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Abstract

The role of food in tourism has recently receivedr@ased attention within the spheres of destination
marketing, tourism development, and academia. Cuisine appreciation is an indelible aspect of the
holistic, polysensual experiences that travellers seek thes@laysh & Desforges, 2003; Everett,
2009. The experience of cuisine is the overarching theme for this study. It addresses a gap in knowledge
concerning the concepts of image, satisfaction, and behavioural intentions (which have been abdundantly
researched from a destination perspective) agpb cuisine and the travel experience. Specifically, this
studyo6swag wr pdeeseer mi ne foreign travellersd |ikeliho
based on their perception of its cuisine and satisfaction levels with culinary expeiemicestheir
travel to the country Additional aspects dhe culinary behaviar of foreign travellers to India, such as
theirfrequency of patronising Indian culinary establishments, types of establishthntisited, key
sources ofcuisine knowledgeandtheir opinion on cuisine knowledge based on culinary experiences in
the country are also revealed in the study. As well, the study incorporated a comparative analysis
between how Indian cuisine is perceivedaigs Thai, another globally populatisine.

A crosssectional quantitative research design was employed in this study. A questionnaire
comprising of sixpoint Likert scale questions for cuisine image, satisfaction with culinary
establishments, and recommendation for culinary tourismaawmnbination of additional close and
openended questions was posed to a convenience sample of foreign travellers to India. Data analyses
consisted of frequency analyses, and parametric angarametric tests to address the research
guestionsandedial i sh correl ations between the studyods cen
sample of foreign travellersd perception of India
comparison with that of Thai cuisine. A majority of respondents sagisfied with their culinary
experiences in the country and recommended India for culinary tourism, in spite of the culinary
challenges faced. The results also indicate that cuisine experience featured prominently as one of the

most enjoyable aspectstbiir trip and that foreign travellers patronised Indian culinary establishments



on a frequent basis. Respondents used affective as well as cognitive sources of cuisine information and a
majority felt that culinary experiences in India had an amelicratffect on their overall cuisine
knowledge.

This study carries particular pertinence in light of recent efforts on the part of the Ministry of
Tourism, India to promote culinary tourism as a distinct tourism segment. Although the study cannot
claim o be wholly conclusive as it is limited to a small convenience sample, the results provide valuable
insight on this previously undeesearched topic. Acknowledging the aforementioned caveat,
implications and recommendations for three stakeholders aerpeel: culinary tourism marketers,
owners/managers of culinary establishments, and the academic community. It is suggested that
stakeholders contextualise the learnings from this study to their unique needs from a culinary tourism

promotion and managefistandpoint. Being that this is an exploratory study, further research is

recommended to explore the nuances of the studyods

culinary tourism.
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CHAPTER 1
Introduction

Eating is a physiological need which requires fulfilment whether at home or during travel. The
consumption of food in travel is unique because it occurs in a foreign environment (Mdlerisun

Eves, 2012). The traveller may consider food to be a mere necessity enabling the pursuit of other travel
activities such as visiting historical monuments, museums, natural sites, and shopping. This is a rather
utilitarian vi mawel pooposed bycAdréiter (2p05)amdas shamly dontrasted by the
surrealist Salvador Daliés emphatic declarati on,
2007)! Reynolds (2004) asserts that food, like other elements of itaae$mwrtation, accommodation,

activities, and attractions plays an essential role in the travel experience. Several other scholars mirror
Reynol dsdé opinion (Ab Karim & Chi, 2010; Hal | & S
& LeGrys, 2000). Asmattribute of a destination, cuisine bears symbolic meaning and is a determinant

of overall travel satisfaction (Henkel, Henkel, Agrusa, Agrusa & Tanner, Zf6nington &Y uksel

1998)

Only recently has the relationship between food, culture, amigstopiqued the interest of
researchers and tourism marketers (du Rand & Heat
Tourismo was dAsESTsédsapbciaei 86 | nternational e d
Tourisme) congress in 1986.whs a pioneering event for culinary tourism as a travel phenomenon and
as a distinct tourism market segment. Since then, the World Food Travel Association (formerly the
International Culinary Travel Association) has been the vanguard in the globali@uacat promotion
of this burgeoning travel trend, and in facilitating industpgcific knowledge enhancement in
coordination with the research community. The association also plays a leading role in coordinating the

World Food Summits.

Foodcanbetar av el attraction that augments the visi

Travell ersb6destination choice may be significant



offerings and can ultimately impact overall satisfaction levels. Therefawellers are increasingly

seeking holistic experiences that emphasise the d
Bessiere, 2009; Kivela & Crotts, 2005; Kivela & Crotts, 2009). Santini, Cavicchi and Canavari (2011)
refer to ttdhursi $amemnfd tassthed ( p. 168) . A destinati c
destinat i on 0 $Chuang|2009)raadican bherefaret ba aneédeal way to experience the

nuances of place identity. As sutdtal cuisine can be a key travel tivator (Fields, 2002).

Tikkanen (2007) argues that although food is a physiological need, and thus, a necessity for all
types of travellers, it tends to occupy a higher order position amongst experienced travellers. Whether it
is the primary or auxilaryotivator, may depend on a number of factdrsh e t r avel |l er ds psy (
profile, destination type, and length of trip to name a few. Nonetheless, destination marketers and the
research community alike are acknowledging that the experience of ligiakds becoming ingrained as
an essential aspect of travel, especially for the sophisticated traveall®rLong (2004), in her book
titled ACulinary Tourismd was one of the first to
Since then, mny destinations have recognised the potential of harnessing their culinary heritage, thus

augmenting their tourism offerings and differentiating themselves from their competition (Lin, Pearson, &

(@]

Cai ) . Some examples inclyuydédouhiesmTAsser alfi &Wases
of food and wine tourism within their tourism pro
to augment the wine industry in the Niagara Peninsula. In recent years, emerging destinations such as
Kenya,lsrael, and India amongst several others are also realising thtetomgotential of culinary

tourism.

1.1 Economic value of food in tourism

Food service is a central component of tourism development and can have a significant impact on the
economicsuccess of tourism for destinations (Elmont, 1995). Food expenditures constitthedsef
global tourism spending (Meler and Cerovic, 2003; Tikkanen, 2007). According to the 2004 Restaurant

2



and Foodservice Market Research Handbook, the perceritagealler expenditure attributed to food is

as high as 50% (Ryu & Han, 2010). As an example, in Jamaica, tourists spend five times more on food

per day than the average Jamaican (Belisle, 1984). Pyo, Uysal, and Mclellan (1991) argue that travellers
areleast likely to cut food expenses from their overall travel budgets, the components of which

(excluding food) include transportation, lodging, entertainneend,shopping. Their assertion highlights

the centrality of food in the travel experience fromeannomic perspectiv&o does Laesser and

Crouchdéds (2006) study, in which they found that w

travel experience, it results in significantly higher expenditures.

The value of food in tourism from a hgerspective and on a macro level, lies in the significant
multipliers it generates. In addition to direct and indirect job creation, traveller spending on food helps

stimulate agriculture and food processing industries (Elmont, 1995; Knowd, 2003; Telféfadi, 1996;

Torres, 2003) . Mel er & Cerovic (2003) emphasi se
and maintain, Aifood has a specific preponderance
satisfactory tourism industyy ( p . 175) . Citing Hall (2003), du Ra
food tourism is essential to a destinationb6s agr.
Tel fer and Wal | (1996) suggest, thditounsminduatyiesulls t he a
in an expansion of backward ecnomic |inkageso (p.

resulting from food expenditure are substantial and Anadeing.

