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Abstract: To enhance local culinary offerings, it is imperative to comprehend visitor behavior prior to, during,
and subsequent to their visit. This study utilizes a quantitative methodology. The sample for this study
consisted of 482 tourists who indulged in traditional cuisine in Yogyakarta and Solo. Data was collected
between February and March 2021 through the distribution of Google forms both directly and online via
WhatsApp broadcast messages. The quantitative data analysis technique employed utilizes descriptive
statistics and structural equation modeling (SEM). The variables investigated in this study demonstrate a
favorable impact on consumer buying choices, with intrinsic variables (individual, motivational, and
gastronomic experience) accounting for 52.5% or greater than extrinsic variables (social media and socio-
cultural influences), which account for 41.4%. The behavior model is structured into three sequential stages:
pre-consumption, consumption, and post-consumption. Tourists place experience as their foremost incentive
for engaging in local cuisine excursions. This research has theoretical implications in terms of the uniqueness
of visitor consumer behavior theory, specifically in the context of local culinary tourism. The behavior model
undergoes a transformation into a comprehensive approach for assessing tourist behavior. The practical
implications of this research can be utilized by many stakeholders, such as destination managers and the
government, to sustain local culinary tourism destinations. These implications are based on market factors and
involve the incorporation of information technology.

Keywords: consumption behavior model; culinary tourism; local culinary; destinations;
gastronomy

1. Introduction

Food is no longer just a physiological necessity, it is also an important aspect of the tourist
experience. Gastronomic tourism can be defined as a modern tourism whereby a cuisine is the main
attraction in tourist destinations. Many destinations, according to [1], establish gastronomic
experiences for their visitors. Sanchez-Canizares, S.M Lopez-Guzman [2] also stated that culinary
tourism enables local economies to grow.

Local culinary is traditional food that is commonly consumed by a group of people in an area
and is usually distinct from other areas due to natural and cultural resources [3]. However, its
presence appears to be challenged by worldwide culinary, which is growing exponentially around
the world. According to data from the Indonesian Franchise Association in 2014, the number of
foreign franchises in Indonesia is three times than the domestic franchises [4]. In the meantime,
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Indonesia has over 3,259 local culinary delights [5]. Local culinary is frequently under-explored by
tourists due to the large number of foreign culinary delights that have become popular.

However, in this period of globalization, the emergence of restaurants selling foreign culinary
delights can be used to supplement local-style food menus. Mak et al. [6] refer to this as
“glocalization”. This phenomenon is assumed to have an indirect influence on the localization of local
culinary culture and increase tourist desire to pursue innovative and more distinctive culinary
experiences (peak experiences) at destinations.

However, considering the current issues, distinctive strategies are required to increase local
culinary consumption by tourists. Understanding the behavior of tourists in consuming local cuisine
at the current destination is one of the most critical issues. The passage of time is certain to have
influenced changes in tourist consumption behavior. Tourists today rely on the internet to plan their
trips, from selecting destinations [7,8], accommodation [9], and culinary products [10-12].

Since culinary information from various digital media is increasingly easy to obtain,
technological transformation has also had a significant impact on culinary tourism [13]. Many digital
technology applications in culinary tourism are also intended at marketing tourism destinations
[14,15] and finding for various tourist information [16]. YouTube vlogger content indeed exerts an
influence on the brand image of food products [12]. The evolution of Business to Business to
Consumer (B2B2C) models via online applications such as Gofood influences tourist consumption
behavior in the digital era [17].

On the other hand, research into the behavior of tourists consuming local culinary delights is
still in its early stages. Kim et al. [18] discuss the factors that influence tourists’ consumption of local
cuisine. Motivational, demographic, and psychological factors are among these. Another study
published in 2020 by Suntikul [19] describes the factors that influence Chinese tourists to consume
local culinary delights in Hong Kong, such as pleasure, prestige, avoiding routine, seeking
knowledge, and sensory satisfaction. Both studies were unable to pinpoint information technology
factors. Furthermore, it tends to focus on the pre-consumption period instead of going into detail
about the consumption and post-consumption periods.

