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Abstract

Festival has been taken advantaged by destination marketing organization
(DMO) for promoting their destination. This paper focuses on the role of
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food festival in the development of tourism destination, and explores the re-
lationships among the experiential value of food festival, destination image

and destination loyalty. Research data were collected at the eighteenth Macau
food festival and the relationships were tested by Structural Equation Model-
ing (SEM). Experiential value scale (EVS) (Mathwick, Malhotra, & Rigdon,
2001) was adopted in this study. It was found that the experiential value of
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service and customer return on investment) for tourists in order to effectively
promote destination image and strengthen destination loyalty.
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1. Introduction

Tourists usually spend about 40% of their budget on food during their travels
(Boyne, Williams, & Hall, 2002). Food provides authentic experience to tourists
(Sims, 2009), which is regarded as a powerful driving force for sustainable tourism
development and an important part of cultural tourism (Hall & Mitchell, 2001).
Horng and Tsai (2012) believe that enjoying delicious food and pursuing
food-related cultural experience are critical motivations of modern tourists. As an

essential part of the travel process, food can also be used as an attraction (Stone,
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Soulard, Migacz, & Wolf, 2018). Especially for certain destinations, food plays a
critical role in their image building and is a key factor in attracting tourists to their
destinations (Horng & Tsai, 2012; Okumus, Kock, Scantlebury, & Okumus, 2013).

As a special tourism product, festival can provide tourists with a good oppor-
tunity to experience the local culture and lifestyle of destinations in a very li-
mited time (Deng & Li, 2014). Therefore, festivals are used as a means of desti-
nation branding (Chalip & Costa, 2005). With the growing interest in food tour-
ism, many food festivals have emerged and become interesting forms of enter-
tainment and tourist attractions (Lee & Arcodia, 2011). The food festival mainly
highlights local cuisine and features food as the theme and characteristics. Its
contribution to destination is not only reflected in its economic benefits (Rand,
Heath, & Alberts, 2003), but also in the value-added of existing tourism products
(Quan & Wang, 2004). To sum up, food festival is a tourism activity that com-
bines the characteristics of food and festival while plays an important role in the
destination image building.

Consumers are no longer satisfied with simple barter; instead pursue persona-
lized experience to obtain a sense of participation (LaSalle & Briton, 2003). At
the same time, value is considered to be the most important concern of consum-
ers (Holbrook, 1986), and also a major factor affecting the overall tourism per-
ception (Tsai & Wang, 2017). Therefore, how to create better experiential value
and bring greater satisfaction to tourists has become the focuses of many tour-
ism operations and the ultimate goals of tourism marketing (Chi & Qu, 2008;
Parasuraman, Zeithaml, & Berry, 1998).

Previous studies show the importance of food festivals to destination devel-
opment, however, little research has been found from visitor experience pers-
pective. This study aimed to examine the relationships between food festival ex-

periential value, destination image and destination loyalty.

2. Literature Review
2.1. Experiential Value

The study of experiential value is different from experiential research, which fo-
cuses more on value creation (Serensen & Jensen, 2015). Experiential value can
provide consumers with both internal and external benefits (Babin, Darden, &
Griffin, 1994). Holbrook (1994) systematically divides experiential value into
three kinds of combinatorial dimensions, namely, the external value of product
and service to intrinsic value, the self-oriented value of tourists to others, and the
active value to passive value in the process of tourism experience. Based on these
three categories, Mathwick, Malhotra and Rigdon (2001) further developed
experiential value scale (EVS) to measure the experiential value of consumers.
The EVS includes playfulness and aesthetics which exist within the experience,
and excellent service, consumer return on investment (CROI) from external.

In EVS, Mathwick et al. (2001) define playfulness as the enjoyment of indulg-
ing in pleasure activities in order to get rid of the pressures of daily life. Playful-

ness experience can provide tourists with physical and mental rest, which can be
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summarized as the most basic level of tourism experience (Pine & Gilmore,
1998). Tsai and Wang (2017) found that playfulness during meals can improve
the experience of eating, which leads to the overall perception of restaurants.

Aesthetics is interpreted as visual perception generated in the process of tour-
ism, which is reflected in the evaluation of aesthetic elements (Mathwick et al.,
2001). In Ryu and Han’s (2011) empirical study of restaurant experience, aes-
thetics of restaurants and food have been proved to be able to enhance consumer
satisfaction and loyalty. In the experience research of B & B, aesthetics has also
been confirmed to be one of the main experiences that visitors receive during the
experience (Deng & Lee, 2019).

