food 

culture and dining places with spectacular views. This requires action by Tourism Australia 

and its food tourism stakeholders to address these perceptual gaps. 

First, the current research encourages marketers and industry practitioners to tailor 

persuasive campaigns for the Chinese market, by strengthening the most relevant images and 

to develop the less recognized food attributes. For instance, for the Chinese market, Australia 

should emphasize its clean food environment through its current campaigns of ‘farm to fork”, 

and “paddock to plate”. Campaign ambassadors should promote the profile of Australian 

agriculture and aquaculture, and educate people on the origins of Australian premium 

produce, emphasizing producers’ passion for clean and healthy meat, fresh seafood, fruits and 

vegetables. Some less attractive ‘activities’ identified in this study have high experience 

appeal to Chinese travelers who have visited Australia as suggested by Australia consumer 

demand project (Tourism Australia, 2016), pointing to a possible lack of awareness among 

potential visitors. Tourism campaigns therefore can consider bundling these underrepresented 

‘activities’ with high appeal activities to enhance tourist awareness and to create unique 

Australian holiday experiences. For instance, images can be created to reflect activities such 

as visiting oyster and salmon farms and feeding the fish; visiting farms and picking fruits and 

vegetables; and eating experiences at farmhouse cafés or restaurants.   

Second, findings indicated that people (e.g., social status, innovative chefs, friendly 

service staff), and food quality (e.g., price value, healthy menu, easily digestible) are not 

good predictors of cognitive image in the Chinese market. Although definitive reasons for 

these discrepancies are difficult to pinpoint, it is likely that they result from a mismatch of 

images used in promoting Australian food to the Chinese market, specifically, those related to 
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high social status and price value. Indeed, visits to Australia are usually expensive for 

Chinese tourists due to the high currency exchange rate (estimated AUD$1=CNY5 in 2019), 

Australian food can be costly particularly when compared to what Chinese people typically 

spend on food. Therefore, reframing the perception of perceived value is another strategy to 

overcome the contrasting perspectives of Australia’s food image. Hence, it is recommended 

that the focus should be less on exclusive dining experiences and more on projected images 

of street-food and food and wine festivals that are typically associated with variety and 

reasonable/budget prices.  

Third, while an affective image component is not as influential as cognitive image, its 

effect is significant. Given the power of emotions and feelings in promoting behaviors 

(Peštek and Cinjarevic (2014), Australia should promote this affective dimension in the 

earlier stage of the decision making process to more effectively attract prospective tourists. 

Promotional messages should generate feelings that evoke positive emotions in target 

tourists. We suggest that emotional content can be tested with key tourist decision-makers 

and opinion leaders such as individual tourists, travel agents, and journalists. Tourism 

Australia could invite Chinese food critics and Chinese journalists to Australia to cover and 

review different elements of food tourism in the country, and promote Australian food 

tourism in the Chinese media. Conversely, Tourism Australia could organize Australian food 

festivals in China to showcase Australian foods, and enable pre-tasting in the decision stage. 

These activities enable a better understanding of Australia as a food destination in the 

Chinese market, which should moderate the effect of unfamiliarity and create positive 

feelings and emotional thoughts (i.e. affective responses) before an actual visit.  

Fourth, Tourism Australia can consider developing a dual-strategy for tourists with 

high- and low-neophobia by educating the industry in understanding the wider variety of food 

offerings that Chinese tourists are after, and their preference for either the Eastern or Western 
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options. The stakeholders pointed out that the mass Chinese tourist market is more neophobic 

than the independent travel market. However, the mass market and independent market are 

not homogeneous in tourists’ preference for, experiences with, and attitudes towards food. As 

such, a dual-strategy needs to be further developed for each of the two markets. Findings 

suggest that tourists with low-neophobia very much form a cognitive driven group, which 

valued the cultural aspect of Australia’s food image. In order to drive demand from 

adventurous food tourists to the destination, Australia needs a well-balanced approach in 

building images of its local cuisine, which embed the value of cultural heritage, as well as 

innovative modern cuisine drawn from a vast range of cuisines from around the world. More 

importantly, the Australia industry should compete on food attributes that the potential target 

market will appreciate, specifically, the authentic/exotic native foods of Australia (e.g., 

kangaroo, emu, and crocodile meat, lemon myrtle and wattle seeds) that are distinctive on a 

global level, and showcase Australia in the best light.   

In contrast, high food neophobia groups are more emotional (driven by affective-

based image) than adventurous food groups. Therefore, Tourism Australia needs to educate 

the Chinese operators and ground operators in understanding how to reduce travelers’ 

feelings of unfamiliarity and anxiety with trying local foods. Actually, many Australian dishes 

already incorporate Asian influences. Ingredients like soy sauce, oyster sauce, and sesame oil 

are to be found in many Australian recipes. Perhaps what is needed is to incorporate the 

familiar with the unfamiliar, by offering iconic Australian local produce with a Chinese style 

of cooking, like Australian barramundi native steamed with ginger and shallot, kangaroo 

meat, stir-fried and wrapped in lettuce, or home-grown Australian wagyu beef stir-fried with 

rice noodles. 
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6. Conclusions  

This study is not without limitations. The sample was drawn from potential tourists from 

China’s main cities (Beijing, Shanghai, and Guangzhou), and the approach was based on a 

single destination of Australia. This limits the generalization of results to other Chinese 

tourists (e.g., from Jiangsu, Zhejiang and Shandong, which are the growth markets to 

Australia), and other destinations. Also, as the case is contextual, future researchers need to 

examine the framework further to investigate cognitive food image. In addition, two 

attributes “Australia offers different styles of eating (e.g., eating Western food with knife and 

fork, and eating Chinese food with chopsticks)” and “Australia offers restaurant menus in 

Chinese languages” were not significant statistically. The denotation of these attributes can 

represent different levels of perception depending on the context of study. Furthermore, while 

our measure of cognitive image is comprehensive, it is subject to further extension by studies 

adopting a qualitative approach.  

Despite its limitations, this study makes several contributions to destination food 

image knowledge. First, it contributes to the literature by simultaneously examining the 

predictive power of food image components—cognitive and affective—on potential tourists 

in explaining their future behavioral intention. The model also integrates food image theory 

and food neophobia theory to contribute a greater explanatory power to destination food 

image formation than earlier models (commonly tested solely on only cognitive or cognitive-

conative components). It also offers a comprehensive formative measurement model for 

cognitive food image for future research. Second, findings on the moderating effect of food 

neophobia can help leverage marketers’ understanding of such personality trait, by 

distinguishing between high- and low-food neophobia groups’ beliefs, attitudes and behaviors 

in developing gastronomic products and marketing strategies. Third, it illustrates an 

impression of Australia as a food destination in the eyes of prospective Chinese tourists. The 
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findings can potentially lead marketers to compete on food attributes that the Chinese market 

will appreciate, and to adopt marketing strategies in line with Chinese food culture and 

expectations. Importantly, understanding the determinants of DFI will better inform strategies 

and shape potential tourists’ perceptions and decision-making behavior.  
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Appendix 1 

Food and cuisine image of Australia: Dimensions and attributes  
Sources: adapted from Lai, Khoo-Lattimore, and Wang (2018) 

 

Dimension Food image attributes 

from the literature  

Australia’s food image attributes 

Place/ 

geographic 

environment 

- Geography Australia offers a natural and clean environment for food production.  

- Farming/land Australia’s farming and agriculture industries are well developed, using advanced farming 

and agricultural practices in producing quality food products.  

- Fishery/sea Australia’s fishery industry is well developed, using advanced aquaculture practices in 

producing quality seafood.   

- Provenance/origin of food Australia’s country of origin symbol and ‘Made in Australia’ food labelling are well 

recognized.  

- Local food production Australia offers an abundance of food production all year round. 

Food and 

cuisine 

culture 

- Heritage Australia has its own unique food history, tradition and culture.  

- Local food culture Australia offers an attractive local food culture.  

- Different style of eating Australia offers different styles of eating (e.g., eating Western food with knife and fork, 

and eating Chinese food with chopsticks).  

- Local dishes/cuisine Australia offers local dishes and local cuisine with a true local flavor.  

- Diverse culture Australia offers multicultural food and cuisine from across the globe.  

- Food uniqueness Australia offers unique food, using ingredients and cuisine styles unique to Australia.  

- Variety Australia offers a wide variety of foods and dishes. 

- Cooking methods Australia offers unique Australian cuisine that embraces multiculturalism and creativity.  

- Aesthetic appeal Australian has aesthetically-pleasing food presentation.  

- Religion Australia offers a variety of halal, kosher and vegetarian dishes, codified by religions.  

- Food authenticity/exotic Australia offers authentic/exotic food using native ingredients such as kangaroo, and 

crocodile meat).  

- Food attractiveness Australian food looks attractive, palatable, and appealing.  

- Well-known food/cuisine Australian food and cuisine are well-known and internationally recognized. 

Food and 

people 

- Local lifestyle Australians offers a compelling lifestyle and food culture (e.g., Australian barbecue 

culture).  

- Social status Australian prestigious foods and cuisine express eating habits of a higher social class. 

- Modern/innovative Australia’s well-known chefs are talented and innovative. 

- Friendly locals Australians are hospitable and friendly people. 

Food 

quality 

- Sensory quality/tasty Australian food is delicious, colorful, aromatic, and tasty. 

- Quality label Australia produces high quality food with food quality labels.  

- Safety/hygiene Australia offers a high standard of safety/hygienic food.  

- Healthy/nutritious Australia offers healthy and nutritious food.  

- Easily digestible Australia offers light meals that are easily digestible (e.g., a meal with plenty of vegetables 

and whole grains).  

- Organic/natural/fresh Australia offers fresh produce (e.g., fresh fruits, vegetables, seafood and high grade meat).  

- Price value Australia offers reasonable prices for dining out.  

Dining 

places/ 

restaurants 

- Attractive dining places Australia offers a variety of dining places.  

- Dining atmosphere Australia offers dining atmosphere with spectacular views.  

- Street markets Australia offers attractive street food or street markets that provide local delicacies.  

- Farmers’ markets Australia offers attractive farmers' markets that provide farm-direct fresh produce and 

street food.  

- Menu in other languages Australia offers restaurant menus in Chinese languages. 

- Friendly service staff Australia offers friendly service personnel. 

- Easy access Australia offers easy access to restaurants (e.g., convenient transportation, clear directories, 

and maps).  

- Variety of restaurants Australia offers a variety of restaurants (e.g., upscale, and local/casual).  

Food 

activities 

- Food/gourmet tours Australia offers a variety of food/gourmet tours for cultural experiences.  

- Cooking classes Australia offers cooking classes. Tourists will cook with local chefs and learn how to cook 

local dishes.  
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Appendix 2 

Measurement model (Outer model)  
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Appendix 3 

Descriptive statistics 

Indicators Mean (M) Standard Deviation (SD) 

CFI1_clean 6.25 0.718 

CFI2_farming 6.14 0.751 

CFI3_fishery 6.16 0.743 

CFI4_coo 5.85 0.856 

CFI5_abundance 5.91 0.942 

CFI6_history 5.91 0.927 

CFI7_local 6.08 0.734 

CFI8_eating 5.78 0.870 

CFI9_dish 5.93 0.862 

CFI10_multicultural 5.80 0.895 

CFI11_unique 6.08 0.722 

CFI12_varietyfoods 6.00 0.836 

CFI13_cuisine 5.77 0.892 

CFI14_aesthetic 6.07 0.711 

CFI15_religious 5.37 0.987 

CFI16_exotic 6.15 0.747 

CFI17_appealing 6.08 0.750 

CFI18_wellknown 5.64 0.952 

CFI19_lifestyle 5.92 0.893 

CFI20_status 5.22 1.133 

CFI21_chef 5.79 0.882 

CFI22_friendly 6.08 0.748 

CFI23_tasty 5.92 0.860 

CFI24_quality 6.05 0.702 

CFI25_safety 6.12 0.737 

CFI26_healthy 6.08 0.706 

CFI27_digestable 5.52 0.978 

CFI28_fresh 6.27 0.727 

CFI29_price 5.33 0.903 

CFI30_variteyplaces 5.90 0.803 

CFI31_view 6.16 0.717 

CFI32_street 5.66 0.935 

CFI33_market 6.02 0.707 

CFI34_menu 5.33 0.977 

CFI35_staff 5.83 0.864 

CFI36_access 5.63 0.931 

CFI37_restaurant 6.03 0.720 

CFI38_tour 5.97 0.870 

CFI39_cooking 5.47 0.948 

CFI40_festival 5.85 0.848 

AFI1_excited 6.14 0.754 
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AFI2_satisfied 6.27 0.677 

AFI3_aroused 5.92 0.886 

AFI4_enjoyable 6.35 0.689 

AFI5_fun 6.24 0.728 

AFI6_pleasant 6.31 0.699 

AFI7_good 6.18 0.694 

AFI8_relax 6.24 0.708 

INT1_destination 5.89 0.950 

INT2_food 5.84 0.974 

INT3_taste 6.24 0.731 

INT4_eat 6.29 0.715 

INT5_recommend 6.08 0.724 

Neophobia1_ At dinner parties, I will try new foods 6.11 0.810 

Neophobia2_ I like foods from different culture 6.23 0.813 

Neophobia3_ I am afraid to eat things I have never had before 4.98 1.713 

Neophobia4_ I am constantly sampling new and different foods 5.82 1.035 

Neophobia5_ If I don’t’ know what a food is, I won’t try it 4.88 1.707 

Neophobia6_ I like to try new ethnic restaurant 6.06 0.868 

 

Note: n = 500. Seven-point Likert scale from 1 = strongly disagree to 7 = strongly agree 
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CHAPTER 5 

DISCUSSION AND CONCLUSION 

 

 

 

 

 

I would rather have questions that can’t be answered, than answers which can’t be questioned.  