As a result, through current models of tourist consumption behavior toward local culinary
delights in destinations, this research is expected to provide a more comprehensive overview. This
study has theoretical and practical implications for developing strategies for encouraging
gastronomic tourism in destinations, particularly in Indonesia.

2. Materials and Methods

2.1. Local culinary

Local culinary refers to foods that are well-known on a national and regional scale for their iconic
dishes [20]. According to Hariyanto [21], local culinary includes food and beverage, including snack
food. He continued by arguing that local cuisine reflects a region’s culture and uniqueness. Local
culinary is also known as indigenous food, which is cuisine that is typically consumed by a group of
people and is served at particular celebrations and times, according to [3]. The food is prepared
according to recipes handed up from generation to generation, requiring little or no engineering, and
has distinct characteristics compared to other regions.

Traditional food is also one of each ethnic group’s efforts to maintain sustainability, based on
their ability to provide locally cultured food that has been cultivated for a great many years [22]. As
a result, this food represents a cultural identity in a specific geographical area [23]. Currently, food is
frequently commercialized as an attraction and image of a particular tourist destination [18,24,25].

Meanwhile, gastronomy is a complex aspect of human life, in particular the way they enjoy
eating [26]. Gastronomic, gourmet, or cuisine tourism, on the other hand, refers to tourists who have
a robust interest in food. The majority of their activities revolve around food [27].
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2.2. Pre-consumption behavior

Intangible tourism products, such as local culinary delights, cannot be evaluated before
consumption [28,29]. Eating culture also encompasses intangibles such as eating ethics, serving
methods, special compositions, and meal preparation methods [19]. The process of pre-purchasing
products/services encourages customers to gather information and evaluate alternatives before
making a purchase decision, according to the theory [30]. As a result, it is absolutely essential to
identify the factors that influence tourists” consumption of local cuisine in a destination.

Kim et al. (2009) conducted previous research on the factors that influence tourists to consume
local culinary, including motivational, demographic, and psychological factors. Several indicators
comprise the motivational factor, including (1) having a pleasant experience; (2) escaping from
routine; (3) health; (4) learning knowledge; (5) looking for authentic experiences; (6) togetherness; (7)
pride; and (8) sensory and physical attractiveness. Meanwhile, demographic factors such as age,
gender, and education are important. Food neophilia and food neophobia (the desire or aversion to
trying new foods) are psychological factors.

Then, according to Kotler & Amstrong [31], the following factors influence purchasing decisions:

1. Cultural factors include culture, subculture, and social class.

2. Social factors such as social groups and networks, family, and socioeconomic status.

3. Individual factors such as occupation, age and stage of life, financial situation, lifestyle, and
personality.

4.  Psychological factors such as motivation, perception, the learning process, beliefs, and
attitudes.

In addition to the factors described in Kim et al. [18] and Kotler & Amstrong’s theory [31], there
are other factors that are equally important in influencing local culinary purchasing decisions, namely
experience. Eating unusual foods is a memorable experience for them [32]. Furthermore, the
memories they recall mediate their behavioral intentions (Kim et al., 2012). According to Williams &
Yuan [34], the indicators of gastronomic tourism experience are: 1) Tourist status (intentional or
unintentional); 2) Travel phase (planning, traveling, seeking experience, and reflection); 3) Foodie
risk taking; 4) Co-created relationships; 5) Authenticity; 6) Ability to associate and interact with the
social environment (sociability); and 7) Eliciting emotions, the experience of evoking feelings while
traveling.

Some of these factors are insufficient to describe tourist consumption behavior in the current
environment, notably digital era. As a consequence, this study will also determine the impact of social
media on local culinary purchasing decisions. This is due to tourists rely heavily on information
obtained via the internet or social media. The social media indicators used are based on Taprial’s et
al. theory [35], and they are classified as follows: 1) Accessibility; 2) Speed; 3) Interactivity; 4)
Longevity/volatility; and 5) Reach.