Norris (1941) believes that service should be paid more attention than the
product itself during an experience. According to Zeithaml (1988), the value of
service excellence comes from service providers, and that the services provided
are recognized through professional and task-oriented performance. In Jang and
Namkung’s (2009) study, the quality of service is more likely to arouse consum-
ers’ emotional reactions than food quality.

Return on investment is understood to be an effective return on finance, time,
behavior and psychological resources (Grewal, Monroe, & Krishnan, 1996). In
traditional interpretation, the value that consumers care about is the compro-
mise between quality and price (Dodds & Monroe, 1985). For event participa-
tion, price sensitivity is an effective factor in the willingness of tourists to partic-

ipate as they compare pleasure with cost (Masiero & Nicolau, 2012).

2.2. Destination Image

Tourists have a perception of the overall image of the destination, which is called
destination image (Fakeye & Cronmpton, 1991). The destination image is con-
sidered to be a tourism experience combining different scenic spots, material
resources, natural environment, cultural heritage, activities and other resources
with traditional culture (Kolb, 2006). Integrating with tourists’ faith, values and
impressions of destination, destination image play a critical role in tourism
marketing (Crompton, 1979). Bigne, Snchez and Snchez (2001) also emphasized
the importance of destination image, which was a key variable for the segmenta-
tion and analysis of individual motivation and actual behavior.

In the study of destination image, local food and culture are believed to in-
crease the value of the destination, and local cuisine can effectively strengthen
tourists’ overall image (Telfer & Wall, 1996; du Rand, Heath, & Alberts, 2003;
Hammitt, Backlund, & Bixler, 2006). In the study of the relationship between
destination image and food, clearly indicated that the pleasure provided by food
experience is the key variable to enhance the distinctiveness between destina-
tions and their competitors (Ignatov & Smith, 2006).

Through empirical studies on the World Cup, Olympic Games and some oth-
er mega activities, many scholars have found that festival activities can have pos-
itive or negative effects on destination image because they can meet a series of

value propositions of tourism needs (Funk, Mahony, Nakazawa, & Hirakawa,
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2001; Kim & Chalip, 2004; Kim, Kang, & Kim, 2014). Meanwhile, gastronomic
activities have been proven by many studies to be part of the tourism strategy by
creating and improving destination image (Kivela, 2006; Fox, 2007). Hence, food
festivals are believed to help shape destination brand and effectively enhance

destination image (Lee & Arcodia, 2011).

2.3. Destination Loyalty

Loyalty is a key issue in destination management because tourists with high
loyalty are more likely to extend their stay at destinations and increase their ex-
penditure during the trip (Oppermann, 2000). At the same time, destination
loyalty is more regarded as an extension of customer loyalty (Zhang, Fu, Cai, &
Lu, 2014). Destination loyalty is regarded as the success of destination marketing
(Chi & Qu, 2008).

Destination loyalty can be interpreted as tourists’ obvious preference for
destination and their commitment to participating in activities. It can be divided
into attitude and behavior (Backman & Crompton, 1991; Jang & Feng, 2007; Lee,
Lee, Lee, & Babin, 2008). The behavioral aspect is mainly manifested in the ten-
dency of tourists to purchase or revisit. Therefore, the willingness to revisit has
been proved in many studies as a representative feature of tourists’ loyalty (Qu,
Kim, & Im, 2011). The loyalty of tourists is reflected in the overall attitude of
tourists to the destination, whether they hold a positive attitude and have the
willingness to recommend to the potential visitors. Recommendation intention
is also understood as positive word-of-mouth, which is regarded as an important
source of information affecting consumers’ decision-making (Oppermann, 2000;
Yvette & Turner, 2002).

Food experience has an impact on destination image (Hsu & Scott, 2020). Ex-
periential value is considered to be a key factor to determine customer loyalty
(Zeithaml, 1988). In the previous study of destination image and loyalty, the re-
lationship between them has been confirmed many times (Ragb, Mahrous, &
Ghoneim, 2020; Zhang et al., 2014). However, there is no study about the rela-
tionship between experiential value, destination image and loyalty in festivals.
Therefore, this study proposes the following hypothesis (proposed model is
shown in Figure 1):

H1 Experiential value in food festival positively influences destination image.

H2 Experiential value in food festival positively influences destination loyalty.

H3 Destination image positively influences destination loyalty.

3. Method

In this study, Macau, China was selected as the sample collection site. As a city
transforming to a diversified industrial structure, event tourism is encouraged
and supported by Macau government (Xu, Wong, & Tan, 2016). Especially as a
base for communication and cultural exchange between the East and the West,

Macau’s diversified cuisine has always been a tourist attraction.
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Figurel. Proposed model.

The pilot test was carried out among 50 college students who visited Macau.
And this is the prediction test.