 

Richard Feynman 
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5.1 Introduction 

 

This thesis is presented as a series of research papers on the topic of food and cuisine as a form 

of destination brand image. The first paper, presented as Chapter 2, reviewed existing research 

and identified knowledge gaps in destination food image studies. The findings of two empirical 

studies, conducted from the host and tourist points of view on Australia’s food images, were 

subsequently reported in Chapters 3 and 4 (i.e., paper 2 and paper 3) respectively. This final 

chapter revisits the literature gaps and the research questions, before synthesising the core 

findings of the studies and presenting their contributions to the body of knowledge about 

destination food image. Limitations of the studies and directions for future research are also 

discussed.  

 

5.2 Revisiting the Research Question and Process 

 

There has been progress in the development of theoretical knowledge about destination food 

image formation in tourism literature. However, few studies have addressed the issue of 

fragmented cognitive food image measurement, and the lack of comprehensive models that 

explain the relationship between destination food image components and their roles in shaping 

the travel decisions tourists make during the pre-visit stage. In addition, despite universal 

acknowledgement that destination brands should incorporate input from both internal 

stakeholders as well as tourists who are the ultimate destination stakeholders (Pike, 2005; Pike 

& Page, 2014; Scott, Suwaree Ashton, Ding, & Xu, 2011), there has been little attention 

devoted to investigating food image incorporating multiple perspectives. The congruence 

between the host projected image and the tourist perceived image has received even less 

attention. This lack of understanding of image is particularly evident in the case of Australia as 

a food destination for the Chinese market (Tourism Australia, 2014). It is clear that Australian 

marketers have a real problem with food destination branding practices regarding perception 

gaps and brand image inconsistency between host and tourist. 

 

To fill the above research gaps, this study offers a realist approach to bridging academic and 

industry research by involving both the host and tourist in the analysis of food destination brand 

image. This approach aims to systematically evaluate food image formation from different 

viewpoints and to provide pragmatic guidance for destination marketers. In addition, this thesis 
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contributes to the destination food image literature by offering and demonstrating an innovative 

research design and methodological approach in data collection to help destinations identify 

perceptual gaps and create alignment between destination marketers, stakeholders and tourists 

within a food tourism branding research framework. Figure 1 illustrates the formation of the 

thesis and the process of the research project.  

 

After identifying the overall goal of the research project, three specific questions were asked 

to guide research and the thesis:  

 

1. What are the determinants of food and cuisine image in destination branding, from the host 

and tourist perspectives? (Paper 1) 

2. What are Australia’s food images projected/promoted by Tourism Australia, and are those 

images held by industry stakeholders? (Paper 2) 

3. What is Australia's food image held by Chinese tourists, and how does destination food 

image affect potential Chinese tourists’ intention to visit? (Paper 3) 
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Formation of the thesis and research process 

 

 

 

 

 

 

 

 

 

 

 

Empirical research: Data collection and data analysis 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Investigating Australia’s Food Image in Destination Branding 

Project goal  

Chapter 1 

- A real marketing problem: narrowing the 

perception gap – Restaurant Australia 

- Research aim, objectives 

- Research questions 

Literature review  

Chapter 2 (Paper 1) 

- Critical analysis: mapping current state of 

research – destination food image  

- Knowledge gaps 

- Conceptual framework  

Stakeholder Perception 

Perceptions of Australian 

food held in the minds of 

major industry stakeholders 

Projected Image 

A controlled viewpoint of 

food image through 

campaign, promotional video, 

and media management 

Host Perspective  
 

Chapter 3 (Paper 2) 

 

Internal perception 

 

Internal Gap 

Brand Image Gap 

Perceived Image 
  

Perception of Australian 

food held in minds of 

tourists 

Findings and Discussion 

Chapter 5 

Tourist Perspective  
 

Chapter 4 (Paper 3) 

 

External perception 

Gap 2 

Gap 1 
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5.3 Mapping Knowledge of Food Image in Destination Branding 

 

The process began with preliminary research on food tourism branding to understand the 

complexity and challenges inherent in the development of a food tourism brand image, and 

more importantly, the challenges in understanding and measuring host and tourist brand image 

perceptions. This background understanding helped to formulate the research questions, aims 

and objectives.  

 

Paper 1 is the first study in the thesis and defines relevant concepts and interrelated dimensions 

of food image by reviewing the literature in the field of destination image and branding, brand 

image formation and food tourism. It maps the current state of food image research in tourism 

and identifies research gaps concerning food image in destination branding. The review 

resulted in the development of a conceptual framework that depicts the cognitive, affective, 

and conative components of images and their effects on the images perceived by both host and 

tourist. This framework, with a list of destination food attributes identified from the literature, 

can be used to guide future studies investigating congruency between host and tourist images. 

The review also identified future directions for the theoretical development of food image in 

destination image and branding. 

 

Using Australia as a context, Paper 2 presents the second study, which proposes different ways 

of looking at destination food image from the perspectives of the national destination marketing 

organisation (i.e. Tourism Australia) and industry stakeholders (e.g., destination marketers, a 

food tourism ambassador, celebrity chefs, food providers). The study fills a gap in the literature 

by developing a cognitive image measurement (brand attributes) that provides a pragmatic 

basis for investigating the effectiveness of food image attributes used in promoting food 

tourism, and enables a more systematic way of measuring destination food image. The study 

identifies several major perceptual gaps that provide valuable insight to destination marketers 

to better position and align a destination’s projected food image with its stakeholders’ perceived 

image, and ultimately strengthens the representation of food and wine experiences in the 

international market.  

 

In Paper 3, a survey was developed using the same set of attributes from Paper 2 to measure 

tourist perceptions, and to predetermine what tourists also consider to be significant. It uses 
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Chinese tourists’ perceptions of Australia as the context to explore the role of food and cuisine 

images in shaping potential tourist perceptions and intention to visit. The study uses a 

quantitative approach utilising online survey data to test the proposed conceptual model of 

destination food image and explore the relationships among cognitive image, affective image, 

conative image, and food-related personality traits, i.e. food neophobia. The sample included 

500 potential tourists from China’s main cities of Beijing, Shanghai, and Guangzhou. The PLS-

SEM method was employed to analyse the data. The findings validate a structural model that 

integrates food image and food neophobia theories to explain destination food image formation. 

The study also offers a comprehensive formative measure for cognitive food image for future 

research.  

 

Collectively, these studies provide a strong basis for the development of a destination food 

image model. The studies embrace a multi-level analysis of food and cuisine image in place 

branding. This approach to investigating the interconnected projected and perceived images 

has contributed new insights, generated discussion and enabled a comprehensive exploration 

of destination food image from multiple perspectives.  

  



140 

 

5.4 Addressing the Research Questions 

 

This section presents answers to the research questions, which collectively address the extent 

to which the host and the tourist assess the food image of a destination differently. A number 

of opportunities and challenges were also identified while measuring Australia’s food image 

and addressing the research questions, and these will be discussed in the next section. 

 

5.4.1 Research Question 1 

What are the determinants of food and cuisine image in destination branding, from the host and 

tourist perspectives?  

 

Perspectives: Host projected image and tourist perceived image  

Destination food research has evolved in the last two decades, and its focus has changed. 

Drawing on the developments of food tourism research, it is evident that the role of food has 

evolved from a complementary element to a core tourism resource. In other words, food has 

become a central source of tourism offerings and an attraction in its own right, representing the 

identity, local culture, and brand image of a place (Ellis, Park, Kim, & Yeoman, 2018; Hall & 

Gössling, 2016; Henderson, 2014; Horng & Tsai, 2012; Lin, Pearson, & Cai, 2011). However, 

the approaches to the research of food image still have their focus predominantly on aspects of 

marketing and consumer behaviour.  

 

Studies adopting a marketing approach aim to understand how food images have been created 

and projected by the host in destination promotion, branding and product development to attract 

tourists (Karim & Chi, 2010; Lin et al., 2011; Okumus, Okumus, & McKercher, 2007; Smith 

& Xiao, 2008). Consumer behaviour is another approach growing in significance for studying 

food image appeal in the minds of tourists and for identifying the factors that predict food 

destination choice, and satisfaction with gastronomy experiences (Björk & Kauppinen-

Räisänen, 2016; Sanchez-Cañizares & Castillo-Canalejo, 2015; Seo & Yun, 2015). However, 

little empirical research has integrated both approaches for investigating the interrelationship 

between how images are promoted and how tourists perceive them; in other words, to examine 

the congruency of the host projected and tourist perceived images to inform brand success.   
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The underlying attributes and dimensions of food image 

Due to the differences in value creation, interest and perceived importance between host and 

tourist, it is not a surprise that the determinants of food image have been investigated in a 

piecemeal approach. The review found that many different concepts and theoretical 

frameworks for destination food images were proposed, and it mapped out how the 

conceptualization of food image varies across different perspectives. As illustrated in Figure 2, 

to the host, food is interpreted as a range of attributes closely tied to the local environment, 

including its geography, land and sea, culinary identity and its people’s way of life and passion 

for food. To the tourist, food equates to unique culinary experiences, a variety of dining places, 

the food activities offered, and the quality and safety of food. The review heightened the need 

to align measurements for the projected and perceived images (i.e., clear and consistent 

cognitive attributes) to allow comparison between the two images. Thus, to extend the 

knowledge of food image measurement, the review synthesised literature, and proposed a 

comprehensive attribute-based framework by comparing and contrasting the various 

dimensions and attributes across host and tourist studies.                                                        .  

 

 

 

Figure 2. Food as a form of Destination Brand Image: Projected and Perceived Images  

 

Internal Perception External Perception 
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As shown in Figure 3, the review theoretically identified and defined 40 relevant cognitive 

food images as brand attributes that represent the identity and attraction of a place, and grouped 

them into six dimensions. It is important to note that these attributes or indicators were derived 

from both quantitative and qualitative studies. Hence, some attributes have been empirically 

validated, while others, specifically those attributes in the non-shaded area in the diagram, have 

never been tested. Understanding the origin of each indicator helps determine the type of 

measurement model, whether towards a confirmatory or an exploratory model. Thus, the 

proposed destination food image model investigation was to some extent both exploratory and 

confirmatory.  

 

 

 

Figure 3. Dimensions and Attributes of Cognitive Food Image of a Destination (Host vs 

Tourist)  
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5.4.2 Research Question 2 

What are Australia’s food images projected/promoted by Tourism Australia, and are those held 

by industry stakeholders? 

 

With the aim of exploring the representation of Australia as a food destination, research was 

conducted using a case study approach. This study adopted the comprehensive theoretical 

framework of cognitive image proposed in Study 1 to empirically analyse Australia’s food 

image. The focus of the analysis was the internal perception gaps from the host perspective, 

between the images projected by Tourism Australia and those held by 18 industry stakeholders. 

The measures were based on the 40 attributes derived from the literature. The stakeholders 

were asked to respond to questions about the overall image of Australian food, and whether the 

food images projected in the Restaurant Australia campaign video reflected local food identity 

and aligned with its food tourism offerings.  

 

Findings showed specific congruences and incongruences between the images created by 

Tourism Australia and those images perceived by the stakeholders, as shown in Figure 4. The 

diagram is based on image congruency. The overlapping area represents images that Tourism 

Australia and the stakeholders agreed are representative or non-representative of Australia’s 

foodscape. Areas that do not overlap denote image incongruence. Attributes in blue have high 

appeal for Tourism Australia but lack support from stakeholders. In contrast, the attributes in 

purple were regarded as the most appealing food attractions from the stakeholders’ perspective 

but were under-represented in the promotional videos.  

 

Congruent food images between Tourism Australia and the stakeholders 

Specifically, the key findings reveal a high degree of congruence in the quality, dining 

places/restaurants, culture and people dimensions, which are considered the most appealing 

attributes from a destination branding perspective. Both Tourism Australia and the stakeholders 

generally agreed that Australia has a strong image of its quality food experience, comprising 

aspects such as safety, freshness, tastiness, and healthful properties, and a variety of dining 

places with spectacular views, and inherent quality lifestyle with friendly locals. Within the 

food and cuisine dimension, the image that was perceived as the most appealing to both 

Tourism Australia and the industry stakeholders was the authentic/exotic food, which refers to 

dishes using distinctive local produce and native foods like kangaroo and crocodile.  
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Figure 4. Image Congruency between Tourism Australia and Industry Stakeholders 

 

A few images appeared to be congruent but unappealing and were identified as not being key 

emphases in promoting Australia’s food tourism, including Australian food heritage, religious 

foods, and menus translated into the tourists’ native languages. Unexpectedly, both Tourism 

Australia and industry stakeholders did not think that heritage (i.e., a distinct place of origin, 

history and culture), a key driver for food destination branding (Bessière, 1998; Tellström, 

Gustafsson, & Mossberg, 2006), was a key strength in attracting tourists to Australia.  

 

Incongruent food images between Tourism Australia and the stakeholders 

Findings reveal a high level of incongruence in the food and cuisine culture, place/geographic 

environment, dining places, and activities dimensions. A major perception gap was found in 

how Tourism Australia and the stakeholders define Australian food and cuisine identity. 

Stakeholders believe that diverse foods and cuisines best represent the current multicultural 

food scene in Australia, but this was not the top priority used in brand building. Instead, 

Tourism Australia marketers tended to brand Australia as a sophisticated food destination, 

projecting images of high-end experiences in innovative fine dining restaurants, attractive food 

prepared by internationally renowned chefs, and sampling local food in exclusive private 

settings. The stakeholders questioned this branding for its affordability and accessibility for the 
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majority of tourists. Stakeholders had more favourable perceptions of the place/geographic 

environment and activity dimensions than Tourism Australia. In particular, the stakeholders 

believe that the geographical dimension depicted local identity, and described the 

characteristics of place, land, sea, soil and farming practices. They also acknowledged that 

local food festivals/events, farmers’ markets, cooking classes, and street markets are the most 

substantial attributes used in branding food tourism, a perception that was also supported by 

the food tourism literature (Blichfeldt & Halkier, 2013; Choe & Kim, 2018; Folgado-Fernández, 

Hernández-Mogollón, & Duarte, 2016; Hall & Sharples, 2008; Kim, 2015; Lee & Arcodia, 

2011; Wu, Chang, & Krishen, 2016), yet these were overlooked by Tourism Australia.  