Furthermore, Kotler & Amstrong [31] state that the decision-making process has several stages,
which include: 1) Recognizing needs; 2) Searching for information; 3) Evaluating alternatives; 4)
Purchase decision; and 5) Post-purchase behavior. The researchers divided the factors that influence
local culinary purchasing decisions into two categories based on their characteristics: internal factors
and external factors. Personal factors, motivation, and gastronomic experience are descriptions of
internal factors, while socio-cultural factors and social media are examples of external factors. The
hypothesis in this study is as follows, based on the theoretical explanation above:

1. H1I: There is a positive influence of personal factors on local culinary purchasing decisions.
2. H2: There is a positive influence of motivational factors on local culinary purchasing decisions.

3. H3: There is a positive influence of gastronomic experience on local culinary purchasing
decisions.

H4: There is a positive influence of social media factors on local culinary purchasing decisions.
H5: There is a positive influence of socio-cultural factors on local culinary purchasing decisions.

Hé: There is an influence of internal factors on local culinary purchasing decisions.

NS O

H7: There is the influence of external factors on local culinary purchasing decisions.
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8. H8: There is the influence of internal and external factors simultaneously on purchasing
decisions.

2.3. On-consumption behavior

The digital era is presumed to have an impact on behavior and consumption methods. Online
applications are currently widely used by culinary businesses because they can expand the marketing
area. As aresult, it is necessary to determine whether the delivery method of consumption has shifted
the dine-in method in the travel context. Furthermore, the experience of consuming local culinary
should also include: 1) Sense or experiences related to the five senses; 2) Feel or experience related to
emotion; 3) Think or experience related to consumer rationality; 4) Act or experience related to
lifestyle and image; and 5) Relate or experience related to the social atmosphere after visiting. Trends
in information sharing, use of digital technology, and payment methods are also identified during
the consumption process.

2.4. Post-consumption behavior

According to Kotler & Amstrong [31], after buying a product, customers may be satisfied or
dissatisfied with their purchase. This evaluation process has the potential to influence post-
consumption behavior. Tsiotsou & Wirtz [30] also stated that consumer satisfaction and the value of
the service they receive will determine consumer behavior at the post-consumption stage of service
products. Repurchasing, loyalty, word-of-mouth, recommendations, and appreciation of service
providers are examples of these consumer behaviors. As a result, local culinary will be identified at
the post-consumption stage: 1) Tourist satisfaction; 2) Repurchasing; 3) Recommendations; and 4)
Share experiences on social media.

3. Methods

The purpose of this research is to construct a model of local culinary consumption behavior of
tourists in destinations. This study’s theory development is based on theories such as Tsiotsou &
Wirtz’s theory [30] of product/service purchasing behavior; Kim’s et al. theory of the local food
consumption model [37]; consumer black box theory [31]; gastronomic experience theory [34]; and
social media theory [35]. Purposive sampling was applied to the location selection phase. The
Indonesian Ministry of Tourism has designated Yogyakarta and Solo as gastronomic tourism
destinations. Data was gathered at each of the five popular culinary tourism destinations chosen
based on local government website references.

The data collection method was quantitative, with questionnaires distributed directly to ten
predetermined locations and via online questionnaires (google forms) in February-March 2021
(during the Covid-19 pandemic). The questionnaire comprises demographic questions, pre-
consumption behavior, during consumption, and post-consumption questions. The questionnaire
was scored on a 1-5 Likert scale. Secondary data was gathered through literature review from a
number of sources, including articles in national and international journals, books, and information
sources in digital media.

This study’s population consisted of Indonesian domestic tourists visiting Yogyakarta and Solo.
Non-probability sampling with purposive sampling is implemented at each research location.
Domestic tourists (not native to Yogyakarta or Solo); >17 years old; physically and mentally healthy;
and local culinary consumers at predetermined data collection locations were the inclusion criteria
in this study. The Roscoe in [38] approach was adopted to select 500 respondents for this study. He
stated that the study’s sample size should be greater than 30 but less than 500 people. Descriptive
statistics, Structural Equation Modeling (SEM), multiple linear regression, and coefficient of
determination tests were employed in data analysis techniques.
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4. Results
4.1. Tourist consumption behavior in the Pre-Consumption Stage

Tourist Demographics

Following the completion of the data collection process, there were a total of 482 valid
questionnaires, which meant that the quantity of data could be migrated on to the analysis stage.
Table 1 displays the results of this research project’s demographic analysis of tourists.