1.2 Motivations for this study

The nexus of cuisine arithvel has received much attention amongst tourism planners, destination
marketers, tour companies, as well as researchers. Specifically, the role of cuisine as an emblem of local
cultural heritage has been widely examined (Cohen & Avieli, 2004; FoX, 2venTang & Jones,

2005; Hjalager & Richards, 2002). Print and visual media have also capitalised on the burgeoning
popularity of cuisingnspired travel. Television is replete with shows sucHag Fork Will Travel,

3



Bizarre Foods, Planet FoodndThe Thirsty Traveller just a few of a plethora of other cuisitravel

themed showsPersonal conversations with avid international travellers also indicates that local culinary
experiences are an integral part of tralRimmington andyiiksel (1998)empirically established that

culinary experiences are an integral part of the overall travel experience. The concept of food in travel is
broadly the basis and inspiration for this study. Furtherntloesgulinary context of India as a travel

destinations undefresearched, an issue which is further discussed in section 1.2.1.

It is contested that Indian cuisine tends to be stereotyped, particularly in the West. Labels such as
Aispicyo and fAgreasyo aboundcurryis@ quntiseentiallgindean pr eval en
preparation and one that constitutes the daily di
and Aout for a curryo are used synonymously to re
butter chickenaloo gobi,andchana masalaare mainstays in Indian restaurants in the West. The
tandooricuisine of North Indias synonymous with Indian cuisine and is omnipresent in Indian
restaurants in the West. I t | ok(h.d)ehatindianeussinec her 6 s
knowledge is confined to some signature dishes and regional cuisines. Therefore, a chief objective for
this study was to delve beyond culinary stereotypes and empirically assess how the cuisine is perceived

by travellers whdhave experienced the cuisine fitgtnd in India.

A third motivation for this study emerged from a trip to India coordinated by the researcher and
which comprised of foreign travellers from Canada. Personal observations revealed that the travellers
were faced with numerous challenges, not limited to levels of spiciness and digestive difficulties.
Hygiene, language constraints, and menu fatigue, the latter particularly so indentigt areas were
some of the other challenges faced by the grouglsdtappeared that the degree to which the travellers
were satisfied with their culinary experiences was predicated on preconceived notions of the cuisine,
challenges faced, and the overall quality of the culinary establishments visited. Therefstadthis

seeked to further examine the issue of satisfaction as it relates to culinary experiences of a larger sample



of travellers to India. A further (overarching) objective was to determine how likely foreign travellers

were to recommend India for culiyatourism.

It is contested that culinary tourism has thus
promotional campaigrncredible India. Although culinary tourism has recently been identified as a
distinct segment with the official launcltbe Incredible Tiffincampaign, cuisine as an indelible part of
the Indian identity has received inadequate attention within the sphere of tourism marketing and product
development. Although a few niche travel companies do offer specialty culinarptdodsa (for
exampleEasy Tours of l ndi a, Jul i e S,aahdipicdrisus Gave,r me t To
culinary tourisnis still a nascent sector of the industry whose potential is not yet fully harnessed. This
study was also also motivatbg the intention to garner insights on the culinary experiences of travellers
to the country, which would be of value to destination marketing agencies, private tour companies, as

well as culinary establishments (especially in totg@sitric areas) acrodise country.

1.2.1 A contextual gap

Josiam and Monteiro (2004) state, fAdespite the in
the area of customer perceptions of food land serv

and Hall (2003) have contend that

[sltudies of consumer behaviour in the area of food tourism are rare and, as a result, the picture we
have of the food tourist, is at best sketchy, and considerable amount of research is required to
understand food towsm behaviour more effectively. To date the material that does exist has been
borrowed from more general tourism studies or has been inferred from studies not directly related
to tourism.

(p.80).

Thus far, academic discourses and gastronomic narratesfocused on countries such as France, Italy,
Canada, Australia, Wales, Taiwan, Thailand, and the USA. While not an exhaustive list, these
destinations have recognised the significance of local cuisine in enhancing destination competitiveness.

An impartant revelation from the literature review on culinary tourism was that while the phenomenon



has grown in stature as a subject of academic rigour, empirical studies and discourses have been limited to
a handful of dest i nat idgenligserature dndndianltuesine ireast@idsm context 6 s Kk
is at best, meagre. Although there does exist a limited body of knowledge pertaining to food safety in
India (Sudershan & Bhatt, 1995; Sudershan, Rao, Polasa, Rao, & Rao, 2008), substantive shadies on
role and scope of cuisine in international tourism to India seem nonexistant. Hannam and Diekmann
(2011) share a si mil ar-politipsioftaursm in Indiatisehighlyurglert hat t he
researched, although India has a unique take@dfo and drinko (p. 140). The
research pertaining to India and its cuisine represents a primary contextual gap that this study strived to
address.

The study addressed two other contextual gaps in culinary tourism researdrstidun€erns
the concept oimageas it relates to cuisin€lhe significance of the variable of image in determining
travellersé attitudes, expectations, -asfmouthsf acti on
messages has been well estdialis (Hunt, 1975). Henkel et al. (2006) confirm that product marketing
initiatives can be more effective when the image or perception that consumers hold of that product is
known. Sénmeand Sirakaya (2002) simil ar | yhosldbe plaxed, i me a
very high in the order of priorities for planning
saliency of understanding the role of image (or perception) in tourism, there have been humerous studies
on the topic of destination irga in the last thirty years (Echtner & Ritchie, 1991; Elliott, Papadopoulos,
& Ki m; Hunt , 1975; Konecni k, 2004; Mackay & Fesen
2008; Pike, 2002; Sahin & Baloglu, 2011). However, studies focusing on culinagg fnaan a tourism
context have been paltry. As an exception to this attestment, Hjalager and Corigliano (2000) expounded
on the image determinants of Danish and Italian cuisines in which-@minical comparison of the two
was undertaken. A decadedgtAb Karim and Chi (2010) undertook a comparative examination of
culinary images of Italy, France, and Thailand, thus adding to the limited body of knowledge linking

cuisine and image in tourism. Both the aforementioned researchers have acknowledsedidsahat



blend the concepts of cuisine and image from a tourism perspective have not been adequately explored in

academia. Ab Karim and Chi maintain that

[tlo use food as the main attraction and develop marketing strategies that will focudardthie
is important for marketers of a culinary destination to know the image currently held by its
targeted customers, and the underlying factors that can draw travellers who are interested in
tasting different foods.

(p. 534).

The Ministry of Toursm has recently expressed an interest in developing culinary tourism in
I ndi a. The countryés potenti al and ascent as a
Therefore it is argued that imagelated results of this study would be pertinariight of these

recent efforts.

The second component of this study represents yet another contextual gap by addressing the issue
of satisfactionin the context of culinary experiences in travel. The topic of satisfaction in culinary
settings has reosd considerable academic attention and several cuisines, including Indian and types of
culinary venues (restaurants, food festivals, food courts) have been explored in this context (Josiam &
Monteiro, 2004; Kim, Moreo & Yeh, 2006; Kuo, Chang, Cheng & R8il1; Smith & Costello, 2009).

Yet, as Ryu and Han (2010) also confirm, culinary experience satisfaction measured empirically for an
overall trip to a specific destination is to the researchers knowledge;exmered. In addition to

measuring culingrsatisfaction, this study incoporates the issue of challenges faced by travellers, in
particular to developing or unfamiliar destinations with respect to food. Culinary challenges faced by
travellers to a certain destination can result in a negativalbperception of that destination. Cohen and
Auvieli (2004) have discussed this issue, albeit from aerapirical perspective. Fox (2007) argued that
most research has focused on cuisine as an attraction. The issue of barriers to cuisine enjoyeent has b
neglected in academic discourses on the subfgaoglly, this study also seeks to illuminate the effect of

the concepts of image, satisfaction (which includes challenges faced) on behavioural intentions (that is

likelihood to recommend the destinatitor culinary tourism).