The formal questionnaire includes 22 items, adopting a 5-point Likert scale
ranging from 5 (strongly agree) to 1 (strongly disagree).

Data samples were collected from the 20th Macau Food Festival held from
November 13% to 29%, 2020. A total of 400 questionnaires were distributed and

374 valid questionnaires were retained, with an effective rate of 93.5%.

4. Results

As shown in Table 1, 59.1% of respondents were female, 40.9% were male.
Among the respondents, 64.7% were aged 18 - 29, 22% were aged 30 - 39, 10.2%
were aged 40 - 49, and 3.2% were older than 50. More than half of the respon-
dents visiting Macao for the first time accounted for 61.5%. 54.0% of the res-
pondents attended the food festival with their families and 24.8% went with their
friends. Generally speaking, the general characteristics of the respondents to the
food festival are that young and middle-aged female tourists travel to Macao for
the first time with their families.

In this study, Cronbach’s alphas was used to measure the reliability of data
samples. The result of 18 items is 0.932, which is well above the reference value
of 0.7 (Devellis, 2003). AMOS 24.0 was used for confirmatory factor analysis of
six variables, as shown in Figure 2.

The fitting index of the model is up to the standard, which indicates that
the fitting degree between the sample and CFA model is good. According to
factor loading, combination reliability (CR) and average precipitation variance
(AVE) are calculated, both of which reach the reference values of 0.7 and 0.5 as
shown in Table 2 shows (Hair, Black, Babin, & Anderson, 2014). Fornell and
Larcker (1981) proposed that when the AVE of each variable in CFA is lower
than the square of the correlation coefficients among variables, there is a good

discriminent effect between variables. As shown in Table 3, the AVE values of
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CFA variables in this study are lower than the correlation coefficients among va-
riables, and the six variables used in this study have very good discriminatory
validity. Through CFA analysis, the six variables of data samples have good con-
vergent validity and discriminative validity. The AVE of the six variables is:
0.637, 0.729, 0.712, 0.824, 0.651, 0.727.

In the model fitting of CFA, the indices reach reference value as show in Ta-
ble 4 (x*/df = 2.873, GFI = 0.903, RMSEA = 0.71, CFI = 0.953, TLI = 0.940, NFI
= 0.930, PGFI = 0.634, PNFI = 0.729, PCFI = 0.747). Path analysis was used to
verify the hypothesis, as show in Figure 3. The chi-square test and the model fit-
ting index are shown in Table 4 (x*/df = 2.884, GFI = 0.897, RMSEA = 0.71, CFI
= 0.949, TLI = 0.939, NFI = 0.925, PGFI = 0.672, PNFI = 0.774, PCFI = 0.794).
The results show that the SEM can reasonably explain the hypothetical relation-
ship proposed in this study.

As predicted, experiential value in food festival positively influences destina-
tion image (H1, B = 0.469, p < 0.001). Experiential value in food festival posi-
tively influences destination loyalty (H2, p = 0.253, p < 0.01). Destination image
positively influences destination loyalty (H3, p = 0.323, p < 0.001). Therefore,
according to the results of SEM (shown in Table 5), three hypotheses proposed

in this paper have been verified.
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Figure 3. Results of structural model.

Table 1. Demographic Characteristics of participants (N = 374).

Variables Categories Frequency (%)
Gender Male 40.9%
Female 59.1%
Age 18 -29 64.7%
30 -39 22.0%
40 - 49 10.2%
=50 3.20%
Times visit Macau First 61.5%
Second 17.6%
Third or more 20.9%
Partnership Independently 9.40%
With family 54.0%
With friends 24.8%
Tour group 11.8%

Table 2. Results of CFA of LVs (N = 374).

. Composite Variance
LVs/Items Factor loadings o
reliability extracted
Playfulness 0.839 0.637
PL1 0.67
PL2 0.85
PL3 0.86
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Continued

Aesthetic 0.890 0.729

AE1 0.84

AE2 0.88

AE3 0.84
Service Excellent 0.880 0.712

ES1 0.74

ES2 0.93

ES3 0.85
Customer Return on Investment 0.925 0.824

CROI1 0.88

CROI2 0.90

CROI3 0.91
Destination Image 0.848 0.651

DI1 0.83

DI2 0.80

DI3 0.79
Destination Loyalty 0.888 0.727

DL1 0.89

DL2 0.90

DL3 0.76

Table 3. Correlations (Squared Correlation) and AVE.

Measures PL AE ES CROI DI DL
PL 1.000
AE 0.144 1.000
ES 0.221 0.397 1.000
CROI 0.123 0.360 0.449 1.000
DI 0.230 0.336 0.449 0.325 1.000
DL 0.260 0.336 0.384 0.221 0.449 1.000
AVE 0.637 0.729 0.712 0.824 0.651 0.727

Table 4. Goodness-of-fit index results for path analysis.