 

The possible reason why heritage was not a key driver in the Australian context is interpreted 

by the perception that Australia has a short history of food, and may seem too young for a 

national cuisine (Symons, 2007). This presupposes that Australia’s food culture only started 

with European settlement in the 17th/18th centuries (Santich, 2012). To some extent, food and 

foodways of Aboriginal people have been underrepresented in Australia’s food and food culture, 

and thus people’s (even those industry representatives) perception of food heritage in Australia 

does not really consider and include this Aboriginal aspect. This contrasts with New Zealand, 

in which Maori food culture including Hangi (as a traditional New Zealand Maori method of 

cooking food) has been well promoted and recognised as heritage (Steinmetz, 2010).  

 

Another country, Japan is known for its culture and heritage. Through an annual regional food 

festival, i.e. Noodle Grand Prix hosted in Tatebayashi city, Japan welcoming visitors to 

participate in tasting their traditional noodle dishes (e.g. udon, ramen, soba), and involve in 

voting the best gourmet noodles from different regions (Sangkyun Kim, 2015). Not only the 

food festival has created a food image of a destination associated with unique tourists 

experience with the local community, but it is also showcasing Japan’s intangible cultural 

heritage and tradition that are unique/distinctive to the region and their people.  

 

Indeed, scholars found that the image of food and cuisine also articulates the concept of 

culinary heritage and authentic dishes. For instance, Seongseop Kim, Kim, Agrusa, and Lee 

(2012) assert that culinary heritage is more important to satisfaction than value for money. 

Chang, Kivela, and Mak’s (2011) findings show that heritage is closely tied to how food is 

prepared and consumed, along with custom, history, religion, ethnicity, local culture, and a 
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range of authentic and trendy culinary experiences (Chang, Kivela, & Mak, 2011).  

In order to drive demand from adventurous food tourists to the destination, Australia needs a 

sensible approach in building images of its local cuisine, which embed the value of cultural 

heritage, as well as innovative modern cuisine drawn from a vast range of cuisines from around 

the world. More importantly, the Australian tourism industry should compete on food attributes 

that the potential target market will appreciate, specifically, the authentic/exotic native foods 

of Australia (e.g., kangaroo, emu, and crocodile meat, lemon myrtle and wattle seeds) that are 

distinctive on a global level, and showcase Australia in the best light.   

 

Theoretical comparison with prior host image studies 

When comparing these findings with other studies, attributes that had not previously been 

identified in host food image studies appeared to be the most significant for informing host 

image building, such as diverse cultures, food attractiveness, price value, and accessibility. 

Although these attributes had been listed in tourist image studies (Karim & Chi, 2010; Sanchez-

Cañizares & Castillo-Canalejo, 2015), this was the first time they have been identified in a 

study into host food image. This suggests that a cognitive framework is useful and relevant for 

measuring food image, and this was confirmed by the stakeholders’ responses in the study.  

 

From the internal gap results, it is worth exploring the external perspective about tourist 

perceptions.    
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5.4.3 Research Question 3 

What is Australia's food image to Chinese tourists, and how does destination food image affect 

potential Chinese tourists’ intention to visit? 

 

The approach to answering research question 3 was through a quantitative survey in the 

Chinese tourist market, which is currently the most influential tourism segment for Australia. 

Data were collected from 500 residents from Beijing, Shanghai, and Guangzhou via an online 

questionnaire. The study validated the applicability of a destination food image model and 

measurement, investigated the relationships between cognitive-affective-conative components, 

and further examined the effect of food neophobia on tourists. The cognitive image 

measurement framework which captured the theoretical scope of cognitive image as a construct 

incorporating both host and tourist perceptions from the first and second studies was adopted. 

 

A model to measure destination food image 

The findings confirmed the research propositions that the cognitive image of Australia’s food 

attributes significantly influences potential tourists’ affective evaluation of a food destination 

and their intention to visit. Theoretically, this study also identified the cognitive perception of 

distinct foods and cuisines as a much stronger predictor than affective food image in 

determining potential tourists’ intention to visit a food destination. Although consistent with 

previous literature in supporting that an affective image also has an effect on the intention to 

visit (Peštek & Cinjarevic, 2014), this effect is not as strong during the pre-visit stage. To put 

this in context, during the pre-visit stage, Chinese opinions of Australia’s food image are more 

subject to cognitive rather than affective food images, possibly due to an inability to pre-

experience the destination food and environment, or to try Australian cuisine. Thus, a decision 

to visit a destination depends on tourists’ prior knowledge of the food destination. The findings 

indicate that the key attributes driving Chinese respondents’ intention to visit are Australia’s 

clean food environment, food culture and dining places/restaurants. 

 

Validating destination food image  

On the basis of the structural modelling results, it can be concluded that the current modelling 

of destination food image that builds on the Gartner (1994) model of destination image, is 

validated, as shown in Figure 5. The model suggests that food image formation embraces both 

perceptual and emotional evaluations, and is measured as a multidimensional construct formed 
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by cognitive and affective images toward 40 food image attributes of a destination that 

consequently affect behavioural intention and destination choice.   

 

 

Notes: All estimates were based on a two-tailed test; for bootstrapping with a two-tailed test, critical value of 1.96 (significant 

level=5%), subsamples of 5000. 

 

Figure 5. Results of a Hierarchical Structural Model of Destination Food Image    

 

The role of food neophobia in destination food image formation 

The results show that the moderating effect of food neophobia was partially supported. Tourist 

personality traits like food neophobia significantly influence the relationship between cognitive 

and affective images, with the effect of cognitive image on affective image being stronger in 

the high neophobia group. This indicates that tourists with high food neophobia may be 

emotionally driven, and their knowledge of and familiarity with the destination food offerings 

can more easily evoke an affective response.  However, this does not affect intention. 

 

The underlying attributes and dimensions of Australia’s food image 

The results also provide evidence and a basis for understanding the success factors and the 

sources of competitive advantage for Australia’s food tourism. In the minds of the Chinese 

respondents, the most compelling images of Australia food tourism that drive intention are 

Australia’s: (1) clean place/geographical environment in producing fresh produce, (2) unique 

food and cuisine culture and (3) dining places with spectacular views. 
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Theoretical comparison with prior tourist image studies  

These results reveal three key findings from the standpoint of the potential tourist. First, the 

results go beyond previous food image studies by pulling together attributes valued by the 

destination host into perception evaluations by tourists. For example, the place/geographic 

environment (Lee & Arcodia, 2011; Lin et al., 2011; Sims, 2009) had not been tested in tourist 

image studies but has been found to be one of the key dimensions which is valued and perceived 

as attractive by tourists.  

 

Second, although the study identified food quality as one of the most favourable dimensions in 

the Australian food scene, including attributes such as fresh and quality food, and a high 

standard of safety/hygiene (based on mean values), the model revealed that the dimension of 

quality itself was insufficient to drive action to visit. Exported Australian food generally has a 

good reputation and is recognised as being high in quality and safety by Chinese people 

(Austrade, 2018), but this attribute is not well regarded by Australian food tourism.     

 

Third, other dimensions, i.e. people, food quality, and activities are not good predictors of 

cognitive image in the Chinese market. These findings vary with studies that confirmed the 

link between food quality (Karim & Chi, 2010; Lertputtarak, 2012; Peštek & Cinjarevic, 2014), 

people (Björk & Kauppinen-Räisänen, 2016; Sanchez-Cañizares & Castillo-Canalejo, 2015), 

and activities (Björk & Kauppinen-Räisänen, 2016; Karim & Chi, 2010) with behavioral 

intention. It is difficult to pin down the cause of these results, but it might be related to people 

seeking authenticity, and these attributes could be generic and not an explicit food culture 

experience that compels Chinese people to travel. 

 

The model captured different dimensions of a destination that significantly influence potential 

tourists’ visit intention. It also identified an image that is not successful in turning the tourists’ 

positive impression into visits (i.e. quality dimension).  
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5.5 Perception Gap Analysis  

 

To avoid misinterpretation of the results, caution has been taken over the comparison of these 

studies. Given that both the host and tourist studies employed various evaluations and involved 

different sample sizes, i.e. a relatively small size for the host study and a large sample size for 

the tourist study, this may cause inconsistent comparisons (Cohen, Cohen, Aiken, & West, 

1999; Fischer & Milfont, 2010). For a more accurate comparison, social science researchers 

suggest data transformation as an alternative to standardised scores across different format data 

sets, and conversion of different unit scores into a range of 0-100%, namely, Percent of 

Maximum Possible (POMP) scores (Cohen et al., 1999; Fischer & Milfont, 2010). This 

approach is viable for studies that use attributes/indicators that are identical, and within the 

same context, and was deemed appropriate for the case of Australian food image studies.  

 

A perception gap analysis was conducted. In doing so, data from the video analysis, 

stakeholders and tourists were converted to POMP scores by taking the observed score minus 

the minimum possible score on the scale, and then dividing it by the possible score on the scale, 

multiplied by 100 (Cohen et al., 1999). Table 1 shows data conversion from three data sources 

derived from the Study 2 and 3. For example, each of the 40 attributes in the video data set was 

analysed based on the count: a maximum count was 8, and the minimum was 0. If an attribute 

count was 8, POMP score = [(8-0) / (8-0)] x 100 = 100%. The bottom line was to standardise 

the scale/score within a range of 0-100 percent of responses in each category for meaningful 

comparison. Table. 2 shows the perception gap analysis based on the POMP score results. 

 

Table 1. Converting Scores to the Percent of Maximum Possible (POMP) Scores 

  

Data set Data set range from 

maximum  to  minimum 

Scores represented as the POMP = [(observed - 

minimum) / (maximum - minimum)] x 100 

Video content 

analysis 

Counts: 8 to 0 E.g. if an attribute count is 8: 

POMP score = [(8-0) / (8-0)] x 100 = 100% 

Stakeholder 

survey 

Counts: 18 to 8 E.g. if an attribute count is 8:  

POMP score = [(8-8) / (18-8)] x 100 = 0% 

Chinese tourist 

survey 

Likert scales: 6.27 to 

5.22 

E.g. if an attribute mean score is 6.03: 

POMP score = [(6.03-6.27) / (6.27-5.22)] x 100 = 77% 

 

Note: observed = the observed score for a single case, maximum = the maximum possible score on the scale, 

minimum = the minimum possible score on the scale. 
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Table 2. Perception Gap between Tourism Australia, Stakeholders, and Potential Chinese Tourists on Food Attributes under Different Dimensions. 
Dimensions Attributes Percentage by dimension Internal gap External gap

Important 

dimension to 

Tourism 

Australia

Important 

dimension to 

stakeholders

Important 

dimension to 

tourists

Food image gap 

between Tourism 

Australia and 

stakeholders

Food image gap 

between Tourism 

Australia and 

tourists

Count % Count % Mean % % % % % % % %

Geography 5 63% 18 100% 6.25 98% -38% -36% 38% 92% 80% 55% 43%

Farming/land 2 25% 18 100% 6.14 88% -75% -63%

Fishery/sea 3 38% 18 100% 6.16 89% -63% -52%

Provenance/origin of food 1 13% 15 70% 5.85 60% -58% -48%

Local  food production 4 50% 17 90% 5.91 66% -40% -16%

Food and cuis ine Heri tage 3 38% 8 0% 5.91 66% 38% -29% 72% 63% 65% 12% 23%

Local  food cul ture 8 100% 14 60% 6.08 82% 40% 18%

Different s tyle of eating 7 88% 12 40% 5.78 53% 48% 35%

Local  dishes/cuis ine 8 100% 16 80% 5.93 68% 20% 32%

Diverse cul ture 2 25% 18 100% 5.80 55% -75% -30%

Food uniqueness 8 100% 16 80% 6.08 82% 20% 18%

Variety 4 50% 16 80% 6.00 75% -30% -25%

Cooking methods 5 63% 16 80% 5.77 52% -18% 11%

Aesthetic appeal 5 63% 16 80% 6.07 81% -18% -19%

Rel igious 2 25% 8 0% 5.37 14% 25% 11%

Food authentici ty/exotic 7 88% 17 90% 6.15 89% -3% -2%

Food attractiveness 8 100% 16 80% 6.08 82% 20% 18%

Wel l -known foods 8 100% 13 50% 5.64 40% 50% 60%

Food and people Local  l i festyle 5 63% 12 40% 5.92 67% 23% -5% 72% 63% 51% 17% 31%

Socia l  s tatus 8 100% 14 60% 5.22 0% 40% 100%

Modern/innovative 3 38% 15 70% 5.79 55% -33% -18%

Friendly loca ls 7 88% 16 80% 6.08 82% 8% 6%

Food qual i ty Sensory qual i ty/tasty 8 100% 17 90% 5.92 67% 10% 33% 75% 77% 65% 2% 14%

Qual i ty label 8 100% 15 70% 6.05 79% 30% 21%

Safety/hygiene 8 100% 18 100% 6.12 86% 0% 14%

Healthy/nutri tious 6 75% 14 60% 6.08 83% 15% -8%

Eas i ly digestible 4 50% 15 70% 5.52 29% -20% 21%

Organic/natura l/fresh 7 88% 17 90% 6.27 100% -3% -13%

Price va lue 1 13% 14 60% 5.33 10% -48% 3%

Dining places/ Attractive dining places 8 100% 17 90% 5.90 65% 10% 35% 52% 79% 57% 27% 11%