Table 1. Demographic profile of tourists.

Profile and

H (V)
Characteristics Option Sample Percentage (%)
17-26 years old 263 54.60
A 27-33 years old 73 15.10
&€ 34-39 years old 50 10.40
40-46 years old 43 8.90
>46 years old 53 11.00
Gender Female 280 58.10
Male 199 41.30
Choose not to answer 3 0.60
Status Married 175 36.30
Single 295 61.20
Choose not to answer 12 2.50
Diploma 151 31.30
Education Bachelors 187 38.80
Master’s degree 117 24.30
Doctoral degree 27 5.60
Civil servant 41 8.50
Private employees 111 23.00
o tion Entrepreneur 127 26.30
ceupatio Lecturer 15 3.10
Part time worker 7 1.50
Student 141 29.25
Other 40 8.29
Low 212 44.00
Revenue
Middle 97 40.80
High 73 15.10
DKI Jakarta 108 22.00
Banten 89 18.00
West java 113 23.00
Yogyakarta 38 8.00
Central java 18 4.00
Domicile East java 11 2.00
Bali 30 6.00
Nusa Tenggara 2 0.40
Sumatra 61 13.00
Kalimantan 2 0,40

Sulawesi 9 2.00
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Papua 1 0,20

Source: primary data, 2023.

The majority of respondents were young people aged 17-26 years, representing up to 54.6%, with
respondents aged 27-33 years reporting for up to 15.10%. Female respondents outnumbered male
respondents by a percentage of up to 58.10% to 41.30%. The vast majority of respondents, 61.2%, are
single. Meanwhile, the majority of respondents had a Bachelor’s degree. Students recorded for 29.25%
of survey respondents, followed by entrepreneurs (26.53%). The majority of respondents have a low
income because some of them still students, followed by middle-income tourists. Respondents’
domiciles were dominated by tourists from West Java and Jakarta, 23% and 22% respectively.

4.2. Factors influencing local culinary purchasing decisions at destination

4.2.1. Outer model analysis

To evaluate the indicator variables used, the measurement model or outer model evaluation is
performed. To assess convergent validity, the rule of thumb follows that an acceptable loading factor
value must be greater than 0.7 for confirmatory research and between 0.6 and 0.7 for exploratory
research. The average variance extracted (AVE) value must be greater than 0.5 [39]. Two indicators
are eliminated as a result of the analysis since their values are less than 0.6. After the elimination, all
indicators have a loading factor value greater than 0.5 and an AVE greater than 0.5, indicating that
the construct is valid. In this study, the value = cross loading is very good because all indicators have
the highest correlation with the measured latent variables. As a result, the confirmatory factor
analysis (CFA) evaluation of model measurement results has good discriminant validity.

4.2.2. Inner model analysis

The SEM-PLS bootstrapping method was employed to evaluate the inner model, which partially
identified the effect of the independent variables on the dependent variable. Table 2 summarizes the
findings of hypothesis testing on the PLS SEM using the bootstrapping method.

Table 2. Results of testing the hypothesis through bootstrapping research data.

P
Original Sample Standard Deviation T Statistics Val
alue
Sample (O) Mean (M) (STDEV) (IO/STDEV )
S
CON->
0.638 0.641 0.040 15.828 0.000
PCO
SMF ->
0.155 0.154 0.054 2.872 0.004
PD
MF >
0.221 0.221 0.063 3.531 0.000
PD
GEF ->
0.166 0.168 0.073 2.267 0.024
PD
PF->PD 0.222 0.224 0.048 4.635 0.000
SCF ->
0.150 0.149 0.051 2.965 0.003
PD
PD ->
0.482 0.484 0.046 10.524 0.000
CON