As contended earlier, tourism studies on the subject of image have primarily focused on the
destination, rather than particular attributes of it. Recent strides in culinary tourism research have chiefly
involved expositions onuisine, its link to culture and place identity. Culinary tourism as a tourism
product segment has also been explored, particularly from a destination marketing standpoint. Such
studies have also included aspects of motivation, novelty seeking behanidyopularity of ethnic
cuisines. Lastly, the central aspect of satisfaction and its correlation to behavioural intentions has also
been a focus of numerous studies, which through empirical analyses, has been subjected to thorough
academic rigour. It isontended however that studies that concurrently explore the concepts of cuisine,
image, satisfaction, and behavioural intentions areaxigstent. A Venn diagram representing the
contextual gap study addressed by this study is presented in Figure @inidh of the three circles

represents the contextual gap.

Figure 1. Venn diagram depiction of the contextual gap

Tourism Studies olmdian Cuisine

Studies on Image
(Destination/Product)

/

Studies on Cuisine
(Culinary Tourism /Cuisine
& Culture/Regional
Identity)

Contextual gap’ studies linking
cuisine image, culinary
satisfaction, and behavioural
intentions

Satisfaction
(Visitor/Dining)

1.3 Research purpose and questions

This study aimed to buil d on etrdwe expexignce,nwhilstl i t er at ur

addressing the contextual gaps mentioned previously. Therefore, the overptrpimge of this study



wast o determine foreign travellersd |ikelihood to
their perception of its cuisne and satisfaction levels with experiences at culinary establishments

during their travel to the country. In doing so, this study straddled three primary ingétsited themes:

a) cuisine image, b) satisfaction, and c¢) behavioural intentions. The samwgle consisted of travellers

from different parts of the world. The study was guided by seven research questions with respect to this

sample of foreign travellers. These are:

i) How often do foreign travellet®at the local cuisine whilst in India?

i)  What are the types of culinary establishments patronised by foreign travellers?

iif) How is Indian cuisine perceived by foreign travellers to India?

iv) How is Indian cuisine perceived as compared to Thai cuisine?

v) Are foreign travellers satisfied with their experiea®f culinary establishments in India and what
(if any) challenges did they face?

vii What sources of information inform travellersd

vii) How do travellers to India rate their knowledge of Indian cuisine based on their culinary
experences in India?

viii) Based on their cuisine perceptionslinary experiencsatisfaction, and challenges faced, would
foreign travellers recommend India for culinary tourism?

iX) Do the study results support previously established relationships between thEsohteage,

satisfaction, and behavioural intentions?

The intention behind the comparative analysis with Thai cuisine was to benchmark Indian cuisine image
against another wedistablished, globally popular and ubiquitous cuisine. Thai cuisine hiariies to

Indian cuisine with respect to ingredients used, taste, and cooking styles and is heavily influenced by both

Inthe context of this stud y-bouinél wsitoes todndia who weveef nbmdians 6 r ef er r e
heritage.



Indian and Chinese culinary traditions (Sunanta, 2005). Hence, it was deemed pertinent to gauge how
respondents perceived the twogines in terms of the common attributeemes.

As India strives to augment its tourism industry through product development and marketing
initiatives, particularly in the culture and heritage segment, culinary tourism can add value to its product
offerings as a supplemental tourism segment. Empirically derived knowledge on Indian cuisine identity,
can be used to market its culinary tourism product more effectively. This study hopes to enable culinary
establishments as well as destination marketeretob er under st and travell ersbo
towards Indian cuisine and their culinary experiences, so that they can be well positioned to take
advantage of this burgeoning tourism trend. As mentioned earlier, the Ministry of Tourism, India recently
launched a culinary tourism marketing campaign, nameedible Tiffin,which will be incorporated
into the altencompassinincredible Indiacampaign. The results of this study would be be of value in

light recent culinary tourism development initiass

This thesis comprises of seven chapters. The next chapter features a review of relevant literature
and is followed by a contextual di scussion on |Ind
culinary tourism marketing initiatives (Cpter 3). Chapter 4 features a detailed description of the
research methods employed to address the research questions. Results are presented subsequently in
Chapter 5. This is followed by a discussion (Chapter 6) that includes a critical analysigrafitiys,
and their implications for culinary tourism marketing, operators and managers of culinary establishments
located in touristentric areas, and for the research community. Conclusions are drawn in the last

chapter.
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CHAPTER 2

Literature Review

This literature review straddles three fundamental concepts that are integral to this study: culinary tourism
as a distinct tourism phenomenon (including the intertwined nature of place, culture, and cuisine), and the
important concepts of consumer beloavi- image, satisfaction, and behavioural intentions. Six broad
sections address these overarching concepts. These are, a) terms, definitions, and concepts, b) the
association of cuisine and culture, c) cuisine and place identity, d) cuisine and¢hexperience, e)

cuisine and image, and f) satisfaction in the culinary experience.

2.1 Terms, definitions, and concepts

Terms used to describe the enjoyment of cuisine as a primary travel motivation abound. Some of the

most prevalent terms for thisurism segment are culinary tourism, food tourism, culinary travel, gourmet
tourism, and gastronomy tourism. According to the World Food Travel Association (WFTA), formerly

called the International Culinary Tourism Association, Lucy Long was instruniergsiablishing

culinary tourism as a distinct tourism market seg
a subject and medi um, t hat i s, as destination and

credited with proposing the §it definition of culinary tourism:

Culinary tourism is the intentional exploratory participation in the food ways of another

culturei participation includes consumption, preparation, and presentation of a food item,

cuisine, meal system, oreatingstglonsi dered to belong to a culinary
(p. 21)
The WFTA (n.d.) define culinary tourism as fipursu
kinds, often while travelling, but @o0B)arguethatn al s o
Longdés articulation of culinary tourism emphasise

need not be restrictive of in terms of the experience of cuisines that are exotic or ethnic and belonging to a

11



culture markedlydif er ent from oneébds own. Stephen and Xi aof
an amalgam of Longés and the WFTAGs definitions.
indelible part of travel; through cuisine, travellers are able to enjioypanocal experiences, which need

not be exotic or foreign. I n their words, Afcul in

cul ture, including oneb6és own through culinary res

Link B.C. (2006) in their contextualisati of the phenomenon acknowledge the educational aspect
of culinary tourism, within which unique and memorable experiences may be had. More importantly,
they claim that these experiences are not necessarily those exclusive or highly acclaimed. Inaongrue
with the aforementioned definitions, Hall and Sharples (2003) suggest a key consideration with regards to
classification of tourism as culinary tourism. Specifically, they attest that when food is a secondary or
lower order trip motivator, it cannoehdentified as culinary tourism. Therefore, although the exploration
of food in travel is an indelible part of the travel experience, intentionality (as a primary trip motivator) is

considered to be an essential facet of culinary tourism.

ltisargued hat Hall and Shar pl e atiave(leRriag I\aye muliipew i s r ed
motivations to travel, each of equivalent importance. This may be particularly so férdohg
destinati ons, as evidenced i n Dyestabhshed tha abdut 3% at hd s
of travellers visiting South Africa considered food as a support attraction. Sheldon and Fox (1988) found
that a mere 18% of visitors to Hawaii claimed that foodservice choice played a role in their destination
choice. Theraf r e , Mol zéds (2007) articulation of the phen
pertinent here. She proposes that HAculinary tour
those instances in which eating unfamiliar food or participatiradien food ways is seen as a way of

encountering, knowing, and consuming other places

Hal | and Mitchell (2000) define culinary touri

restaurants and specific locations for whichddasting and experiencing are the primary factor for

12



travel . 0 Their definition seems to view culinary
mention the fAtravel 0o aspect, contrary feststbhatngds s
there is a differentiation between tourism and culinary tourism. She states that tourism involves
exploration beyond onebds geographical area, where
Lockwoodds assert iancewitmtie/WondTburidmeOrganmsatianctipuated

definitior? of tourism and can therefore be a subject of debate, one that is beyond the scope of this thesis.