Dining atmosphere 8 100% 17 90% 6.16 90% 10% 10%

Street market 0 0% 14 60% 5.66 42% -60% -42%

Food/farmers ’ markets 0 0% 17 90% 6.02 77% -90% -77%

Menu in Chinese 0 0% 11 30% 5.33 10% -30% -10%

Friendly service s taff 7 88% 17 90% 5.83 58% -3% 30%

Easy access 4 50% 17 90% 5.63 39% -40% 11%

Variety of restaurants 6 75% 17 90% 6.03 77% -15% -2%

Food activi ties Food/gourmet tours 6 75% 15 70% 5.97 72% 5% 3% 25% 80% 52% 55% 27%

Cooking classes 0 0% 15 70% 5.47 24% -70% -24%

Food festiva ls/events 0 0% 18 100% 5.85 60% -100% -60%

Place/ geographic 

environment

Perception gap 

between Tourism 

Australia  and 

stakeholders

Percetage gap by attribute

Perception gap 

between Tourism 

Australia  and 

tourists

Important images for defining Australian food

By Tourism Australia via 

the promotional video 

(n=8)

By the food tourism 

stakeholders (n=18)

By the Potential Chinese 

Tourists (n=500)
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5.5.1 Comparison of Images 

 

As illustrated in Table 2, it is evident that the three groups evaluated the relative attributes of 

Australia differently. The results show congruence and dissonance between Tourism Australia’s 

promotions and the views of both stakeholders and tourists. Figure 6 presents a comprehensive 

perspective of Australia as a food destination. As the diagram shows, the image fit amongst the 

three groups (represented by the areas of overlap amongst the circles) highlights the success of 

Australia’s food destination branding and marketing and expresses the most coherent and 

congruent image internally and externally, notably the current brand image of Australia’s food 

tourism. In contrast, the images that fall outside the overlapping boundary areas indicate 

incongruence/differences between images: the host projected and tourist perceived images, and 

images held in the minds of stakeholders that reflect local knowledge of actual food tourism 

offerings. In addition, the diagram also illustrates the interrelationship between images 

involved in branding, specifically, between the congruence of: (1) the self-image of the host 

(represented by the areas between Tourism Australia and the stakeholders’ circles), (2) the 

projected and perceived image (represented by the areas between Tourism Australia and 

tourists), and (3) the image perceptions between tourists and stakeholders (represented by the 

areas between stakeholders and tourists). A few key findings were identified and are reported 

in the sub-sections below.   

 

The most appealing Australian food image  

The analysis identified nine highly congruent and consistent images in the minds of 

stakeholders, tourists, and Tourism Australia promotions. These images were related to:  

 

1. Organic/natural/fresh 

2. Dining atmosphere 

3. Food authenticity/exotic 

4. Safety/hygiene 

5. Food uniqueness 

6. Food attractiveness 

7. Friendly locals 

8. Variety of restaurants 

9. Food/gourmet tours 
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  Figure 6. Image Congruency between Tourism Australia, Industry Stakeholders and 

Potential Chinese Tourists 

 

Not appealing/ recognisable 

Religious 

Price Value 

Menu in Chinese 
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Differences in the perception of Australian food and cuisine image 

What was notable from the analysis are the differences in the perception of the Australian food 

and cuisine image between the destination marketer, industry and tourists. Stakeholders 

recognised that the greatest appeal of Australian food culture is closely linked with its 

multicultural food (100%), and Chinese tourists thought authentic/exotic foods (89%) such as 

kangaroo and crocodile meat, being uniquely Australian, were thus attractive. Unfortunately, 

what were regarded as critical images of Australia by the stakeholders and tourists were not 

explicitly featured in promoting Australia’s food image. The gastronomic identity created by 

Tourism Australia emphasised quality and modern food and wine. This was an important 

finding and makes specific recommendations for how Tourism Australia can respond to its own 

stakeholders’ views and those of the target market segment. Figure 7 presents a comparison of 

perceived attractiveness of Australia food dimensions amongst Tourism Australia, stakeholders 

and tourists.  

 

 

 

Figure 7. Perceived Important/Attractive of Food Dimension across Three Groups 

 

Differences in the perception of food and dining experiences and activities  

Tourism Australia tended to position Australia as a luxury food destination to drive higher 

international tourist spending, including among affluent Chinese visitors (Tourism Australia, 

2016). It can be seen that images used in promoting and communicating the attractiveness of 

the Australian foodscape tend to be quite exclusive. However, this move was not supported by 

the stakeholders, and worse still, the Chinese segment did not respond to the strategy. This 

disparity appeared in the people dimension (i.e. social status), between Tourism Australia’s 

desired image, and image perceived by tourists and stakeholders as shown in Figure 6 and 7. 
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The results demonstrate the ineffectiveness of this branding strategy in two ways. First is 

stakeholders concern about setting expectations too high and therefore disappointing tourists 

who had imagined these experiences were accessible. Although the high-end food experiences 

are real, this does not reflect the reality of the major food tourism offerings (these results were 

also discussed and reflected in Paper 2). Stakeholders believe that food festivals and events, 

farmers’ markets and street markets are more important attractions than the exclusive dining 

experiences marketed in the campaign video. Second, the Chinese respondents rated high social 

status as not being the experience they sought. As illustrated in Figure 6, they felt that dining 

out was fairly expensive in Australia (‘price value’ being the least appealing attribute). Instead, 

Chinese respondents were driven by authentic food experiences and exotic foods that are 

unique to Australia. These results show the desired positioning of Tourism Australia and the 

images projected in the campaign failed to resonate with the stakeholders and tourists.   

 

The least appealing Australian food images  

For both host and tourist, price value, religious foods, and menus in other languages were 

perceived as the least important determining factors for food attractiveness in Australia, which 

may be a turning point in reframing their perceptions. For example, visits to Australia are 

generally considered as expensive by Chinese tourists. This might be attributed to the high 

exchange rate between China and Australia. Therefore, marketers need to be sensitive to this 

issue regarding price through creating impressions of value for money to transform tourists’ 

perceived ideas of value. Also, the rating was low for offering menus in Chinese languages to 

help overcome the language barrier. This attribute should not be underestimated, and will be 

further explained in the practical implication section.  

 

5.6 Contribution 

 

The purpose of this thesis is to study destination food image, and more specifically, the 

challenges in understanding and measuring the host and tourist brand image perceptions of a 

food destination. This study has offered valuable insights into the underlying dimensions of 

cognitive food image and has conceptualised a more consistent attribute-based framework of 

projected and perceived destination food image. This study makes an original contribution to 

destination food image and branding literature in a number of key areas. 
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5.6.1 Theoretical Contributions  

 

The PhD project introduced the brand image concept to destination branding on the basis of 

the food and cuisine of a place and conducted a program of research to test a theoretical model 

of destination food image. The study makes several theoretical contributions. First, this study 

is the first to conceptually and empirically map the 40 attitudes under six distinct dimensions 

of destination food image into a comprehensive multi-dimensional framework. In the 

conceptualisation and validation process, the study integrated both academic sources and 

industry knowledge to build a solid understanding of what constitutes the cognitive image of 

destination food and cuisine. The study undertook a multi-stakeholder perspective, gathering 

insights from the current state of food research, various industry stakeholders’ viewpoints, and 

tourist perceptions of destination food and cuisine. This process enhances understanding of the 

role of food in tourism and helps establish the legitimacy of the proposed formative scale for 

cognitive food image. This formative scale offers a reliable and valid measurement for future 

research on food destination image. 

 

Second, this study proposed that cognitive, affective and conative food images collectively 

influence tourist behaviour (Gartner, 1994). Overall, the empirical findings support the 

theoretical presumption that cognitive and affective food images are the predictors of 

behavioural intentions to visit a destination (Guzman-Parra, Vila-Oblitas, & Maqueda-Lafuente, 

2016; Peštek & Cinjarevic, 2014). The current study reveals that affective image has a 

significant influence on tourists’ intention to visit a destination; however, its effect is not as 

strong as that of cognitive image. This differs from literature suggestion that affective image 

has a stronger impact on satisfaction and perceived quality of food in both the during- and post-

visit stages (Peštek & Cinjarevic, 2014). This finding suggests that the predictive power of 

emotion in the DFI model, i.e. the affective responses to food images, may indeed be modulated 

by the pre-, during-, and post-visit image formation stages. This calls for further investigation 

into affective image’s influence in different stages of tourist decision-making towards food 

destination.  

 

Third, the DFI model tested in this study also explored the influence (or moderating role) of 

food neophobia in the process of pre-visit image formation. Results show that people with high 

food neophobia are driven more by affective appeal of destination food than those with low 
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food neophobia. The current study extends the support for the role of personality traits into the 

food tourism context. Although based on one study, we are not able to draw conclusion about 

the effect personality, the finding of this study raises the need to consider incorporating 

personality traits in future studies of food tourism and more broadly cultural tourism, where 

tourist personality traits interplay with unfamiliar culture.   

 

Fourth, the results provide additional evidence of the varying roles of cognitive food 

dimensions in forming the perceived image of destination food. While all are key dimensions 

of food image, some dimensions did not drive tourist decision making and behavioural 

intention, indicating that there are different sets of drivers for perception and behaviour. For 

instance, food quality is one of the most favourable dimensions of Australia food in the Chinese 

market, including attributes such as fresh quality food and a high standard of safety/hygiene 

(based on mean values). However, this dimension was not a significant influencer to drive 

market action to visit Australia as a food destination. It may be that food quality dimension is 

a basic expectation that tourists have of a food destination, but is neither a unique attraction to 

potential tourists, nor an indicator of Australia’s food identity that represents the people and 

place.  

  

Finally, the results reveal that food tourism related decision making in different markets is 

driven by different sets of destination food attributes and tourist market. Specifically, the 

current study reveals that dimensions such as people and activities are not good predictors of 

cognitive image in the Chinese market. This finding contradicts with those of previous studies 

that confirmed people and activities both influence intention to visit a country like Finland 

(Björk & Kauppinen-Räisänen, 2016), Spain (Sanchez-Cañizares & Castillo-Canalejo, 2015), 

France, Italy and Thailand (Karim & Chi, 2010), according to their international tourist survey. 

Given the non-homogenous tourist interest in food tourism, there is a need for more market 

driven or country specific research. 
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5.6.2 Methodological Contributions  

 

This thesis also makes several methodological contributions to research by using a multi-

method approach to identify destination food image gaps. The comparative study between 

industry stakeholders and Tourism Australia (Paper 2) was the first empirical study to 

systematically compare the congruence and incongruence of attributes within a cognitive food 

image between a national tourism board and stakeholders. This paper triangulated different 

source data to investigate the image and representation of Australia as a food destination. The 

data were gathered from academic research, Tourism Australia’s marketing campaign materials, 

and industry stakeholders’ insights which they had accumulated from their marketing and 

industry experience in promoting Australian food to international tourism markets. This 

methodological approach demonstrates effective ways of triangulation and synthesis of data 

sources that are different in format and nature. This presents future scholars with avenues for 

utilising the framework in food image studies concerning the perception of host perspectives 

as explored in the current study. 

 

Second, the study offers a comprehensive formative measure for cognitive food image for 

future research. Past studies typically conceptualised and operationalised destination image as 

a reflective construct using methods such as Structural Equation Modelling (SEM). The present 

research challenged this convention by treating the cognitive image as a second-order 

formative latent variable measured by six first-order food dimensions (place and geographic 

environment, food and cuisine culture, food and people, food quality, dining places/restaurants, 

and food activities). Both the theoretical and empirical evidence provided in Paper 3 justify the 

specification of cognitive food image as more appropriate to being modelled as a formative 

measurement construct, rather than as a reflective measurement model.  

 

5.6.3 Practical Contributions 

 

In light of the findings, marketing strategies should be identified to further develop food 

tourism by addressing the gaps in attributes used in marketing and shaping destination food 

image.  
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Aligning Internal Perception 

The views about Australia as a food destination were varied to some extent across individual 

stakeholders. While there was no right or wrong at the individual level, for food tourism overall, 

the image needs to be aligned across the national tourism board, destination marketers, internal 

stakeholders and actual food tourism offerings. Ideally, the brand image communicated and 

promoted has to be consistent, recognised, and encourage buy-in from stakeholders (Germov 

& Williams, 2008; Pike, 2008). From the findings, there are three suggestions that Tourism 

Australia can consider to align internal perception: monitor perceptual gaps, define destination 

food and cuisine, and position a food destination.  

 

Monitor perceptual gaps. First, using the proposed food image model, the study validated a 

more comprehensive understanding of Australia as a food destination from an industry and 

practice point of view. Given the differences identified, Tourism Australia needs to 

continuously monitor perceptual gaps, not just between the marketers and tourists, but also 

between industry stakeholders. The proposed model revealed specific congruent and 

incongruent images perceived by industry stakeholders and potential Chinese tourists about 

Australia’s desired image in promoting its food tourism.   

 

Define destination food and cuisine. Second, to address the gap between internal stakeholders, 

Tourism Australia needs to ensure alignment of destination identity, stakeholders’ views and 

projected image. The results of this research indicated that Australian food brands are well 

regarded for their high quality, but lack any distinctive characteristics. Findings also suggest 

that heritage, local cuisine, and multicultural food images are inconsistent between 

stakeholders and Tourism Australia. There is a lack of a clear image of Australian cuisine that 

has specific traits. Although much of the world still criticises Australia for not having its own 

cuisine identity, in reality, it has taken a vast range of cuisines from all over the world and 

created a wide assortment of exciting local dishes that are expressive of the regions. 

Stakeholders suggest that Australian cuisine has been enriched by a diversity of influences. 

Hence, what may have been considered a weakness may in fact be a strength: that Australia 

does not have an overarching monolithic cuisine but draws from many, and that its distinctive 

cuisine identity comes from the quality of its produce that allows for the creation of many 

wonderful dishes. Produce that includes indigenous items like lemon myrtle and wattle seeds 

should be introduced on the menu and made available for tourists (Martin, 2014). This idea is 
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supported by the results from Study 2. The recommendation from that study is for marketers 

to sell the ingredients that go into a dish and not the dishes themselves. 