Source: primary data, 2023.
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The findings of the study indicate that the value of the T-table for the level of confidence is 95%,
whereas the degrees of freedom (df) equal to n-2 = 482-2 = 480 yields a value of 1.96. If the t-count is
greater than the t-table, this indicates that the independent variable has a significant impact on the
dependent variable which is examined. Table 2 shows several statements including:

1. H1 is accepted because personal factors (PF) have a positive influence on purchasing decisions
(PD).

2. H2is accepted because motivational factors (MF) have positive influence on purchasing decisions
(PD)

3. HB3 is accepted because the gastronomic experience factor (GEF) has a positive influence on
purchasing decisions (PD)

4. H4 is accepted because the social media factor (SMF) has a positive influence on purchasing
decisions (PD)

5. Hb5 is accepted because socio-cultural factors (SCF) have a positive influence on purchasing
decisions (PD)

6. Purchase decision factor (PD) has a positive influence on consumption (CON)
Consumption (CON) has a positive influence on post consumption (PCO)

On the other hand, multiple linear regression tests were carried out in order to test the
hypotheses regarding internal factors, external factors, and both factors simultaneously. Table 3
presents the findings of the test which was also performed using multiple linear regression analysis.

Table 3. Results of testing the hypothesis of internal and external factors with multiple linear

regression.
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) .092 .164 561 575
Internal
.667 .055 .549 12.063 .000
1 factors
External
.293 .056 238 5.228 .000
factors

a. Dependent Variable: Purchasing Decisions

Source: primary data, 2023.

Table 3 suggests that internal factors have a significance value of 0.000 < & 0.005, indicating that
internal factors have a positive influence on purchasing decisions, and thus hypothesis 6 is accepted.
Similarly, hypothesis 7 is accepted, implying that external factors have a positive influence on
purchasing decisions. Furthermore, the coefficient of determination was measured for each factor to
determine its contribution to local culinary purchasing decisions. According to the coefficient of
determination test results, the order of factors that most influence purchasing decisions is
Motivational factors (46.1%), gastronomic experience factors (40.2%), personal factors (34.9%), social
media factors (30.0%), and socio-cultural factors (28.9%).

4.3. Tourist consumption behavior in the Consumption Stage

Several variables were examined at this stage, including reservation methods, tourist dining
experiences, and behavior in sharing experiences. According to survey results, the most popular
reservation method (93.3%) is dine-in. Delivery via online applications, on the other hand, accounts
for only 2.9% of total sales. Meanwhile, the remaining percentage is taken up by delivery from the
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seller. Table 4 also demonstrates the findings of the descriptive test of tourist behavior at the
consumption stage.

Table 4. Descriptive test results of tourist behavior in the consumption stage.

No Variable and indicator Average

A On Site Experience

. The flavors (color, aroma, taste, texture) of local cuisine are interesting 145
and delicious .

) The atmosphere of a local culinary restaurant is comfortable and 436
memorable '

3 Local culinary restaurant service is good 4.29
Local culinary restaurant employees are friendly and have good

4 4.26
communication skills

5 Prices are in accordance with the local culinary products offered 4.29

6 The waiter gives recommendations for local culinary excellence 4.19

7 Local culinary image or reputation can increase consumer prestige 4.33

8 I feel like a family when I visit a local culinary restaurant 4.20

9 Local culinary restaurants have up-to-date information through social 400
media

B Sharing Experience On Site
1 I share my eating experience live on social media when consuming local 338
culinary delights at destinations .

2 I do not share any experiences at culinary tourism locations 2.95

Desc.: 1= Strongly disagree; 2 = Disagree; 3 = Quite agree; 4 = Agree; 5 = Strongly agree. Source: primary data,
2023.

According to the results presented in Table 4, the majority of respondents share an agreement
with the statements regarding the on-site experience variable. A favorable reaction was expressed
regarding the gastronomic experience that they had while visiting the destination. The findings from
the respondents’” answers concerning the on-site experience sharing activities show that respondents
are in complete agreement that they share experiences live on social media. On the other hand, they
are in complete accordance with the assertion that no experiences at culinary locations should be
shared.