Wol f (2002), President of the WFTA, defines cu
and enjoy prepared food and drinkéand unique and
Kivela and Crotts, 2006, p. 355). Ignatov and Smith (2006) proposed yet another definition for culinary
tourism, one that amalgamates the UN World TourissmAsc i at i onds definition of
According to Il gnatov and Smith, Al clJ]ulinary touri
purchase or consumption of regional foods (including beverages), or the observation and study of food

prodcti on (from agriculture to cooking s@R#8pl s) rep

Conceptually, this study <c¢laims all egiance to
cuisine as neither a primary, nor a peripheral trip mativalnstead they emphasise that for travel to be
considered culinary tourism, culinary experience should either be a key reason to travel to a particular
destination or should be actively pursued whilst at that destination. This notion is arguably more
applicable to the context of this study because travellers to India may not be primarily motivated by
cuisine, considering that India is a lehgul destination and thus, mere cuisine appreciation may

represent a niche travel motivation. Educational apeémantial aspects of culinary tourism are also

i mplicit in lIgnatov and Smithds conceptualisation
The UNWTO defines tourism as fa social, cultural and e
people to countries or placeseut de t heir wusual environment for personal
(UNWTO, n.d.).
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Definitions can oftentimes offer a constricted view of a phenomenon. The WFTA offers a useful

summary (Table 1) of culinarywasm that encompasses elements of its context, nature, and scope.

Table 1. Context, nature, and scope of culinary tourism

1 Almost 100% of tourists eat out when travellingach meal opportunity represents an
opportunity b interact with local people and food

9 Eating out is one of the top three favourite activities for travellers

1 Engaging in appreciation of gastronomy involves all five sehsaght, sound, smell, taste, ar
touch

9 There is a significant positive corretat between culinary travellers and those interested in
visiting and experiencing other cultural attractions

1 The need for food and desire to experience cultural heritage through cuisine transcends
gender, and ethnic boundaries

9 Culinary tourism cané pursued yeamund; each season may present its own unique
ingredients and fare

9 Culinary tourism is experiential and exploratory; current trends in tourism reveal the
fexperienceo to be a primary travel mo t

Source WFTA, n.d. cited byKivela & Crotts, 2006, p. 360

The definitions posed thus far are consugettric. Ignatov and Smith (2006) citing Getz (2000)
suggest that recogni s i-nhgtoftfoodproduaepsmndyestmatiohanarketers,er s p e
would offer a more holistianderstanding of culinary tourism. They contend that the phenomenon of

culinary tourism has the following characteristics:

9 Itis a form of consumer behaviour

1 It can be a product development strategy by which destinations identify and promote atteactions

imagery associated with cuisine

1 It can be a marketing strategy for local agricultural producers to sell their products directly to
consumers and also educate them
(p. 239)

The supply side of culinary tourism includes facilities (buildings, land aséeary routes), activities

(consumption, touring, education or observation), events (consumer shows, festivals), and organisations
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(restaurant classifications, food and wine classifications systems, and associations).

2.2 The association of cuisine and culture

How, what, when, and why we eat is strongly tied to cultifep, 1999; Chuang 2009; Hjalager &
Ri chards, 200 2; Jamal , 1996 ; Srinivas, 2007, Wo o |

which [food] is caught, farmed, cleaned, proegssooked, and eaten are symbolic of different kinds of

meaning at many different | evelsd (p. 85). Cui si
| earning (Cornejo Happel, 2012; Hegartyrt& OO6Mahon
cuisine as ficultural capitalo. Culinary rituals

their faiths and belief systems (Feeldgrnik, 1995; Just, Heiman & Zilberman, 2007; Mintz & Du Bais,

2002). Culinary customs signify a $ety where cooking and eating transcend mere functionality and

symbolise rituals of a developed society (Cornejo Happel, 2012; Harrington, 2005; Sengupta, 2009).
Culture, divided into fimaterial cul toffod® and fsoc
consumed and determines the methods of obtaining them, cooking methods used, and occupations

associated with the nature of the foods (Renaud, 1931).

A destinationds | ocal <cuisine is ndeeayy roote
traditions reveal the character of the society an
Cuisine represents an integral element of a desti

Bowler (2001) maintahligy sBhapedtastesbsialbl yucontro
indicative of broader societal structures that are predicated on the prevalent political and economic
climate as evidenced by the increasing popularity in Turkish cuisine in Germany upalhahéhe

Berlin Wall (Mintz & Du Bois, 2002). Cultural shifts in culinary behaviour can be caused by such

3Culture may be defined as Aincluding all those aspects
societyo (Hegarty & O6Mahoney, 2001, p. 5).
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c hanges amigrdtionariteelass tvalry and imitation, changing caste relations (in India), and
mar ket condi ti on 902, p(1b4). Cuigine &d iligionBace ialso immRtable because
religion affects cultural traditions (Harrington, 2005; Jaitly, 2004). The practices of fasting, feasting,

relationship of food with values, beliefs, morals and virtue, taboos, etiquett@dnethd implements

used for preparation, and nutrition are aspects of gastronomy that have religious connotations (Woolgar,

2010).

2.3 Cuisine and place identity

Cuisine is inextricably linked to the destination in terms of its cultural heritagecphlgbcial, and
economic identity. As such, cuisine plays an
tourism image (Crofts, 2010; Everett & Aitchison, 2008; Kivela & Crotts, 2005; Lockie, 2001). Itis an
important marker of cultural disctiveness and is as idiosyncratic as music, dance, art, and other forms
of expression (Dawson, 2012) and is therefore

perceived image (Beerli & Martin, 2004). According to Everett (2009),

Foodis increasingly regarded as a multidimensional artefact which encompasses the very
identity of a place or individual. Eating exotic and global foodstuffs has become part of a new
postmodern culture characterised by pluralised and aestheticised expsribathave

fostered new patterns of tourism consumption and the development of new individualised
identities. (p. 340)

Culinary identity incorporates Ainfluences of
culture (history and ethnic influences) aryailing taste components, textures, and flavours
(Harrington, 2005, p. 130). This relationship is depicted in Figure 2. The primary influences in

the evolution and consequently the identity of a cuisine are culture (which includes the prevalent

religions in an area), and climate and geography. Dawson (2012) alludes to the centrality of food

16

t

mp

on

he



from a soci al perspective claiming that @Aafood fee

relationships in every domain of human activityo

Figure 2. Model of Culinary Identity (Source: Harrington, 2005)

Culture & Society

History _
Religion Environment
Ethnic Diversity Gquraphy
Innovations _ Climate
Capabilities Indigenous Products
Traditions

Beliefs & Values

Gastronomic ldentity
Flavour Profies
Etiquette
Recipes
Fusion of ingredients/techniques

Whereas the correlation between cuisine and culture has been discussed in the previous
section, a discussion on theatenship between cuisine and the environmsatsopertinent.
Before the import of food products from other parts of the world became a common phenomenon,
local cuisines were based on the agricultural products (vegetables, fruits, grains, and spices) and
types meat available in an aréehus, inh d i a , Bengalisd affinity to fish
West Bengal 6s | ocation at the cusp of the Bay of
the climate and soil conditions in Japan are conducive to growing rice, which is also a staple of its
cuis ne. The potato, although not a native vegetabl

climate and soil, and is thus a staple of the Irish diet (lomaire & Gallagher, 2009). To the Irish,
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the potato is a cultural icon that has influenced folkloterdture, poetry, and paintings. In a
similar vein, the olive is a folklorisymbof in the Mediterranean and also represents peace

(Kugukkomurler, 2011)

A destinationds cuisine image forms through un
perce ved favourably, can ul ti mat e Heymcompetitiverieds (Foxe t owa
2007 ; Lin et al ., 2011) . A cuisinebs image is a

is affected by a number of factors (Harringt@005). Hjalager & Corigliano (2000) discussed the
relationship between cuisine and image from a tourism product development and marketing perspective.

They maintain that the nexus of cuisine and image can be examined in terms of the following contexts:

I Complementaryi in destinations renowned for certain tourist activities and attractions, visually

appealing promotions of the local culinary heritage can bolster tourism revenues.