 

Position a food destination. Third, Tourism Australia tended to position Australia as a luxury 

food destination by communicating the values of reputation and prestige. The rationale was to 

create distinctive characteristics of what Australia has to offer compared with other destinations. 

However, this study found dissonance between Tourism Australia and its internal stakeholders 

on this position. Stakeholders raised concerns about this positioning which focused on images 

that may evoke the prospect of deluxe dining, but did not reflect the reality of actual food 

tourism offerings.  

 

The Restaurant Australia official video was launched four years ago, and Tourism Australia has 

currently employed a short video to clear public doubt about the reality and accessibility of the 

dining experiences projected in the campaign video (Tourism Australia, 2018b). Figure 8 shows 

the screenshot of the video where celebrity chef Curtis Stone educates American Actor Danny 

McBride on Australia’s food experiences marketed in the video.  

  

  

‘Curtis, what exactly is this? This doesn’t even 

seems like this is real.’  

It is in Wineglass Bay, Tasmania, in-water 

shucking oyster experience is exclusive to a 

luxury hotel guests.     

 

 
 

‘I don’t understand how they can get all these 

chairs just out in the middle of this beautiful 

landscapes.’ 

It is in Kangaroo Island, and this is a realistic 

option, cook on a barbie, and setting up a table 

with this unbelievable view. 

 

Figure 8. Why Australia? Food and Wine with Curtis Stone (Tourism Australia, 2018b) 
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Given that a food destination consists of multidimensional attributes and not all can be included 

in the positioning, it is critical that decisions be made based on the understanding of tourists’ 

perceptions about which attributes are important (Pike, 2009). More importantly, destination 

marketers should manage and create images that are both unpretentious and accessible.  

 

Additionally, the stakeholders questioned branding Australian food tourism as an affordable 

luxury. Based on four major global studies around the world, Erik Wolf, founder of the World 

Food Travel Association highlights that the high-end/elite food tourist is a relatively small 

market, representing about 18% of the global food tourism market (World Food Travel 

Association, 2018). This means that destinations that are focussed on the high-end market could 

exclude 82% of other markets. The previously mentioned report also discovered that the largest 

food tourism market is shifting to the younger generation who is looking for local food 

experiences that are unique and memorable, but not necessarily expensive. Indeed, the results 

in this thesis reflected a similar trend (World Food Travel Association, 2018). Thus, branding 

needs to predict the size of a market and the perception of luxury in the minds of target tourists. 

As reflected in Study 3 results, the perception that Australia’s marketers want to create and the 

perception of what Chinese want from a food destination, were inconsistent. The potential 

Chinese tourists have high interest in farmers’ markets, street markets, and festivals/events, so 

it would be worthwhile to validate this finding to other larger segments.  

 

Aligning external perceptions  

In the Phase 3 tourist study, results indicate that destination food image has a direct effect on 

potential Chinese tourist behavioural intention, specifically, their decision depends on prior 

knowledge of the food images. Chinese who are interested in visiting Australia found that the 

most attractive dimensions in representing Australia are: natural and clean environment, local 

food culture, and dining places/restaurants. The study also identified some differences between 

the tourist perceptions of Australia’s food scene and Restaurant Australia projected food image 

of Australia.  

 

First, the heritage and authentic/exotic cuisine is very appealing to these tourists, but the 

representation of this fell short in the video. Second, the cost of dining in Australia and the 

perception of price is not very appealing to Chinese, yet, the projection of images emphasised 

upscale dining experiences. If a perception gap occurs, it may mean that the destination 
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marketers are misguided in inappropriate potential tourist needs. Having a clear understanding 

of tourist perceptions is essential. In this case, perceptual images can drive the intention of 

Chinese tourists to visit Australia.  

 

Capturing the Chinese tourist market   

Based on these results, Tourism Australia can consider the following three propositions to align 

with external perceptions and capture the Chinese tourist segment: the role of kangaroo in 

Australian food tourism, having the menu in Chinese, and reframing the perception of 

perceived value.  

 

The role of indigenous Aboriginal food in Australian food tourism. Chinese respondents 

were driven by authentic food experiences and exotic foods that are specific to Australia. The 

most appealing aspect of Australian food culture is associated with exotic native ingredients 

(e.g. kangaroo meat which is an ingredient unique to Australia). In general, the role kangaroos 

play in Australia tourism marketing has been a success and well recognised, being one of the 

world’s best-recognised tourism icons/images (Higginbottom, Northrope, Croft, Hill, & 

Fredline, 2004). It is unsurprising that potential tourists revert to kangaroo meat when they 

think of iconic Australian foods. Despite tourist demand for this exotic local food, its promotion 

in food tourism has received very little attention. The challenge facing food tourism is that 

while bush tucker cuisine, and indigenous ingredients/bushfood (e.g. kangaroo, crocodile, emu 

meats) are identified as the most representative idiosyncratic food identity and image of 

Australia, they are not reflected in the actual Australian foodscape, nor are they readily 

available to tourists. Through observation, few restaurants actually offer bushfood on their 

menus. Although native bush foods are generally healthier and more sustainable, eating certain 

Australian animals, such as the kangaroo, is not common nor part of the food culture for many 

locals (Ampt et al., 2008).  

 

This finding is not necessarily new, but is generally absent from the debate on the branding of 

Australia’s native bush foods/ingredients in tourism. Instead, this is one of the overlooked 

attributes which has embedded in it the value of cultural heritage and local stories. This finding 

suggests that destination marketers should explore the opportunity to emphasise Australia’s 

native bush foods and ingredients that are unique on a global level and compete on food 

attributes that the potential target market will appreciate, and adopt branding strategies that are 
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aligned with tourists’ food image and expectations. Restaurants can attempt to diversify their 

menu with these items, such as kangaroo pizza, or kangaroo meat pie. The promotion of 

kangaroo to tourists does not have to be limited to restaurants, but can also be incorporated into 

the Australian barbeque culture experience that includes beautiful scenery, i.e. on a sandy beach 

or in a natural park, attributes that Chinese tourist value (dining with spectacular views in a 

beautiful landscape).   

 

Menu in Chinese. The industry stakeholders suggested that having a menu translated into 

Chinese should be an industry-wide business practice and a genuine gesture to welcome 

Chinese tourists. The need for a Chinese translated menu is further inspired by a famous chef 

in an Adelaide restaurant who had taken the initiative to do so, and in return, enticed more 

foreign tourists to dine in the restaurant (News, 2017). The investment of time and cost in 

translating a menu is a worthwhile exercise as Chinese diners are grateful and appreciative. 

Immediately after this decision by the Adelaide chef, Restaurant and Catering Australia (RCA) 

began to encourage other restaurants to follow suit.  

 

Reframing the perception of perceived value. The potential Chinese tourists in this study did 

not recognise the strategic use of promoting high-end experiences as unique selling points by 

Tourism Australia. It is notable that the price value and social status of dining experiences, and 

easy accessibility to dining places were rated poorly. Indeed, visits to Australia are usually 

expensive for Chinese tourists due to the high currency exchange rate (estimated 

AUD$1=CNY5 in 2018). While comparing Chinese day to day average spending on food, 

Australian food can be costly. Therefore, it is recommended that the focus should be less on 

fine dining experiences and more on projected images of street-food and food and wine 

festivals that typically are associated with variety and reasonable or budget prices. 

Unfortunately, this attribute has not been explicitly positioned in the Restaurant Australia 

promotional video.  

 

Another strategy to increase perceived value is by enhancing potential tourist knowledge of 

Australia’s diverse culinary experiences and good quality produce, and creating a better 

understanding of local food culture and food consumption. Tourism Australia could invite 

Chinese food critics and Chinese journalists/press to Australia to cover and review different 

elements of food tourism in the country. These elements could include different types of 
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restaurants, cafés, open flame barbeques, food and wine festivals, farmers’ markets, street-

foods, and organizing events featuring innovative chefs and their modern cuisines and the 

unique native foods of Australia. Additionally, the review should also cover the different meals 

of a day such as what Australians usually eat for breakfast, lunch and dinner. To overcome the 

fear of unfamiliarity, the review should focus on the availability of restaurants that use Asian 

cooking styles and flavours familiar to the Chinese. Conversely, Tourism Australia could 

organize Australian food festivals in China to showcase Australian foods. A better 

understanding of a food destination will moderate the effect of unfamiliarity and create positive 

feelings and emotional thoughts (i.e. affective responses) before an actual visit.  

Shifting the focus of Tourism Australia’s marketing to the Chinese segment has been a sensible 

move. These findings will hopefully enable Tourism Australia to build a more compelling food 

image and better communicate this image of Australia as a food and wine destination to Chinese 

tourists, its biggest tourism market (Tourism Australia, 2018a).  

 

5.7 Limitations and Recommendations for Future Research 

 

This thesis is not without limitations but these limitations can be turned into interesting avenues 

for future research. Limitations of the thesis arise from the: categorisation of the complex 

nature of a food image, the question statements used to measure attributes, the contextual 

setting of the research, the sample size and data collection methods, the video content analysis, 

and consistency in the perception gap analysis.  

 

Categorisation of the complex nature of a food image. Many scholars would agree that the 

food and cuisine image of a place is a complex multidimensional study (Chang & Mak, 2018; 

Lin et al., 2011; Seo & Yun, 2015). There are many different views on what those dimensions 

are and how to label them. These differences come from the fact that food has different 

characteristics across destinations and culinary scenes. In the tourism literature, food is 

associated with different elements including diverse landscapes, local produce, regional 

cuisines, heritage, different foods and cultures, quality and safety of food, the lifestyle of the 

locals, dining places, and food activities. Therefore, research from different destinations will 

inevitably want to use various indicators to measure their food and cuisine image. This 

approach might hinder comparisons between different perspectives, or between different 

destinations or countries. By categorising the attributes used in food tourism branding into 
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different dimensions, and putting forward a cognitive food image measurement model, this 

thesis does not want to suggest that there should be one single view of what a destination food 

image is. But it does aim to provide a platform for future research intending to measure the 

food image of a destination.  

 

Question statements used to measure attributes. Although a pre-test for the main survey 

was carried out, challenges emerged in the interpretation of specific attributes. For example, 

the attribute that stated that ‘Australia offers restaurant menus in Chinese languages’ was 

perceived by the Chinese respondents as the least attractive. This attribute could be further 

refined into a clear statement specifying what is actually meant by ‘unattractive’. Further, this 

statement can be debatable for the younger generation who possibly have a good command of 

English, or have access to a translation software or application, such as Baidu and Youdao, that 

help Chinese travellers to overcome the language barrier. Therefore, additional work is required 

to refine the question statements used in evaluating food image attributes by keeping the survey 

questions clear and accurate for interpretation. This may impact and influence the interpretation 

of the findings, and help destination marketers gauge the perceived value of food tourism 

offerings more effectively.   

 

Contextual setting of the research. The empirical investigation was confined to specific 

geographical areas of Australia’s food tourism context, focusing on the national tourism board 

and local stakeholders, and restricted to Australia’s largest international market, involving 

Chinese residents from China’s main cities of Beijing, Shanghai, and Guangzhou. The results 

tend to be culturally biased because of the inherent western orientation of Australia versus the 

‘oriental’ outlook of Chinese tourists. Therefore, to increase the transferability and validity of 

the conceptual model, future researchers need to examine the conceptual model in different 

destinations, with different nationalities or cultural groups. 

 

Sample size and data collection methods. In Study 2, it must be emphasised that though data 

collected were mainly quantitative, nevertheless, the major aim of this study was not to 

generalise the results to the overall food tourism branding, nor to the population of stakeholders 

in a destination, but rather to gain further insights into the means of promoting Australian food 

and cuisine, and into the stakeholders’ views of local knowledge. In particular, Study 2 involved 

a relatively small sample of 18 stakeholders, in order to seek their expert opinions and the 
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personal meanings that reflect local knowledge. They are from the pool of specialists who were 

involved in the food campaign. Indeed, the nature of the population dictated the sample size 

that this research was targeting. Hence, the design of this study was not to provide a statistical 

description of the viewpoints that characterise the sample, but to elicit the diversity and 

structure of those viewpoints. The survey also incorporated both close-ended and open-ended 

responses and in some way resembled an in-depth interview, and was further supported by a 

quantitative content analysis of the promotional video to allow a comparison of destination 

food image amongst destination marketers. It is also important to point out the possible 

representation bias in using a 3-minute short promotional video for considering the projected 

image that was created by Tourism Australia. While it is not possible to feature all attributes in 

the promotional video, the video still needs to best reflect the actual tourism food offerings and 

views of the stakeholders. To enhance the generalisability of the projected image by the tourism 

board, it is recommended that other marketing materials, e.g. food promotional brochures, the 

tourism board’s official website and social media platform, be assessed.  

 

Video content analysis. It is also important to be aware that while the coding of the video was 

an innovative approach to investigating projected images, it tended to have a degree of 

subjectivity. Recognising this fact, the process involved three researchers reviewing each scene 

in the video carefully and coding the content until consensus was reached among the 

researchers, to improve the validity of the coding and counting process. For future studies, 

assessing the coding should include more researchers as this would assist in establishing a 

greater degree of accuracy in the coding. Another way to minimize the subjectivity is to directly 

interview the tourism video experts who involved in the campaign video production. Get them 

to talk about the Australia’s food attributes created through the lens. Another way to minimise 

the subjectivity is to directly interview the tourism video experts who were involved in the 

campaign video production, and get them to talk about Australia’s food attributes as seen 

through the lens.   

 

Also, researcher experience and prior knowledge of the phenomenon to be studied can 

minimise unconscious bias in interpretation (Bengtsson, 2016). For instance, the researcher 

must have prior knowledge about Australian cuisine to appraise ‘heritage’ as an attribute that 

featured Australia’s unique history, traditions and culture, including images related to the 

traditional Sunday roast (British influence), bush tucker cuisine and dishes (aboriginal cuisine), 
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and passionate viticulture (winemaking heritage).  