When asked about their preferences for methods of payment, the vast majority of tourists select
cash payments. Debit and credit are the options for the second position, and then e-money comes in
last. According to the findings of the researchers, there are still a significant number of local culinary
business owners who do not provide any alternative payment methods to cash.

4.4. Tourist consumption behavior in the Post-Consumption Stage

The following step in the process involves the researcher conducting an analysis of how the local
cuisine affects tourist satisfaction, the propensity of tourists to repurchase it, and recommendations
for it. The results of the descriptive test of tourist behavior at the post-consumption stage can be seen
in Table 5 below.
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Table 5. Descriptive Test Results of Tourist Behavior in the Post-Consumption Stage.

No Variable and indicator Average

A Travel Satisfaction
. I feel satisfied traveling after consuming local culinary at the 430
destination .

B Repurchase

1 I will repurchase local culinary at the destination on my next visit 4.18

C Recommendation

. I will give recommendations to friends and relatives about the local .40
dishes that I have tried

D Post-Consumption Experience Sharing

1 I will share this local culinary experience with digital media 3.96

Desc.: 1= Strongly disagree; 2 = Disagree; 3 = Quite agree; 4 = Agree; 5 = Strongly agree. Source: primary data,
2023.

According to Table 5, the majority of respondents agree that consuming local culinary delights
at the destination provides them with tourist satisfaction. This satisfaction manifests itself in
behaviors such as repurchasing, recommending, and sharing dining experiences on social media.

4.5. Goodness of fit behavior model of local culinary consumption in destinations

A structural model goodness of fit test was performed on the inner model using the predictive-
relevance (Q2) value to re-assure model fit. The purchasing decision is transformed into an
endogenous variable that is influenced by a variety of factors. The advanced stage of the purchase
decision, namely consumption and post-consumption, is another endogenous variable. All three have
a Q2 value greater than zero, indicating that the model has predictive relevance. The purchase
decision has a Q2 value of 0.334, consumption is 0.141, and post-consumption is 0.254.

5. Discussion

According to the survey results, generation Z tourists aged 17-26 years (54.6%) and millennials
aged 27-39 years (15.10%) made up the majority of respondents. This finding is consistent with
Oblinger & Oblinger [40], which states that generation Z was born between 1995 or the present, while
generation Y was born between 1981 and 1995. According to Bencsik [41], generation Z was born
between 1995 and 2010, and generation Y was born between 1980 and 1995. Because of their reliance
on communication, media, and digital technology, the millennial generation differs from previous
generations. According to [9], the millennial generation is digitally literate and relies on the internet
for most of their activities, including travel.

In the meantime, women outnumbered men in terms of gender. This phenomenon demonstrates
that women outnumber men when visiting Yogyakarta and Solo for culinary visits. Culinary arts are
popular among women. According to [42], culinary tourism is more appealing to women than to
men. Because many of them are students, low-income tourists dominate this study, followed by
middle-income tourists. Tourist demographic data, on the other hand, can demonstrate the current
segment of the culinary tourism market.

Based on the analysis, tourist behavior is identified from pre-consumption, consumption, to
post-consumption. An analysis of the factors that influence culinary purchasing decisions at
destinations is performed during the pre-consumption stage. Hypothesis testing results show that all
factors in this study influence the decision to purchase local culinary delights, either partially or
simultaneously. Motivational factors (46.1%), gastronomic experience factors (40.2%), personal
factors (34.9%), social media factors (30.0%), and socio-cultural factors (28.9%) are listed in ascending
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order. According to research, the pre-consumption stage in local culinary tourism is a complex stage.
Especially since there are numerous factors that influence tourists’ purchasing decisions.

The motivational factor is the one that has the greatest influence on purchasing decisions. Even
when defining culinary and gastronomic tourism, Hall et al. [43] classify tourist behavior in culinary
tourism destinations based on their motivation for food as tourist trips where foods and beverages
are the main motivation for traveling. According to Kotler & Amstrong [31], motivation is a need that
drives someone to seek satisfaction. As a result, motivation is one of the internal factors that each
individual has. This study discovered that the primary motivation for tourists is to have a fine
experience.