Absolute fit index Comparative fit index Parsimony fit index
Model-fit Index

x*/df  GFI RMSEA CFI TLI NFI PGFI PNFI PCFI

Recommended
Level 1-3 >0.8 <0.08 >0.9 >0.9 >0.9 >0.5 >0.5 >0.5
v

CFA Indicators  2.873  0.903 0.71 0953 0.940 0930 0.634 0.729 0.747

PA Indicators 2.884  0.897 0.71 0949 0939 0925 0.672 0.774 0.794
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Table 5. Results of hypothesis testing.

Hypothesis B S.E. C.R. P Judgment
EV > DI 0.469 0.034 13.713 ol Support
EV->DL 0.253 0.092 2.759 0.006** Support
DI DL 0.323 0.056 5.729 bl Support

P P<0.001, ** P<0.01,* P<0.05.

5. Conclusion

According to empirical research in this study, destination image and loyalty are
positively influenced by experiential value in food festival, while destination im-
age influent destination loyalty positively. These conclusions are consistent with
the findings of Folgado-Fernandez, Hernandez-Mogollén and Duarte (2016),
which indicated that food experience in gastronomic activities has a positive
impact on destination image and contributes to destination loyalty.

The importance of experiential value in food festival is verified by examining
the relationship among experiential value and destination image and destination
loyalty. Playfulness can be improved by increasing the entertainment in festivals,
such as enriching delicious foods or adding recreational areas. Aesthetics origi-
nates from the design of festivals. The color matching of food in food festivals
and even the overall environment of the festival is worth the attention of man-
agers. Previous research proves that service quality affects experience value and
loyalty of consumers (Bolton & Drew, 1991). The service of the festival is an
important way for tourists to increase the knowledge of destination humanities.
The services in the food festival need to be valued by the organizers, and it’s ne-
cessary to improve the quality of service by training. It is also possible to en-
hance the experience by improving the facilities of the festival venue. CROI is
the only one of the four dimensions that relate to the property expenditure of
tourists. Its impact on experience and destination image has been proved by
many studies (Grewal, Monroe, & Krishnan, 1996; Masiero & Nicolau, 2012).
Specifically, in the empirical study of Tsai and Wang (2017), CROI is the only
dimension of experiential value that significantly enhances place food image.

The findings of this study enrich the knowledge of destination food festivals
and provide more evidence for festival to improve the destination image and
loyalty. In addition to theoretical contributions, this study also provides practical
implications. In particular, experiential value was used as a measurement of food
festival in this study. These results can be served as a strategic tool for formulat-
ing tourism policies, and identify the areas where food festivals need to be im-
proved in order to enhance destination image and loyalty. Food festival is a use-
ful tool for destination branding by establishing a unique identity. Different
from the traditional advertising such as TV and Newspaper, the event of festival
attracted specific customer segment. So as for government and festival organiz-
ers, four dimensions (e.g. playfulness, aesthetic, excellence service and customer

return on investment) of experiential value could be considered to improve the
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destination image and enhance the loyalty of tourists to food festival. The higher
of the experience, the good image of the destination may be formed, and the
customer may revisit the festival and recommend to other visitors. Event plan-
ners should put forward promotional strategies that match with tourists” desire
for playful and aesthetic food available in the event, as well as means to improve
customer return on investment. Moreover, the model proposed in this study can
be used as an applicable analysis model to evaluate the destination festival activi-
ties.

6. Limitation and Future Research

Although this study provides valuable references and suggestions for decision
makers, there are still some limitations. One limitation is that the four dimen-
sions of experiential value, playfulness, aesthetic, excellence service and CROI,
are considered as a whole in the relationship study. Tsai and Wang (2017) ex-
plored the relationship between the four dimensions of experiential value and
place food image, found that only CROI has a significant impact on place food
image. Therefore, the relationship between the four dimensions, destination im-
age and destination loyalty may be different. This can be supplemented by future
research. This study found that the experiential value of food festival has a posi-
tive and significant impact on destination image and destination loyalty.

Another limitation is the particularity of the festival theme in this research,
which leads to the conclusion and suggestions that narrow the applicability.
Food Festival has its own particularity, which is different from other festival ac-
tivities. In the future, the findings of this study can be validated in other types of
festival activities to improve the applicability of the findings.

Future research can explore the relationship between experiential value and
destination branding, whether the experiential value in festival will affect
other types of destination brand equity besides destination image and destina-

tion loyalty.
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