 

Consistency in perception gap analysis. Lastly, another shortcoming that needs to be 

addressed is the complex assessment of food images using video analysis against the different 

scales of assessment used in the stakeholder and tourist survey. Future research could design 

the same scale measurement to ensure a more accurate and consistent perception gap analysis. 

For instance, the use of the promotional video Welcome to Restaurant Australia in the survey 

with the stakeholders, sucessfully stimulated discussion on Australian food and cuisine image, 

but this approach was not used in the survey with Chinese tourists, given that the primary 

purpose of the research was to investigate the brand image perceived by the tourists without 

visual prompting. Future researchers can consider integrating video used in promoting a 

destination in the tourist survey, where respondents are required to watch the video and respond 

to questions asking for their appraisals and opinions related to the representation of food image 

in the video.  

 

Although quantitative measurement of cognitive image was comprehensive, nevertheless, this 

should be further investigated through qualitative studies as well. This would assist in 

presenting meaningful interpretation of data as, for instance, tourists could really define what 

‘authentic’ means to them.  
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5.8 Conclusion 

 

Whether or not an image is, in fact, a true representation of what any given destination has to 

offer to the tourists.  

Hunt (1971) 

 

To create a clear image of what makes that food destination experience unique, exciting, and 

appealing to tourists, a successful plan would need buy-ins from its internal stakeholders, i.e. 

food tourism businesses, practitioners and destination marketers. The building of a strong and 

positive food and cuisine image of a destination should be the cornerstone of any destination 

marketing plan.  

 

The research offers a destination food image measurement model and demonstrates a 

systematic evaluation of the branding consistency of a food destination by capturing different 

viewpoints in multiple stages of food image analysis. This thesis sought to respond to a number 

of research questions related to how destination food image is understood from different 

perspectives, formed in the minds of tourists, and used in the context of destination branding. 

By doing so, this work has contributed to the literature in four significant ways. First, it 

advances knowledge of cognitive food image measurement through developing a host-tourist 

perspective conceptual model. Second, the study puts forward a cognitive, affective and 

conative food image model to explain future behavioural intentions. Third, an overall model to 

understand destination food image formation is presented to identify the gap between projected 

and perceived image. Fourth, the study highlights the moderating effect food neophobia has on 

destination food image formation. Further, by employing a critical realist approach to seek 

answers to the research questions, it also contributes methodologically by implementing a 

multi-method design using both qualitative and quantitative data to validate the model of 

destination food image.  

 

The ultimate goal of analysing food image in this study is to help destinations to better articulate 

a branding strategy by developing positive images and messaging that resonates with a target 

tourism market, and to create alignment between marketers, local businesses and tourists. It 

also provides a more culturally sensitive approach to destination branding for the Chinese 

tourist market. It is believed that the work presented in this thesis has achieved this goal.  
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Appendix 2. Survey Questionnaire: Stakeholder 

 

Insights from the Food and Tourism Industry: What is your perception of 

Australian food and cuisine? 
 

Thank you for agreeing to take part in this important survey and I hope you will find value in 

my work, which aims to help Tourism Australia better promote Australian food as an attraction 

to international tourists.  

 

We anticipate this survey will take about 20-30 minutes of your time and is entirely voluntary. 

You will be asked to complete a survey in which you will be requested to discuss the identity 

and representation of Australia as a food and wine destination. You will also be asked about the 

key messages, images and values used in advertising and promoting Australian food to the 

international market.  

 

We value your input and thank you for your interest. 

 
 

Part 1. Demographic: Stakeholders’ Characteristics  

Stakeholders’ socio-demographic profile  

 
Q1.1 Gender 

 

 Male  

 Female 

 

Q1.2 Company / Organisation  

 

Short answer text 

 

Q1.3 State 

 

 Australia Capital Territory  

 New South Wales 

 Northern Territory 

 Queensland 

 South Australia 

 Tasmania 

 Victoria 

 Western Australia  

 

Q1.4 Please explain the context of your involvement with Australia's food and wine 

promotion to Chinese tourists. 

 

Long answer text 
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Q1.5 What is your role in the Australian Tourism Industry? Please tick one that best 

describes you. 

 Destination Marketer  

 Media Relation 

 Food and Beverage Provider 

 Chef, Celebrity Chef 

 Consultant 

 Food travel filmmaker, food writer 

 

Q1.6 How long have you been in the travel, tourism and hospitality industry? 

 1-2 years  

 3-5 years 

 6-10 years 

 More than 10 years 

  

 

Part 2a. Your perception: Cognitive Image of food in destination   

Stakeholders’ overall evaluation on “what’s Australian food is?”   

 

Q2.1 Please rate your perception of Australian food and cuisine on a scale of 1 (negative) 

to 7 (positive). 

 

Q2.2 Do you feel Australian food and cuisine reputation is... 

 

 Declining 

 Static  

 Improving  

 

Q2.3 Please name 3 kinds of foods or dishes you associate with Australia. 

 

Click to write Choice (1) __________________ 

Click to write Choice (2) __________________ 

Click to write Choice (3) __________________ 

 

Q2.4 Please list 3 words that best describe Australian food and cuisine image.  

 

Click to write Choice (1) __________________ 

Click to write Choice (2) __________________ 

Click to write Choice (3) __________________ 

 

Q2.5 What makes Australian cuisine unique? 

 

Long answer text 
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Part 2b. Your perception: Cognitive Image of food in destination (40 items, 6 dimensions) 

 

How stakeholders perceive a range of possible food and food experiences offering in Australia, 

using the proposed 40 cognitive attributes – cognitive image relates to individual’s beliefs 

and knowledge about the attributes of the destination.  

 
2.6 What do you think are the most appealing aspects of Australia as a destination for 

food? 

 

Instructions:  

There are number of attributes and values relating to the attractiveness of food that are grouped 

under six broad dimensions: (1) Australia's geographic environment; (2) Australian food and 

cuisine culture; (3) food and people in Australia; (4) Australian food quality; (5) dining 

places/restaurant; and (6) food activities offerings.  

 

Based on your experience, please click on the appropriate circle that best describes your 

opinion about the attractiveness of Australia as a food destination.   

 

   
Extremely 

unappealing 
(1) 

Unappealing 
(2) 

Somewhat 
unappealing 

(3) 

Neutral 
(4) 

Somewhat 
appealing 

(5) 

Appealing 
(6) 

Extremely 
appealing 

(7) 

(1) Place and geographic environment 
        

Australia offers a natural and clean 
environment for food production.                

Australia’s farming and agriculture 
industries are well developed, which 
using advanced farming and agricultural 
practices in producing quality food 
products.  

              

Australia’s fishery industry is well 
developed, using advanced aquaculture 
practices in producing quality seafood.   

              

Australia’s country of origin symbol and 
“Made in Australia” food labelling are 
well recognized.    

              

Australia offers an abundance of food 
production all year round.               
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Extremely 
unappealing 
(1) 

Unappealing 
(2) 

Somewhat 
unappealing 
(3) 

Neutral 
(4) 

Somewhat 
appealing 
(5) 

Appealing 
(6) 

Extremely 
appealing 
(7) 

(2) Food and cuisine culture 
        

Australia has its own unique food 

history, tradition and culture.               

Australia offers attractive local food 

culture.                

Australia offers different styles of eating 
(e.g. eating Western food with knife and 

fork, and eating Chinese food with 

chopsticks).  

              

Australia offers local dishes and local 

cuisine with a true local flavor.                

Australia offers multicultural food and 
cuisine from across the globe.                

Australia offers unique food, using 

ingredients and cuisine styles unique to 
Australia.  

              

Australia offers a wide variety of foods 

and dishes.                

Australia offers unique Australian cuisine 

which embraces multiculturalism and 

creativity.  
              

Australian has aesthetically-pleasing 

food presentation.                

Australia offers a variety of halal, kosher 
and vegetarian dishes, codified by 

religions. 
              

Australia offers authentic/exotic food 
using native ingredients such as 

kangaroo, and crocodile meat).  
              

Australian food looks palatable and 

appealing.               

Australian food and cuisine are well-

known and recognized internationally.                

 
3) Food and people        

Australians offers a compelling lifestyle 

and food culture (e.g. Australian 

barbecue culture).  
              

Australian prestigious food and cuisine 

express eating habits of a higher social 

class.  
              

Australia’s well known chefs are 

talented and innovative.                

Australians are hospitable and friendly 

people.                
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Extremely 
unappealing 
(1) 

Unappealing 
(2) 

Somewhat 
unappealing 
(3) 

Neutral 
(4) 

Somewhat 
appealing 
(5) 

Appealing 
(6) 

Extremely 
appealing 
(7) 

(4) Food quality 
        

Australian food is delicious, colourful, 
aromatic and tasty.                

Australia produces high quality food 
with food quality labels.                

Australia offers a high standard of 
safety/hygienic food.                

Australia offers healthy and nutritious 
food.                

Australia offers light meals that are 
easily digestible (e.g. a meal with plenty 
of vegetables and whole grains).  

              

Australia offers fresh produce (e.g. fresh 
fruits, vegetables, seafood and high 
grade meat).  

              

Australia offers reasonable price for 
dining out.                

(5) Dining places/restaurants 
        

Australia offers a variety of dining 
places.                

Australia offers dining atmosphere with 
spectacular views.                

Australia offers attractive street markets 
or street food that provide local 
delicacies.  

              

Australia offers attractive farmers' 
markets that provides farm-direct fresh 
produce and street food). 

              

Australia offers restaurant menus in 
Mandarin.                

Australia offers friendly service 
personnel.               

Australia offers easy access to 
restaurants (e.g. convenient 
transportation, and clear directories, 
maps). 

              

Australia offers a variety of restaurants 
(e.g. upscale, and local/casual).               

(6) Food activities 
        

Australia offers a variety of 
food/gourmet tours for cultural 
experiences.  

              

Australia offers cooking classes. Tourist 
will cook with local chefs and learn how 
to cook local dishes.  

              

Australia offers various food 
festival/events.                
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Part 3. Representation and Image  

Stakeholders’ thoughts and feelings toward the promotional video  

 
Instructions:  

The following questions inquire about your thoughts and feelings to the video promoting 

Australia's Food and Wine Campaign - "Restaurant Australia". 

 

Please take a moment to watch the below video: "Welcome to Restaurant Australia" (Courtesy 

of Tourism Australia) 

 

 

 
 

Link: https://www.youtube.com/watch?v=0l9Agm9qRPs 

 

 
Q3.1 Do you feel there was any misrepresentation of Australia's food image in the video 

above? 

 

 Yes 

 No  

 Maybe 

 

 

Q3.2 Please elaborate on your answer to the previous question. 

 

Long answer text 

 

 

 

 

* Thank you for completing the survey! 
 

 

 

https://www.youtube.com/watch?v=0l9Agm9qRPs
https://www.youtube.com/watch?v=0l9Agm9qRPs
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Appendix 3. Survey Questionnaire: Potential Chinese Tourist 

 

澳大利亚的美食与其作为美食旅游目的地形象认知的调查 

Study of Australian Food and Cuisine Image in Destination Branding 

(GU ref no: 2016/240) 

 

您好！这是来自澳大利亚的昆士兰─阳光之州的问候！ 

Warm Greetings from Queensland ─ The Sunshine State! 

 

我是一名酒店旅游管理专业的博士研究生。 想请您协助完成一份问卷调查。  

I’m a PhD candidate specialising in Tourism, Sports and Hotel Management. I would like to 

invite you to participate in a survey 

 

本问卷调查的目的：该项调查的目的是为了了解您对澳大利亚美食与其作为美食目的地的观

点。该研究结果将使我们深入了解中国游客对于澳大利亚成为美食目的地形象的认知，并且帮

助澳洲旅游局提高其美食的国际知名度，塑造澳洲美食特色，以吸引中国旅客到澳大利亚赴一

趟美食之旅。 

 

Purpose of the research: This study aims to explore the identity and representation of Australia 

as a food and wine destination from the potential Chinese tourists’ perspective. The results 

from this image study will provide valuable insights into Tourism Australia and better position 

it as an internationally-recognised food destination, and better promote Australian food as an 

attraction for Chinese tourists.  

 

开始之前：您的参与是完全自愿的。若您决定参加，务必完整填写此问卷。本问卷仅需约 15

分钟完成。一旦您提交问卷，我们将认为您已经同意参与本项研究。 

 

What you will be asked to do: Your participation in this study is completely voluntary. If you 

agree to participate, you will be asked to fill out an online questionnaire. We anticipate this 

survey will take around 15 minutes to complete. Completion and submission of the 

questionnaire will be taken as your informed consent to participate in this study. 

 

参与调查问卷可能存在的风险：我们承诺，参与此问卷调查，您将不会有任何风险。  

Risk to you: There are no identifiable risks associated with your participation in this research. 

结果回馈：若您需要，我们可以提供一份总结报告给您。调查结果将有可能发表在学

术会议或期刊论文中。 

Feedback to you: You will receive a summary of the findings if you wish. The results may be 

submitted to the journal and media publications towards the end of the research project.  
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本项问卷调查是否符合伦理行为：格里菲斯大学的调查研究符合《澳大利亚人类学调查伦理

行为的声明（2007）》。您的参与将基于自愿，问卷填写是匿名的，所有信息将保密。您不需

提供任何可能会透露您身份的信息。如果您对本研究的伦理行为有任何疑问或建议，请联系我

们的研究伦理办公室，电话：(+617) 3735 4375，Email：research-ethics@griffith.edu.au。 

Whom to contact about the ethical conduct of this research: Griffith University conducts 

research in accordance with the National Statement on Ethical Conduct in Human Research (2007). 