This is supported by the gastronomic experience factor, which contributes the second most.
Several previous studies support the findings of this study, which state that gastronomic experience
is an evaluative criterion in choosing tourism destinations [44] and a factor of tourist satisfaction [45].
The majority of respondents agreed that consumers enjoy the experience of eating local cuisine.

Personal factors, on the other hand, take third place. Travel companions influence tourists’
culinary purchases of local delicacies. This phenomenon lends support to Finkelstein [46] assertion
that eating is a social phenomenon. Furthermore, the contribution of social media factors is ranked
fourth. This exploration demonstrates how social media influences purchasing decisions for local
culinary delights in destinations. Business actors, destination managers, and the government can use
social media to develop local culinary tourism in the region by digitizing information and
promotions. The majority of tourists agree that consumers seek information on social media because
it is up to date, easily accessible, and freely available.

Socio-cultural factors made the least contribution, but friends, family, and social status
influenced decision making. The percentage of factor contributions demonstrates that social media
influences socio-cultural factors. This is due to the fact that most tourists will look for information on
the internet first, then ask their friends or close relatives for local culinary recommendations.
According to this study, media information is the primary source of information for tourists.

According to the findings of the analysis, internal factors outweigh external factors. Motivational
factors, gastronomic experiences, and personal factors are examples of internal factors. These findings
suggest that internal factors, or variables that are inherent in a person, have a greater influence on
behavior or decisions. However, external factors can also influence someone’s decision to take action.
In the digital era, the two factors contribute the most to purchasing decisions for local culinary
delights, notably 55.1%.

Several previous studies have concluded that the influence of sensory aspects such as taste,
aroma, and texture contributes to the complexity of food selection. There are also non-sensory factors
such as information, environment, and social factors [47,48]. Eating out, according to Finkelnstein’s
theory, is a necessary part of social life and human lifestyle [49]. For the vast majority of respondents,
generation Z and millennials, eating together is a social activity.

It has a significant impact on the gastronomic experience at the next stage, which is consumption.
According to the findings of the study, the majority of respondents still recommend to dine in, despite
the fact that many online applications that offer delivery services have emerged. According to
Finkelnstein, this phenomenon is triggered by dining-out behavior that is related to self-presentation
as well as physiological needs and new experiences. According to [50], self-presentation is evidence
that a person is recognised and stay updated (fashionable).

According to the findings, the majority of tourists have a favorable impression of Yogyakarta
and Solo’s culinary traditions in a variety of ways. The majority of visitors agree that the local culinary
flavors are interesting and delectable. They also appreciate the restaurant’s comfortable and
memorable atmosphere. The service factor of restaurant employees who are pleasant and have
excellent communication skills, on the other hand, is an influencing factor. They also consider that
the price and service are in accordance with their expectations, and they possess a culinary reputation
to be proud of.

According to [51], the gastronomic experience is closely related to tourist motivation to visit a
destination. He continued to state that the level of tourist satisfaction is closely related to the local
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gastronomy and cultural values. To sustain in the eyes of the onslaught of foreign culinary delights
that appear in many destinations, businesses must innovate and increase their creativity in offering
local gastronomic products. Several strategies include product diversification to meet the
gastronomic needs of tourists.

During this stage, researchers also examine how people share their eating experiences on social
media. The majority of tourists are willing to share their dining experience on social media in real
time as well as live. Tourists share their impressions of local cuisine, such as the atmosphere,
friendliness of the employees, price, and variety of food. This phenomenon, according to [52], aims
to capture moments of togetherness, documentation, and relaxation, while shaping interest in the art
of photography. Furthermore, sharing photos on social media is performed as part of promotion.
These findings suggest that there is a tendency for tourists to share their experiences in order to
benefit business people and tourists.

In terms of payment method preferences, cash payments continue to dominate because many
locales do not yet provides cashless payment options. Waini [53] discovered in previous research that
many business actors, including culinary entrepreneurs, have yet to provide non-cash payments. In
the meantime, consumer preferences may have shifted. According to a Visa survey published in the
Visa Consumer Payment Attitudes study, 66% of respondents declared that they no longer carry cash
[54]. When purchasing local culinary transactions, however, the most preferred method of non-cash
payment is through OVO, debit cards, Funds, and Shopee pay, also known as e-wallets.