T Inventory T local cuisine can augment the tourism product inventory dlaikt a destination. The
experiential nature of culinary experience in tourism is attractive to travellers; and destinations with a

well-developed cuisine image can a harness such an image to better market themselves.

1 Disconnectioni the global omnipresee of fast foods has meant that for many travellers,

connecting with a destinationés cuisine, and co
a more concerted effort. Hj al ager and Coriglia
destna i onés culture is superficial, the evaluati ol
excuse for socialising is the more important th
sense of the destinationés cuisine image or ide

Cuisine can also be a key marker of national identity. The national identity of France is a prime

example of a country where fcuisineFrameedndcountry <c

‘Pl ant a poplar tree, your children will see it, plant
(Kugukkomurler, 2011, p. 201), is a Turkish proverb in reverence to the olive.
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similarly, Italy are renowned world over for their rich culinagdition and as pioneers in the art and

science of wine making (Frochot, 2008; Hjalager & Corigliano, 208@Yional sentiments are closely

linked with culinary traditions (Rogers, 2003) and consequently represent culinary nationalism (Ferguson,
2010). Stressing the dynamic nature of national identity resulting from changes in food culture and
trends, Rogers | aments the erosion of roast beef
chicken tikka masalanow considered by many to be a dqagsentially British dish, is evidence that the

country is truly multicultural, which in itself is an aspect of national pride. Maple syrupcautitieare

Can ad a 06 s -kmawnscallinary expdrts; and the maple teafpired Canadian flag serves to

reinff orce the saliency of the former to Canadads nat
variety of influences (especially reinforced through recent waves of immigration), many chefs feel that

Canadads culinary idedi2).ty is stil!l evolving (Tuc

Cuisine can also be a cultural facet used to usurp colonial influences as is evident in Taiwan,
where cuisine is considered to be a significant emblem of national identity and a key aspect of
differentiation from its neighbour China (Chuang, 200Taiwan has also made rapid strides in
establishing a unique culinary identity and developing culinary tourism (Chuang, 2009; Horng, Liu, Chou
& Tsai, 2012). According to Sengupta (2009), cuisine can be an insightful lens through which the
fhegemsepiects of coloni al culturedo (p. 82) may be
culinary traditions that were through dhierarchic
revived (Wilk, 1999). In Nigeria however, local food rather thaimg shunned by the British, was
modified for suitability of taste and for added nutrition value (Robins, 2010), which arguably represented

attempts to ficivilised through indigenous cui sine

From a cultural tourism perspective, HavEsing anl Jones (2006) maintain that in creating a
sense of place, an identity terroir, the host destination must realise that aspects of their culture and
natural heritage that may seem banal to them may be considered exotic by travellers. Thorne (2008), a

c tural tourism consultant, proposes the phrase 0@
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based identity that harnesses a destinationés cul
culture. Destinations should harnéssoir in creating a tapestry of place as purported by Thorne. This

is becauséor many destinations their culinary repertoire represents a primary motivation for travellers to

visit (Ab Karim & Chi, 2010; Rimmington & tksel 1998) and a positive, wealleveloged culinary

identity can be a signi ftéerrosuccess (P r260é)r of a destina

2.4 Cuisine and travel

Eating is inherently fan act | aden with affect; [
1999, p. 13). When oreats, the proximate senses of taste, smell, and touch are engaged as food is
incorporated into the body (Gibson, 2007). Ma k ,
contention to the five sensewision, tactile, auditory, taste, and olfactidRan and Ryan (2009) claim

that in tourism, engagement of the senses results in an experience that is both cognitive and affective.

Dann and Jacobsen (2003) notably explored tourism from an olfactory perspective; they suggest that the
smells that charaatise a destination, contribute to the idiosyncratic experiences of travellers to that

destination. Dann and Jacobsends contention may

Burusnukul , Binkl ey, and Sukal akhefoactionalitfoR 01 1) s
satisfying travellersd physiological needs as par
966) . Local cuisine offers the traveller a windo
and traditions (Fiels , 2002) . Travellers can appreciate a de
foodways (Chang, Kivela & Mak, 2011; Molz, 2007). Everett (2009) contends that cuisine and tourism
are fAsaturated i n meaning amshchancetewitsesstthed (p. 340)

irel ationship between place and identity, and the

Explorations on the centrality of cuisine in contributing to a holistic travel experience, one that

transcends t he Aviydumal1990y kazegmwn inansmber (Bespiare, 20@9d b
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Everett, 2009; Kivela & Crotts, 2009). Urry himself has insisted that his view that places images, an
ocularcentric conceptualisation, at the forefront of the travel experience, is restrictive. | Sévers

(Crouch & Desforges, 2003; Everett, 2009; Veijola & Jokinen, 1994) concur with his view, insisting that

tourism is a polysensual activity. Franklin and Crang (2001) maintain thatpokgrn understandings of

the phenomenon of tourism necessimte d epar t ure from the fAvisual repei
Perkins and Thornsdé (2001) stance on the gaze met
of the traveller. Instead, they propose that the concept of tourist perforreano®rie fitting metaphor

for tourism because it fAincorporates ideas of act

intellectual, and cognitive activities in additio

In a study of travelogues written on New Zealand, Pan gad R2009) found that although the
destination as a whole appealed to all the senses
(p. 625) than what was being used in their product segmentation strategy. Isacsson, Alakoski, and Back
(2009) feel that using polysensual approach to tourism marketing communications is important because it
would create feelings of authenticity, as potential travellers are stimulated to a greater extent through the
activation of senses beyond the visual. They stdteat , Awhen mul ti sensory, int
communication is effectively combined with ration and need in addition to usspesiences, then it is
futureor i ent ed, engaging and stimulatingo (te 169).
case of promoting a destinationdés culinary offeri
multisensory activity. It is evident from such deliberations that tourism is an activity that is experienced

on multiple sensory levels, at leéistough the faculty of taste.

2.4.1 Experiencing the Anovel o through cuisine

Travellers tend to experience a degree of cultural confusion when they arrive at a destination (Hottola,

2004). At this stage of travel, aspects of the local culture suah@sage, attire, and mannerisms, may
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seem alien and thus be a cause for discomfiture. Hottola feels that these initial sentiments tend to mitigate
over time through a process of intercultural adaptation. This concept of intercultural adaptation can be
applied to a travetulinary scenario as well. However, the degree to which travellers adapt to a
destinationds cuisine may depend upon their attit
evaluation), individual differences in avoidance, pastbeur, and gender (Leikas, Lindeman, Roininen

& Lahteenméki, 2007; Ryu & Han, 2010). These factors ultimately lead to reasoned aatibough

travellers may overcome the initial trepidation when faced with novel culinary situations, there is a

likeihood that many wil | continue to be reluctant to
bubblesodo (Cohen & Avieli, 2004, p. 758). Hottol a
Aimet aworl dso (p. 457) can cadigonal lecal euisibeaandrpiovddea or i ns

space to manage their exposure to cultural differences.

Studies reveal that there is a relationship between cultures and eating habits (Chang et al. citing
Atkins & Bowler, 2001). Thus, what is considered as noffotd in one culture (for instance, the
consumption of internal organs may be commonplace in one culture), may be frowned upon in another.
Even so, when people travel for leisure, they do so to seek the unfamiliar, the novel. (Bello & Etzel, 1985;
Cohen &Avieli, 2004; IseAhola, 1982). Beldona, Moreo and Mundhra (2009) also extend the notion
that travellers seek diversity or variety from th
seekingo as fAthe t enden c theireHoicecobcuisne and relatedt o s eek di
experienceso (Ahod4Rd).198RYr taldevra,n cleso i dpecifically,pect of
that travel helps people escape the routine of their daily lives and be stimulated, albeit for a limited period
of ti me. Like Hottol abs -Aheba9sonononepteubfusalm
are also relevant to food in the context of tourism. There exists a fine balance between the desire for

stimulation and avoidance of very unfamilstuations (or foods) that may cause high levels of

®According to the theory of r ehbebavioustirtentomto emiithee havi our i
behaviouro (Vallerand, Pell etier, Deshaies, Cuerrier &
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stimulation. IseAhola proposes theptimal arousaltheory o expl ain the Atwo innat
traits of human personality, that is, the search for optimum levels of arousal versus the desife for
preservationo (Tse & Crotts, 2004, p. 965). Mk o n
ireassurance in mixing the familiar with the unfa
to be both and attraction and an impedimartravellers continually, often subconsciously assess their

optimal levels of culinary stimulation (Cohen & Avieli, 2004).