All information collected in the survey is anonymous and strictly confidential. Your identity will 

be kept confidential to the extent provided by law. If you have any concerns or complaints about 

the about the ethical conduct of the research project, you may contact the Manager, Research Ethics 

on (617) 3735 4375 or research-ethics@griffith.edu.au. 

 

研究组成员  

Research team members 

Mun Yee Lai 博士研究生 (联系人) 

旅游、休闲、酒店及运动管理学院 

格里菲斯大学内森校区 

电话: (617) 3735 5491 

Email: munyee.lai@griffith.edu.au  

Catheryn Khoo-Lattimore 博士  

旅游、休闲、酒店及运动管理学院 

格里菲斯大学内森校区 

电话: (617) 3735 6712 

Email: c.khoo-lattimore@griffith.edu.au 

 

Ying Wang 博士 

旅游、休闲、酒店及运动管理学院 

格里菲斯大学黄金海岸校区 

电话: (617) 555 25891 

Email: ying.wang@griffith.edu.au  

Mun Yee Lai 

  

PhD Candidate 

Dpt. of Tourism, Sport & Hotel Mgt. 

Griffith Business School 

Griffith University, Nathan Campus 

Tel: (617) 3735 5491 

Email: munyee.lai@griffith.edu.au 

Dr. Catheryn Khoo-Lattimore 

  

Senior Lecturer | PhD Supervisor  

Dpt. of Tourism, Sport & Hotel Mgt. 

Griffith Business School 

Griffith University, Nathan Campus 

Tel: (617) 3735 6712 

Email: c.khoo-lattimore@griffith.edu.au 

 

Dr. Ying Wang 

  

Senior Lecturer | PhD Co-Supervisor 

Dpt. of Tourism, Sport & Hotel Mgt. 

Griffith Business School 

Griffith University, Gold Coast Campus 

Tel: (617) 555 25891 

Email: ying.wang@griffith.edu.au  

 

如果您对本研究有任何问题或需要更多信息，请联系Mun Yee (博士研究生)。联系方式: 电话： 

(617) 3735 5491, Email: munyee.lai@griffith.edu.au 

 

If you have questions about the research, please contact Mun Yee, 电话： (617) 3735 5491, 

Email: munyee.lai@griffith.edu.au 

十分感谢您参与本次问卷调查。请点击下方按钮开始回答问卷。 

Thank you for your time. Please click NEXT and complete the survey. 

 

 

 

 

 

mailto:research-ethics@griffith.edu.au
mailto:c.khoo-lattimore@griffith.edu.au
mailto:ying.wang@griffith.edu.au
mailto:ying.wang@griffith.edu.au
mailto:ying.wang@griffith.edu.au
mailto:munyee.lai@griffith.edu.au
mailto:munyee.lai@griffith.edu.au
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第 1 部分：让我们先了解您!  

PART 1: Demographic & Travelling characteristics 

Characteristics Question Question: Mandarin 

Non-visitor Have you been to Australia? 

 Yes 

 No 

你曾经去过澳大利亚吗？ 

 去过 

 没去过 

 

Age What is your age? 

 Under 18  

 18 - 24 

 25 - 29 

 30 - 39 

 40 - 49 

 50 - 59 

 60 or older 

 

您的年龄层： 

 18 岁以下 

 18 - 24 岁 

 25 - 29 岁  

 30 - 39 岁  

 40 -49 岁  

 50 - 59 岁  

 60 岁以上  

 

Income What is your monthly income? 

 Less than ¥8000 

 ¥8001 - ¥16,000  

 ¥16,001 - ¥25,000 

 ¥25,001 - ¥35,000  

 ¥35,001 - ¥40,000 

 More than ¥40,001 

 

您个人大致月总收入（税前）。 

 少于 ¥8,000/月 

 ¥8,001 - ¥16,000/月 

 ¥16,001 - ¥25,000/月 

 ¥25,001 - ¥35,000/月 

 ¥35,001 - ¥40,000/月 

 多于 ¥40,001/月 

 

City In what city do you live? 

 Beijing 

 Shanghai 

 Guangzhou 

 Other (please specify) 

您居住的城市：  

 北京  

 上海 

 广州 

 其他，请描述 

 

Marital What is your marital status? 

 Never married 

 Married 

 Divorced/separated 

 Widowed 

 Others （please specify） 

 

您的婚姻状况： 

 未婚 

 已婚 （事实婚姻关系） 

 分居/离婚 

 丧偶 

 其他，请描述 

 

Children How many children do you have 

under 18-year-olds? 

 None 

 One 

 Two 

 More than two 

您有几位未成年子女？(未满 18 周岁) 

 有/无 

 一位 

 两位 

 两位以上 
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Characteristics Question 

Travelling 

frequency 

在过去两年以内，您去国外旅行了几次？ 

How often have you gone on holidays during the past 2 years? 

 没去过 

I have never travel 

 一次 

Once  

 两次 

Twice 

 超过两次 

More than twice a year 

 其他，请描述; 

Other (please specify) 

 

Durations of 

travel 

在过去两年以内, 您一般出国旅游时间多久? 

How many days do you typically spend on holidays travelling for the past 2 years? 

 

 5 天以内 

Less than 5 days 

 5-7 天 

5-7 days 

 8-10 天 

8-10 days 

 11-15 天 

11-15 days 

 15 天以上 (请说明) 

More than 15 days (please specify) 

 

Travelling 

companions 

你一般和谁一同出国旅游?(可选择多项） 

Who do you normally travel with? (tick all that apply) 

 

 独自一人 

Travelling alone  

 伴侣/配偶 

Travelling with partner/spouse 

 家人如父母、兄弟姐妹，伴侣/配偶，及孩子 

Travelling with family, spouse and children  

 伴侣/配偶和孩子 

Travelling with spouse and children  

 同事 

Travelling with colleague 

 朋友 

Travelling with friend  

其他，请描述： 

Other (please specify) 
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Information 

sources 

 

 

 

这个问题是关于您在国外旅游时获得美食餐厅推荐和当地美食信息的渠道。以下描

述中各项旅游信息来源对于您选择美食有多重要？ 

This question is about your access to information sources related to destination’s food and 

restaurant guide. Please rate each in term of their importance.  

 

1=完全不重要， 7=非常重要 

* 7-point Likert scale: 1=Extremely unimportant, 7=Extremely important 

 

 家人/亲戚/朋友/同事推荐 

My friends and relatives or colleagues  

 旅行社等专业意见 

Travel agents  

 问当地人 

Ask the locals 

 手机搜索/网络搜索 

General internet search 

 旅行点评网站（例如大众点评网，穷游网， 蚂蜂窝网，和猫途鹰网） 

Online foodies' or travellers' opinions and reviews （e.g. dianping,  Qyer，Mafengwo, 

and TripAdvisor) 

 社交网络 （例如微信,微博, QQ 网和人人网） 

Online and social media (e.g. WeChat, Weibo, QQ and Renren) 

 网上预订网站, 例如酒店和航空公司的官网 

Online booking site / online travel agent 

 旅游局官方网站 /APPs 

National tourism website / APPs 

 促销广告 

Promotional campaign  

 电视广告 

TV advertisement 

 电影/电视剧 

Movies, drama  

 电视美食旅游节目 

Food travel programme  

 美食竞赛节目/廚艺比拼节目 

Cooking competition show, e.g. Master Chef  

 旅游指南 

Travel guide  

 美食杂志/书籍 

Food magazine / book 

 报纸 

Newspaper 

 采用其他方式。请说明:  

Other (please specify) 

 

 

 

 



188 

 

第 2 部分： 请评价您对澳大利亚美食与其成为美食旅游目的地的看法。 

PART 2: Overall Destination Food Image and Perception 

 

Component Measurement Questions 

 

Brand 

familiarity 

 

 

Extent to 

which tourists 

are familiar 

with Australian 

food and 

cuisine.  

 

您对澳大利亚美食的熟悉程度是？ 

How familiar are you with Australian food and cuisine? 

 

 完全不熟悉 。。。。。。。非常很熟悉  

Extremely unfamiliar - Extremely familiar 

 完全不了解 。。。。。。。非常了解 

Extremely uninformed – Extremely informed 

 完全没有相关知识。。。。。。。非常多相关知识 

Extremely not knowledgeable – Extremely Knowledgeable 

 

Overall 

Destination 

Food Image 

 

 

 

Extend to 

which the 

overall 

destination 

food image is 

perceived.    

 

请和我们分享您对澳大利美食与其作为美食旅游目的地的总体评价。 

We would like to know how you perceive Australian food and cuisine 

and food destination. Please indicate the degree to which you agree or 

disagree with each of the following statements.  

 

1=非常不同意， 7=非常同意 

* 7-point Likert scale: 1=Strongly disagree， 7=Strongly agree 

 

       

 我对澳大利亚的美食有良好的印象。 

I have a good impression of Australian food and cuisine 

 我觉得澳大利亚美食的声誉正在提高。 

I feel Australian food and cuisine reputation is improving  

 我很容易就能想起澳大利亚特色美食/国菜。 

I can easily name famous Australian dishes  

 当我想起美食的时候， 澳大利亚美食总是第一个出现在脑中。 

When I think of cuisine, Australian food come to mind immediately 

 澳大利亚是一个最好的美食旅游胜地。 

Australia is the best destination for food 

 澳大利亚享有正面的美食旅游形象和知名度。 

Australian food destination enjoy a good reputation and positive brand 

image. 
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Perceived 

Australian 

dishes 

 

  

请列举 1-3 个您印象中最著名的澳大利亚特色美食/菜式。 

Please name 1-3 kinds of foods or dishes you associate with Australia. 

 

 

 

Perceived 

food 

uniqueness 

  

请列出 1-3 个词语最能描述您对于澳大利亚美食形象特点。 

Please list 1-3 words that best describe Australian food and cuisine 

image.  

 

 

 

Perceived 

food 

destination 

uniqueness 

 

 

  

当有人提起澳大利亚美食旅游时，您最先想到的是什么？(请以 1-3 个

词语简要回答) 

请注意，您的评论可不是一般的澳大利亚旅游，而是澳大利亚“美食旅

游”的感想。 

What is your first thought when people talk about Austral as a food 

destination. (Please answer briefly in 1-3 words)  
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第 3 部分：您对澳大利亚美食与其成为美食旅游目的地形象的认知。 

PART 3: Cognitive Image of Food 

 

以下问题是有关您对澳大利亚美食与其成为美食旅游的印象之描述，请您以个人看法和理解，并从答案

中选出最能表示您同意或不同意程度的选项。 

在我想象中... 

 

This section is to learn about your impression of Australian food and its food destination. Please read the following 

narrative carefully and answer according to your own understanding and opinion. Please indicate the degree to 

which you agree or disagree with each of the following statements.   

 

1=非常不同意， 7=非常同意 

* 7-point Likert scale: 1=Strongly disagree， 7=Strongly agree 

 

Dimensions Items 

 

Geographic 

environment 

 

o 澳大利亚拥有纯洁的自然环境，使它成为优质的食材理想来源地。 

Australia offers a natural and clean environment for quality food production.  

o 澳大利亚的农业与畜牧业很发达，并采用先进栽培和饲养技术来生产优质农产品。 

Australia’s farming and agriculture industries are well develop, which uses advanced 

farming and agricultural practices in producing quality produce.  

o 澳大利亚的渔业很发达，并采用先进的水产养殖技术来生产优质海鲜。 

Australia’s fishery industry is well develop, which use advanced aquaculture practices in 

producing quality seafood.  

o 澳大利亚的食品原产地标签，和“澳大利亚制造”的标签获得很好的认可 

Australia country of origin symbol and “made in Australia” food labelling are well 

recognized   

o 澳大利亚一年四季出产丰富的食品。 

Australia offers an abundance of food production all year round 

 

Food and 

cuisine 

culture 

 

o 澳大利亚拥有自己独特的和饮食相关的历史，传统，和文化。 

Australia has its own unique food history, tradition and culture. 

o 澳大利亚当地饮食文化的特色具有吸引力。 

Australia offers attractive local food culture. 

o 在澳大利亚拥有不同风格的用餐方式 （包括西餐一般以刀叉進食, 中餐一般用筷子

進食）。 

Australia offers different styles of eating (e.g. eating Western food with food and knife, and 
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eating Chinese food with chopsticks).  

o 澳大利亚提供道地的菜系和特色的料理, 具有真正的地方风味。 

Australia offers local dishes and local cuisine with a true local flavour.  

o 澳大利亚提供多元文化的美食, 其美食汇集了全球风味。 

Australia offers multicultural food and cuisine from across the globe. 

o 澳大利亚拥有独特的美食，采用当地独特的的食材和烹饪方法。  

Australia offers unique food, using ingredients and cuisine styles unique to Australia).  

o 澳大利亚提供各种各样的食物和丰富的美食佳肴。 

Australia offers a wide variety of foods and dishes. 

o 澳大利亚拥有自己独特的澳式料理, 其料理是由各国烹饪方法和创意料理混合而形

成的。 

Australia offers unique Australian cuisine which embraces multiculturalism and creativity.   

o 澳大利亚美食看起来让人赏心悦目。 

Australian has aesthetically-pleasing food presentation.  

o 澳大利亚提供符合宗教規范的食物，如清真食物，素食菜肴。 

Australia offers a variety of halal, kosher and vegetarian dishes, codified by religions.  

o 澳大利亚提供正宗澳式风味美食，如采用的原住民食材， 烹调特色袋鼠肉和鳄鱼

肉。 

Australia offers authentic/exotic food using native ingredients such as kangaroo meat, and 

crocodile meat).  

o 澳大利亚美食看起来很美味和具有吸引力。 

Australian food looks palatable and appealing.  

o 澳大利亚美食是国际知名和公认的美食。 

Australian food and cuisine are well-known and recognized internationally.  