Researchers identify post-purchase behavior in the final stage or post-consumption, which
includes product satisfaction, repurchase, giving recommendations, and post-consumption sharing
via social media. According to the quantitative findings, the majority of tourists are satisfied after
selecting local culinary delights in Yogyakarta and Solo. The vast majority of visitors agreed to
repurchase on their following visit. This means that the likelihood of returning will have a significant
impact on restaurant revenue [55,56].

The majority of tourists agree to share their experiences on social media. This is a type of self-
expression or a recommendation based on a memorable culinary tourism experience. Personality and
natural altruistic tendencies also influence the dimensions of tourist destinations [57]. Information
disseminated through digital media can also be applied to destination branding, imaging, and local
culinary marketing [58].

Figure 1 portrays how the model developed in this study was measured for compatibility with
predictive relevance. On the other hand, the theory that provides as the foundation for the
development of models and methods in this study has not been applied in other studies.
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Figure 1. Current Tourist Consumption Behavior Model of Local Culinary in The Destination. Source:
primary data, 2023.

The model’s arrows represent continuous stages and the effect of one variable on another. For
example, the pre-consumption stage illustrates the factors that influence local culinary purchasing
decisions, and then moves on to the consumption stage and finally to the post-consumption stage.
The straight line marks resemble a comprehensive explanation of tourist consumption behavior at
each stage. For example, pre-consumption, which is closely related to factors influencing local
culinary tourism consumption behavior in the digital era. While the dotted line shows the influence
of variables, it still needs to be confirmed with extensive analysis.

This model comprehensively explains tourist behavior at all stages of a culinary tourism,
beginning with planning, traveling, seeking experiences, and reflecting on those experiences. This
model provides research novelty and is expected to serve as a reference in developing strategies for
the development of gastronomic tourism in Indonesia.

6. Conclusions

The existing model of tourist consuming behavior for the local culinary offerings of the
destination is comprised of three stages: pre-consumption, consumption, and post-consumption.
Internal elements, such as motivation, gastronomic experience, and personal preferences, have a
52.5% greater impact on the decision to acquire local culinary pleasures compared to external factors,
such as social media and socio-cultural influences, which have a 41.4% impact. Social media aspects
exert a substantial influence on purchasing decisions in the current era of technology. Nevertheless,
when compared to other considerations, internal factors currently exert a more significant influence
on local culinary purchasing decisions. During the consumption phase, tourists still prefer to dine in
order to fully appreciate the local gastronomic delights. Tourists still favor cash payments due to the
limited availability of cashless payment solutions in most restaurants. The gourmet experience is
established at this juncture, and the typical traveler tends to disseminate their experience on social
media. Post-consumption, travel happiness is manifested through several activities such as
repurchasing, discussing experiences on social media, and promoting local gastronomic delights that
offer unforgettable experiences to others.
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This study provides theoretical implications, namely by analyzing the existing model of tourist
consumption behavior for local cuisine in the location. The practical application of this research,
however, is to implement the model for local culinary entrepreneurs and managers of culinary
tourism sites. This study illustrates the inherent connection between the utilization of internet
technology and social media and their integration into everyday life, including the domain of local
culinary tourism. Therefore, it is imperative for corporate entities to fully optimize their utilization
of social media platforms for promotional purposes. Moreover, it is imperative for entrepreneurs to
exhibit creativity and ingenuity in order to offer tourists an unforgettable experience by means of
authentic local gastronomic pleasures.

This research is constrained by the fact that it is now being conducted exclusively on the island
of Java and was conducted during the Covid-19 pandemic, resulting in a restricted research sample.
Hence, it is advisable to do additional research in order to assess the validity of this theoretical
framework across various geographical settings. Furthermore, future studies can reassess other
variables that could impact local cuisine purchase choices in the digital age.
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