2.4.2 Motivations for culinary travel

The notion that a primary allure of mforteoftleeir i s t ha
homeso (Quan & Wang, 2004, p. 301 citing Giddens,
travel. A primary motivation for travellers to seek new cuisines is that it is a variety or reeeking

behaviour and may contributettweir total peak experiences (Quan & Wang, 2004). Tikkanen (2007)

feels that for many travellers, trying unfamiliar foods can be a major trip accomplishment. The concept

of motivation as it relates to culinary exploration in tourism is salient. KimsEand Scarles (2008)

opine that travellers are motivated by physical, cultural, interpersonal, and status and prestige drives when

it comes to trying local cuisines. Figure 3 depicts a conceptual framework of travel motivations for

culinary travellers ecording to Kim et al. (2004).

Physical drivers include a desire to discover new tastes, reducing physical tension, and refreshing
the body and mind (Ignotov and Smith, 2006; Kim, et al., 2008). Lee and Crompton (1992) argue that
At hril | y;nangmous withdhe mogeltysaspect of travel, discussed previously. In the case of
culinary tourism, the thrill of experiencing a new cuisine constitutes a significant push factor (Lupton,
1996). There is a relationship between travellers who try nevs faod (consequently) have exciting

experiences (Kim et al, 2008).
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Figure 3. Travel motivations for culinary travellers (Source: Kim, Eves & Scarles, 2008)

Physical motivators Cultural motivators Interpersonal Status & prestige
Thrill seeking motivators motivators
Escape from routine Cultural exploration
Sensory seeking Togetherness Prestige seeking
Health concern

v

Evaluating tourist motivations

v

Selecting cuisine as motivation

But not everyone has a predilection to try different foods whilst travelling. Cohen ald Av
(2004) propose that travellers exhibit fineophobic
Neophobic tendencies signify a reluctance to expe
Bignami, 2012), whereas those travellerg thdnibit neophylic tendencies, consider the experience of

new or strange culinary fare to be exciting.

AEscape from routinedo is congruent to thrill s
Crompton (1992) and is based on-Bsthn 0 | a 6 s d the acormcept of aeosisal anrtravel. Thus,
seeking new cuisines is an activity prompted by a desire to stimulate the senses in a way that may not be
possible in a travellerés home environment . ASen
cuinarye x peri ence discussed in the previous section.
Wong (2007) refers to the desire to increase-iveithg through trying out local foods made with fresh,
seasonal ingredients. According to Kim et al. (2008nesof the other motivational drivers for culinary
travellers are, cultural (stem from a desire to learn about traditional culinary customs), interpersonal, (that
relate to using food to create social bonds), and status and prestige (which may inclireet@ logsst

A

about onedés culinary explorations and repertoire)
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There have been other psychographic studies on culinary travellers (Charters ldnidyit
2002; Dodd, 1995; Williams and Dossa, 2003) wh
conceotual model. Hjalager (2003) offers a phenomenological conceptualisation of culinary tourism
experiences. Based on his model, culinary travellers are categorisddtastial, experimental
recreational,anddiversionaryculinary travellers. The exettial culinary traveller tends to avoid
manufactured spaces or tourigmented culinary establishments (Cohen and Avieli; 2004; Finkelstein,
1989). Such a travel disposition tends to seek out authentic and unpretentious establishments that are
primarily frequented by the locals. The educational aspect of culinary exploration is dominant amongst
travellers comprising this segment. Consequently, they are likely to participate in such activities as

picking tea leaves, going fishing with local fishermang attending cooking classes.

Experimental culinary travellers tend to seek out trendy culinary outlets that serve the latest

ot

fashionabl ed foods wherein there is a preroga
fistagingl iofy pefp.onas8) . Their propensity for
such pursuits as wearing designer clothes, collecting art, cookbooks, designer kitchen and tableware.

Here, a parallel is drawn with the status and prestige motivasmsaned in Figure 3.

For recreational culinary travellers, the culinary aspect of their trip is of peripheral importance.
They are conservative in their spending habits, especially relating to dining and tend to travel with tour
groups. This segmergnds to exhibit neophylic tendencies, as postulated by Fischler (1988) and cited by
Cohen and Avieli (2004). Recreational culinary travellers exhibit tendencies that are analogous with

interpersonal motivations, as prescribed by Kim et al. in Figure 3.

Finally, diversionary culinary travellers pursue travel (and consequently, culinary experiences)
that is motivated by a desire to escape the monotony of daily life. They value easy access to food and
beverage, tend to patronise chain or towtsmanted alinary establishments serving modified versions

of the local fare, or international fare, more familiar to such travellers. Other aspects of the culinary
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experience they value are large meal portions and-casuoial environments with friendly staff, atet
facilitate socialising. They are more likely than the other segments to consult travel agents, travel
brochures, and tour guides for recommendations. Diversionary culinary travellers exhibit both physical

and interpersonal motivations.

Horng and Tsa2010) use a marketing context to describe the food traveller typology. Like
Hjalager (2003), they also emphasise the aspect of involvement as it pertains to choosing a destination

based on cuisine. According to Horng and Tsai, travellers can extabiltowing tendencies:

9 Type one’ food plays a central role in the travel experience. Such travellers play an active role in

researching factual and wead-mouth sources for the local gastronomy and dining options available.

1 Type twai although foodstill plays a central role, these travellers are not as involved as type one
travellers. However, they are responsive to promotional literature and other information sources about

local cuisines.

1 Type thred travellers do not consider food to be centoatheir travel experience, however are open to

food-related experiences along their way. They may not purposefully seek local culinary information.

1 Type fouri food is an unimportant aspect of travel. These travellers exhibit utilitarian tendencies
towards food and in many cases bring their own. Additionally, they are impervious to marketing

signals and information about local cuisines.

Regardless of traveller typology, even the most motivated and risk inclined (or neophile) cuisine
enthusiast may havto contend with certain challenges in order to experience the local through cuisine,

which is the focus of the next section.
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2.4.3 Culinary challenges faced by travellers

Travell ers6 motivations to expenmrmaybef@uglwitesti nat.
certain barriers. Even the more adventurous neophylic travellers may be reticent to completely immerse
themselves in the local cuisine due to concerns relating to food safety, cultural differences in eating habits
and customs, unual ingredients and preparation styles, and language constraints. While such issues

may be faced at any foreign destination, travellers travelling to Third World destinations may be

particularly prone to face culinary challenges. Some of the most coruinary challenges relate to

food safety, different cultural traditions, styles of cooking and ingredients, and language barriers.

Food safety can be viewed as the o6probability
consumi ng a ukngtraveb(Granert, 2005dpd 381). The issue of food safety in tourism was
highlighted by a'ravel Weeklgtudy conducted in 2000 which revealed that 63% of adult international
travellers had experienced illness resulting from unhygienic food (MaeL&001). In a U.K. based
study it was found that 14 percent of infectious intestinal diseases were acquired during international
travel (Burusnukul et al., 2011). According to Hill (2006), 20 to 60 percent of travellers to repoarce

regionssuccumbo travell erds diarrhoea.