 

Food and 

people 

 

o 澳大利亚人有迷人的本土化的生活方式和的饮食风俗习惯（例如喜爱吃

烧烤的习惯）。 

Australians offers a compelling lifestyle and food culture (e.g. Australian 

barbecue culture).  

o 澳大利亚高声望的美食表现是上层社会的饮食习惯。 

Australian prestigious food and cuisine express eating habits of a higher social 

class.   

o 澳大利亚有知名厨师，非常有才华和创意。  

Australia’s well known chefs are talented and innovative.   

o 澳大利亚人非常热情友好。 

Australians are hospitable and friendly people. 
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Food quality 

 

o 澳大利亚美食很美味，色香味俱全。  

Australian food is delicious, colourful, aromatic and tasty. 

o 澳大利亚出产的食材和美食有一定水准和品质认证食品标签。 

Australia produces high quality food with food quality labels.   

o 澳大利亚有很高的食品安全标准。 

Australia offers a high standard of safety/hygienic food.  

o 澳大利亚提供健康有营养的食物。 

Australia offers healthy and nutritious food.  

o 澳大利亚提供轻便的膳食, 易于消化（例如用大量蔬菜和全谷物）。 

o Australia offers light meals that are easily digestible (e.g. a meal with plenty of vegetables 

and whole grains).  

o 澳大利提供新鲜的食材 （例如新鲜的水果，蔬菜，海鲜和高品质的肉类）。 

Australia offers fresh produce (e.g. fresh fruits, vegetables, seafood and high grade meat).  

o 在澳大利亚外出用餐价钱合理。 

Australia offers reasonable price for dining out.  

 

Dining places 

and 

restaurant 

o 澳大利亚提供多样的餐饮场所。 

Australia offers a variety of dining places.  

o 澳大利亚的餐饮环境优美，提供令人舒适的用餐美景和气氛。 

Australia offers dining atmosphere with spectacular views.  

o 澳大利亚有露天集市或临时街头美食摊提供了平民小吃。 

Australia offers attractive street markets or street food stalls that provide local delicacies. 

o 澳大利亚独特的农贸市场提供了各种新鲜的农产品和美食摊。 

Australia offers attractive farmers' markets that provides farm-direct fresh produce and food 

stalls).  

o 澳大利亚有许多餐厅提供中文菜单。 

Australia offers restaurant menus in Mandarin.  

o 澳大利亚的餐厅有友好的服务人员。 

Australia offers friendly service personnel. 

o 在澳大利亚找餐厅很方便 （例如交通便捷，地图标示清楚）。 

Australia offers easy access to restaurants (e.g. convenient transportation, and clear 

directory, map).  

o 澳大利亚有多样化的餐厅 (例如昂贵的高档餐厅和有当地特色的餐厅)。 

o Australia offers a variety of restaurants (e.g. upscale, and local/casual).  

 

Food 

activities 

 

o 澳大利亚提供很多當地美食之旅行程，让游客体验一个多元的美食文化  

o Australia offers a variety of food/gourmet tours for cultural experiences.  

o 澳大利亚提供许多烹饪课程，游客有机会接受当地厨师关于如何烹调当地菜肴的精

心指导。 

o Australia offers cooking classes. Tourist will cook with local chefs and learn how to cook 

local dishes.  

o 澳大利亚有丰富的美食美酒节庆日及相关活动。 

Australia offers various food festival/events  
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第 4 部分：您对澳大利亚美食与其成为美食旅游目的地形象的感受和期望。 

PART 4: Affective Image of Food 

 

现在我们想知道您对澳大利亚美食旅游形象的想法，感受和期望。请您根据下列描述，依照您心中理想

标准的相符状况进行回答。  

 

Now we would like to find out your thoughts, feelings, and expectations of Australia as a food destination. Please 

read the following narrative carefully and answer according to your own understanding and opinion. Please 

indicate the degree to which you agree or disagree with each of the following statements.   

 

1=非常不同意， 7=非常同意 

* 7-point Likert scale: 1=Strongly disagree， 7=Strongly agree 

 

Affective 

Component 

Items 

 

Affective 

attitude 

 

 

 

 

我期望中的澳大利亚美食旅游是… 

When travelling to Australia as a destination for food, I expect to feel ... 

 

o 令人感到兴奋的 

Expect to feel: Excited 

o 令人感到满意的 

o Expect to feel: Satisfied 

o 令人感到心潮澎湃的 

o Expect to feel: Aroused  

o 令人感到享受的 

o Expect to feel: Enjoyable 

o 令人感到愉快的 

o Expect to feel: Pleasant 

o 令人感觉很好的 

o Expect to feel: Good 

o 令人感到轻松的 

o Expect to feel relax 

o 令人感到有趣的 

o Expect to feel: Fun 
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第 5 部分：您对美食的兴趣与参与 

PART 5: Food-related Personality Traits 

 

此部分是想了解您对美食的态度。请您根据下列描述，依照您心中理想标准进行回答。   

This section is to know your attitude towards food. Please indicate the degree to which you agree or 

disagree with each of the following statements.  

 

1=非常不同意， 7=非常同意 

* 7-point Likert scale: 1=Strongly disagree， 7=Strongly agree 

 

Moderator Items 

Food 

Neophobia 

我对美食的态度是… 

My attitude to food is…. 

 

 在晚宴上，我乐意尝试新的食物。 

At dinner parties, I will try new foods.  

 我喜欢不同文化的美食。  

I like foods from different culture. 

 我害怕尝试我从来没吃过的食物。 

I am afraid to eat things I have never had before. 

 我不停的尝试新食物和新口味。  

I am constantly sampling new and different foods 

 原则上我不吃不熟悉的食物。我并不是新奇食物的爱好者。  

If I don’t’ know what a food is, I won’t try it. 

 我喜欢尝试新的民族餐厅。  

I like to try new ethnic restaurant. 
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第 6 部分：意愿 

PART 6: Intention 

 

1=非常不同意， 7=非常同意 

* 7-point Likert scale: 1=Strongly disagree， 7=Strongly agree 

 

Conative 

Component 

Items 

 

Intention to 

experience/try 

destination 

food  

 

 

在未来的 24 月里，您打算前往澳大利亚旅游以及体验其美食吗？ 

1=非常不同意， 7=非常同意 

* 7-point Likert scale: 1=Strongly disagree， 7=Strongly agree 

 

 在未来在选择美食旅游目的地时，我会先优先选择澳大利亚。 

I intend to choose Australia as a food destination in the near future. 

 我会因为澳大利亚的美食而选择澳大利亚作为旅游目的地。 

I will travel to Australia as a destination because of its food. 

 我很期待飞往澳大利亚品尝其美食 

I intend to travel to Australia and taste its food 

 我很愿意尝试澳大利亚的美食 

I am willing to eat Australian food in the near future 

 我愿意推荐亲友去澳大利亚,享用美食。 

I am willing to recommend people to visit Australia for its food 
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Appendix 4. Invitation Email to Industry Stakeholders 

  

What is your perception of Australian food and cuisine? 

   

Dear Mr/Ms/Chef _________, 

  

You are invited to participate in a study focusing on the brand image of Australian food and cuisine in 

destination branding, which aims to help Tourism Australia better promote Australian food as an attraction to 

international tourists. This is a PhD research project funded by the department of Tourism, Sport and Hotel 

Management at the Griffith University in Queensland.   

  

We are excited to conduct this survey with Tourism Australia's marketers and other tourism providers about 

how organisations promote Australia as a food and wine destination with a specific focus on one of its key 

markets – mainland Chinese tourists.  

  

This cannot be achieved without your help. All we ask is that you spend around 20 minutes of your time to 

complete an online survey about your perception of Australian food and cuisine. 

 

To thank you for taking the time to complete the survey, we will offer you the following: 

 

1)  You can request to receive a summary of the findings and copies of journal and media 

publications towards the end of the research project. This could help you develop more effective marketing 

strategies to target the Chinese market, which is rapidly growing in Australia.  

  

2.) We will make a charitable donation of $10 per survey to FoodBank, an Australian charity which fight against 

hunger in Australia. This will help to provide 100 children with a bowl of milk and cereal.  

  

  

Follow this link to the Survey: Take the survey 

 

Or copy and paste the URL below into your internet browser: 

https://goo.gl/forms/LNMn2tFhwWKvgUvw2 

  

We value your input and thank you for your interest. 

  

--  

Regards,  

Mun Yee Lai 

  

PhD Candidate 

Dpt. of Tourism, Sport & Hotel 

Mgt. 

Griffith Business School 

Griffith University, Nathan Campus 

Tel: (617) 3735 5491 

Email: munyee.lai@griffith.edu.au 

Dr. Catheryn Khoo-Lattimore 

  

Senior Lecturer | PhD 

Supervisor  

Dpt. of Tourism, Sport & Hotel 

Mgt. 

Griffith Business School 

Griffith University, Nathan 

Campus 

Tel: (617) 3735 6712 

Email: c.khoo-

lattimore@griffith.edu.au 

Dr. Ying Wang 

  

Senior Lecturer | PhD Co-

Supervisor 

Dpt. of Tourism, Sport & Hotel 

Mgt. 

Griffith Business School 

Griffith University, Gold Coast 

Campus 

Tel: (617) 555 25891 

Email: ying.wang@griffith.edu.au 

 

  

https://goo.gl/forms/LNMn2tFhwWKvgUvw2
https://goo.gl/forms/LNMn2tFhwWKvgUvw2
mailto:munyee.lai@griffith.edu.au
mailto:c.khoo-lattimore@griffith.edu.au
mailto:c.khoo-lattimore@griffith.edu.au
mailto:ying.wang@griffith.edu.au
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Appendix 5. Profile of Survey Respondents – Industry Stakeholders 

 

No. Name 

(pseudonym) 

State Involvement with Australia's food and wine promotion to 

international tourists.  

Industry 

experience  

   Role: Destination Marketers  

1. Brendon Queensland Provides strategic advice on international tourism markets via 

Australia China Business Council 

More than 10 

years 

2. Elaine Queensland Provides an offering of Australian food to guests More than 10 

years 

3.  Lily South Australia Encourages corporate travellers from China to choose Adelaide, 

South Australia through the promotions of premium food and wine 

as a key selling point of South Australia 

1─2 years 

4. Lynn Queensland Plans Australian food for Chinese tourists at the resort More than 10 

years 

5. Max Western 

Australia 

Wrote the Food and Wine Tourism Strategy for Western Australia 3─5 years 

   Role: Chefs/Celebrity chefs  

6.  Chad Queensland Provides Australian food and beverage experiences in his 

restaurant and promotes these via the tourism chain 

More than 10 

years 

7. Chris Victoria Provides food at a restaurant 1─2 years 

8. Leon South Australia Involved in food industry as an official ambassador of Tasting 
Australia 

More than 10 
years 

9. Mandy South Australia Exports Australian gourmet products all over the world, including 

cheeses, wine, truffles and ice cream, fruit paste and verjuice 

More than 10 

years 

10. Sam New South 

Wales 

Provides food at a restaurant More than 10 

years 

   Role: Food and Beverage Providers  

11. Adam Western 

Australia 

Promotes Australian food and beverage experiences in a restaurant More than 10 
years 

12. Carl Victoria Promotes Australian food and beverage experiences in an 
international hotel chain and food and beverage outlets 

More than 10 
years 

13. Eden Victoria Sells Australian food to Chinese tourists 1─2 years 

   Role: Consultant  

14. Ava Victoria Facilitates the promotion of destinations and attractions directly to 

Chinese consumers on digital platforms, specialized in digital 

agency 

6─10 years 

15. Bruce South Australia Researcher of independent restaurants in Australia, and involved in 

consultancy work within Australia’s restaurant industry 

6─10 years 

16. May 

 
Melbourne  Helps Australian tourism suppliers promote their products and 

service to the Chinese market 

More than 10 

years 

   Role: Food Travel Filmmaker, Food Writer  

17. Lenny South Australia Writes about Australia’s food and travel and plans to film a cross-

cultural adventure travel series featuring Australia and China in 

2017 

6─10 years 

   Role: Coordinator of a Tourism Attraction  

18. Gina Queensland Provides tastings on tours and Australian products for purchase More than 10 

years 
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Appendix 6. Profile of Survey Respondents – Potential Chinese Tourists 

 

 Frequency 

(N=520) 

Percent 

(%) 

  Frequency 

(N=520) 

Percent 

(%) 

Gender    Marital   

Male 244 48.8%  Married 400 80.0% 

Female 256 51.2%  Never married 

 

100 20.0% 

City    Child   

Beijing 167 33.4%  None 128 25.6% 

Shanghai 169 33.8%      

Guangzhou 164 32.8%  

 

   

Age    Qualification   

+18-29 225 46.1%  High school graduate 3 0.6% 

30-39 222 43.7%  College  14 2.8% 

40-49 23 4.6%  Bachelor's degree 360 72.0% 

50-60 30 5.6%  Master's degree 105 21.0% 

    Doctoral degree 

 

18 3.8% 

Income (monthly)    Employment   

¥8000 - ¥16,000 217 43.4%  Working full time  464 92.8% 

¥16,001 - ¥25,000 117 23.4%  Working (self-employed) 21 4.2% 

¥25,001 - ¥40,000 108 21.6%  Part-time/Casual 5 1.0% 

More than ¥40,001 58 11.6%     

       

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


	A perception gap investigation into food and cuisine image attributes for destination branding from the host perspective: The case of Australia
	Introduction
	Literature review
	Destination food image
	Tourist and host perspectives of destination food image
	Dimensions of food image in destinations
	Food and cuisine attributes of Australia

	Methodology
	Single case study
	Measurement of projected image in food destination
	Data collection
	Online survey
	Quantitative video analysis

	Data analyses

	Findings
	Respondents' profile
	Perception gap analysis
	Place and geographic environment dimension
	Food and cuisine culture dimension
	Food and people
	Food quality
	Dining places/restaurants
	Food activities


	Discussion
	Implications

	Conclusion
	Declaration of conflicting interests
	Funding
	Author contribution
	Supplementary data
	References