In India,food safety is a critical concern as often these foods are prepared and sold by street
vendors, at roadside food stalls, and in some cases, in restaurants, under unhygienic conditions
(Choudhury, Mahanta, Goswami & Mandar, 2011). Issues of limited access to safe water, garbage
disposal facilities, and sanitary services are endemic throughout India. Furthermore, many vendors are
unaware or have inadequate knowledge of basic hygiene considerations (Chandraseklafyaows
Ladha, 2003; Bhasin, Shruti, Rahul & Singh, 2009; Sheth, Gupta & Ambegaonkar, Zég&tgfore,
travellers are wary about contracting a fdmne illness lest being compelledftoego anticipated
experiences, the discomfort of being ill notwitreding (Cohen, 1986; Cohen & Avieli, 2004). Even

though hygieneelated fears may not be unfounded, Ungku Fatimah, Boo, Sambasivan and Salleh (2010)
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argue that often these may be perceptual and a result of a broader set of determinants that influence

tavel | er s6 behaviour and purchase choice.

Cultural differences exist in the way food is served and portioned, as well as the constituents of
each meal. In many African and Asian cultures, food is served and consumed off a communal plate as
opposed to indidualised servings (Cohen & Avieli, 2004). In India, dinner is usually consumed late in
the evening as opposed to the 5 to 7 pm timeframe which is the customary dinner time at most Western
countries. The implements used to incorporate food into our maigh vary. In India, eating with
hands is the custom; the fingers are used to deftly transfer foods as varied as vegetables, rice, and curried
lentils from the plate (or a banana leaf) to the mouth. Chopsticks are used in much ds&bhia,
wheras in the Western world, knives, forks, and spoons are the customary implements. Additionally,
every culture has definite ideas regarding table manners, how food should be served, and meal times

(Murcott, 1982).

Cultural differences also exist in thewfood is prepared, cooked, and preserved (Hegarty &
Mahony, 2001). The use of unusual i ngredients in
may also indispose the traveller from local foods (Bardhi, Ostberg, & Bengtsson, 2010). Ataheext
the usage of ingredients such as the mopane worm, fish head curry, snake, and duck tongue, may invoke
feelings of disgust and repulsion (Fischler, 1988; Gibson, 2007; Mkono; 2011; Rozin, 1999). Thus,

travellers may be prompted to seek more famdrdess authentic versions of local dishes.

Language barriers represent yet another impediment that travellers may face in culinary settings
(Chheang, 2011; Cohen & Avieli, 2004). It has been proven that for many travellers, language barriers
areakeyfat or in a destinationsd® attractiveness (Chen
culinary settings too. With a multitude of other uncertainties that travellers have to contend with, the
ability to make an informed meal selection, which inclukleswledge of ingredients, cooking method,

and taste, can help assuage their anxieties. Referring to restaurants in India, Lahiri and Stancati (2011)
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allude to staffés inability to explain dishes on
patronise traditional establishments. Therefore, the availability of culinary establishments that offer

menus in English (as it is considered to be the most universally accepted language) or staff that is capable

of interpreting and explaining dishes,nMiaeg a key factor for travellers t

favourably.

2.5 Cuisine and image

This section commences with a discussion on the <c
study. In the following section, the central aspéaiutinary image is elaborated upon, in which

attributes of culinary image are emphasised. Information sources play a salient role in terms of creating a
destination or culinary image but also help travellers with making travel choices. The types of

information sources used by foreign travellers to India, represents one of the research questions in this

study. Therefore, a brief review of literature concerning the role of information sources in travel is also
featured in this section. Finally, it is mmised that prior image held of a travel product can significantly

impact satisfaction levels. The aspect of image, as an antecedent to satisfaction and ultimately, evaluation

is the focus of the last stdection within this section.

2.5.1 The concept of image

The concept of image has been explored extensively in disciplines as diverse as social and environmental
psychology, consumer behaviour, and marketing (Elliot, et al., 2011; Hosany, Ekinci, & Uysal, 2006; Lin,
Pearson & Cai, 2011; Mak, 2011; R&mlichfeldt, 2011). The 1970s saw an increased interest in

tourism image studies by such researchers as Mayo (1973) and Hunt (1975). Extant literature on the

subject focuses on destination and country image. However, the knowledge may well be@pplied t
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culinary scenario because local cuisine is a destination attributes and can therefore be considered products

as well.

The image or perception of a travel experience
t he travel |l er &GanthBz 2000ep, 6073. altisa meltdimé&nsional product (Sahin &
Bl oglu, 2011) and a Asimplification of complex id
Crompton (1979) define image as it Iplehagewiaplace, bel i e
destination or cuisineo (p. 438). Many other res
are proponents of Cromptonds articulation of the
Nadeau etal., 2008). s pect of i mage that is not articulated
formation of image is a temporal process (Choi, Lehto & Morrison, 2007; Gartner, 1986; Gunn, 1972).
Choi et al. (2007) state that 8idnsbasedjos inforinagiona ¢ o mp i
processed from a variety of sources over timeo (p
confirmed by Gartner and Hunt (1987) who empirically studied the effect of the image of the state of
Utah over a twelwgear peiod. It is however, an internal construct, which like other constructs such as

attitudes, motives, and beliefs, is a key factor in decisiaking (Sonmez & Sirakaya, 2002).

2.5.2 Image formation

Echtner and Ritchie (20 0entpl condtraci onimagdiis bhased upanafew o p me n
i mpressions chosen from a flood of informationo (
hand experience. Gartner (1986) and Gunn (1988) point out that the evolution of product image is both
organt and induced. Organic images form through-commercial sources such as books, television
documentaries, films and woeaf-mouth (Beerli & Martin, 2004; Irimias, 2010). Induced images tend to

be formed as a result of purposeful promotional activitiesutjh travel agents, tour operators, and the

Internet. It is the induced aspect of image formation that is a focus in marketing because most often, the
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product may not be amenable to be altered or reformulated or may be outside the scope of marketing
actiities. It is this aspect that marketers have control over because they are formed as a result of

experiences at the destination and through promotional campaigns (Choi, et al., 2007).

Sahin and Baloglu (2011) suggest an alternative articulation okifieagnation. They contend
that an image is formed as a result of cognitive and affective evaluation. Stepchenkova & Mills (2010)
refer to the respective dimensions as rational (cognitive) and emotional (affective). The former is an
objective evaluatioh hat i s based on the consumer 6s knowl edge
evaluation of known attributes of a product or de
the latter is a result of the affective or emotional quality of its atg#utn summation, cognitive and
affective evaluation leads to a conative image which in turn determines behaviour. A conative image is
the attitudinal response to the cognitive and affective compohémisther words, the attitude towards a
product, dstination or cuisine (Hsu & Cai, 2009). Although the nomenclature used by Sahin and Baloglu

di ffers from that of Gartnerdéds (1986), they are b

Beerli and Martin (2004) make a salient claim regarding the relationshibn cognitive and
affective image. They maintain that the affective image is related to the quality of the cognitive image.
Therefore marketers should be aware that it is the affective image held by travellers that influences not
only their decisiond revisit a destination or an experience, but also their word of mouth messages.
Phillips, Asperin, and Wolfe (2013) empirically established the effect of cognitive image on affective
image creation, through attitude formation. They studied awhkdternrd. S. popul ati onés i n
visit South Korea and consume the Korean cuisit@ashnik based on their country image of South Korea

and subjective knowledge of the destination.

Stern and Krakover (1993) proposed a third agent of image formation;atectdristics of the
individual. Within this proposition, three considerations are pertinent: a) motivations, b) past

experiences, and c¢) sodai@mographic characteristics. The consideration of motivation has been
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reviewed later in this chapter. Travelt s & past exper i-rmmdexpasureted er t o t he
destination or an aspect of it, which could include cuisine. Culinary experiences may have occurred at the
destination as well as in the tr av)edsspecralfysthnitco me c o
cuisine establishments are now prevalent in most cosmopolitan cities in the West. THieeswgicaphic
characteristics of age, gender, occupation, education, and social class can also have a bearing on the way
travellers perceive axperience (Beerli & Martin, 2004, Jamal, 1996). For example, it has been found

that income and education level can have a direct impact on openness to different cuisines and foods, with

people of lower income or education levels being more reticemt &menturous in this regard (Verbeke

& Lopez, 2005) . A fourth individual <characteri st
t hat of emoti ons. Emotive responses to servicesc
principl esed, bys Lpmoga®004, p. 175). Lin contends

variety of cues (that is, a gestalt of stimuli), classified under visual, auditory, and olfactory.

As yet another perspective, Echtner and Ritchie (2003) maintain thahbtistic or gestalt
(referred to as imagery processing) as well as discursive processing contribute to the formation of an
image in the travellers mind. In the case of imagery processing, holistic aspects of the experience
contribute to image formatiorifhese aspects can encompass the five senses of smell, taste, touch, sight,
and sound. Discursive processing involves pieces of information on particular attributes of the stimuli.
Whether discursive processing follows imagery processing or vice vetba, decisionmaking process
is circumstantial. Figure 4 represents a culinary context of the components of image; functional
characteristics, psychological characteristics, attributes, and holistic or imagery evaluation as proposed by
Echtner and Ritclei (2003). Functional characteristics are tangible whereas psychological characteristics

are more abstract or intangible (Chen & Kerstetter, 1999).
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Figure 4. Culinary adaptation of the four components of image (Source: Echtner & Ritchie, 2003)

FUNCTIONAL CHARACTERISTICS

Price Tasty
Easily digestible Aromatic
Hot Visually appealing
HOLISTIC
Value for money Unique
Diverse Exotic
Fresh Good quality overall

PSYCHOLOGICAL CHARACTERISTICS

2.5.2.1 The role of information sources in image formation and decision-making

Potential travellers use the various information sources available to them to base travel decisions on (Ab
Karim & Chi, 2010; Okumus, et al., 2007). Information adl\as experiential knowledge can help

travellers form an image of a destination or more specifically, an aspect of that destination (Ab Karim &
Chi, 2010). Information sources may be classified into internal sources, which are drawn from past
experienceand external sources encompassing all forms ofexperiential or cognitive sources (Osti,
Turner & King, 2008). The amount of information or time spent on information gathering depends on the
type of travel experience being sought (Beatty & Smith, 1987avel to longhaul destinations or that
involving significant expenses would be associated with en extended period or more thorough
information gathering than a short vacation. -$&hned itineraries would also warrant a more complex
information sarch than group tours or dficlusive vacations. Travellers are also more likely to conduct

a thorough information search if there is a perceived risk or uncertainty regarding a travel choice (Bjork
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& KauppinenRaisanen, 2011; Pingol & Miyazaki, 2009 urther, travellers are more likely to be
satisfied with a trip when the uncertainty of experiencing a new destination or a new tourism product is

diminished because of the availability of good quality and comprehensive information (Osti, et al., 2008).

Understanding how travellers collect information regarding their travel choices is integral for
destination marketing agencies to design effective promotional campaigns (Farahani, Mohamed & Som,
2011). Traditional information sources (such as brochusegsfland pamphlets) as well as hon
traditional but currently popular sources of information (such as online searches, television shows,
electronic worebf-mouth) are important means to disseminate information regarding a travel product.

Tr av el |Irences for informatforesources are not uniform globiallyat is, information search

behaviours differ across cultures (Money & Crotts, 2003). Cultures with a higher risk tolerance tend to
seek information generated by marketers whilst those with a kisletiolerance prefer travel agencies

and other cognitive (as opposed to affective or emotional sources) sources. Regardless of information
search preferences based on culture, access to technology, and other criteria, Schmidt and Spreng (1996)
stress tht information available to travellers should be pertinent to their travel intentions in order for it to
affect travel decisions. As an example, a website dedicated to promoting culinary tourism should not be
limited to information such as culinary regmrngredients, recipes, and culinary traditions, but prompt
travellers towards action, that is consider booking a culiimapired vacation. Suggested itineraries,

dates for key food festivals, and contact information for cooking classes are exanipies adtion that

can be included to tempt travellers to choose a culinary tourism destination.

Travel testimonials from friends and family are usually an initial means of obtaining information
about a travel experience (Bieger & Laesser, 2004). Substguravellers tend to tap into direct
information sources such as destination websites, travel collateral, and websites of tourism businesses
located at the chosen destination. Information gathering may take place prior to a trip or during a trip, as
noted by Osti et al ., (2008). Verma, Stock and M

types of information sources depends on the decrsi@king stage they are at. Online searches on search
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engines such as Google, Yahoo and Binglaeemost preferred method of finding information regarding
a travel product. Online searches are followed by visits to Bpeadific tourism websites, online travel

agencies, and consulting travel books, as a form of triangulation.

The significance obnline information searches as being increasingly preferred by travellers was
empirically established through a recent traveller survey conducted by the travel review site, Trip Advisor
(Gonzalo, 2013). Travel forums and review sites are important safreesd-of-mouth information.

Sixty nine percent of the survey sample (which comprised of worldwide participants) claimed to use

travel review sites whereas 43% valued testimonials from friends and family, signifying a growing

preference for electronicard-of-mouth. Other online resources that are also popular information

sources according to the study are online travel agencies (57%) and travel operator sites (56%). More
conventional resources such as magazines and brochures, afftbstictravel agncies were claimed to

be used by a much lower percentage of participants (30% and 18% respectively). The growing

prevalence of online information sources in travel decisiank i ng was al so echoed in
(2011) study. Horng and Tsai emplsasihat travellers looking for culinarglated information are more

specific in their information requirement (as compared to those seeking broader dedtwation

information) and thus, highlight the importance of interactive websites that encousagesuticipation.

Visual information sources are especially pertinent due to the intangible nature of travel, and
offer potential travellers a pnasit experience (Tasci, 2009). Images are an important means to convey
i nformati on a b tributes and atecestensivelausad byngévernnmeent tourism websites
(Horng & Tsai, 2010) to make the Ainvisible visib
simple complex (Faharani et al., 2011, p. 95). Farahani et al. found thatbhamsepklata was
overwhel mingly travellersd6 preferred thgspdedatmf i nf o
Therefore, they suggest that government agencies should create websites thatdasignelt, eye

catching, and yet present crucial infotioa for travellers to make informed travel decisions.
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2.5.3 Image as an antecedent to behaviour and evaluation

Lin et al. (2011) <claim, fAia clear and consistent
and consumer behaviour are ditgdinked (Almli, Verbeke, Vanhonacker, Naes & Hersleth, 2011).

Image constitutes one of four key elements of a brand (the others being loyalty, perceived quality, and
awareness) that determine travel | erget@l mamtairethat i on t
a brand (whether it is a product, destination or a tourism product such as cuisine) is a summation of the
aforementioned elements and product familiarity. According to Chen and Tsai (2007), the role of image

is a) to influence deden-making, and b) to influence behaviours once a decision has been maite (on
experience and participation), evaluation, and future behaviours (intenticexpegence and likelihood

to recommend) . Chen and Ts afia@estinaidnlntbge hasav eal ed t h
significant effect on behavioural intentions. Several other researchers have attested that image is a crucial
factor i n t rnaakingprocess @dlogld & Mangaloglun2001; Gallarza, Saura & Garcia,

2002; Wang &Hsu, 2010). Their findings may well be applied to a culinary tourism scenario.

Nadeau et al. (2008) stress that consumerso6 at
between their decision to purchase it and its subsequent evaluation. Theyediehglamage in
influencing attitude is significanAp Karim, Lia, Aman, Othman & Salleh, 201&lliot et al., 2011). A
positive image means that consumers harbour positive expectations of the outcomes of pehiehce
in turn, leads to an increaskkklihood of purchase (Frias, Rodriguez, Castefiada, Sabiote & Buhalis, in

press).

Images are a combination of positive and negative perceptions and travel decisions are predicated
on whether positive images outweigh negative images. Another perspedtie concept of beneficial
image, which is based on functional, social, emotional, epistemic, and conditional consumption values as

proposed by Tapachai and Waryszak (20@yneficial imageailtimately determines purchase choice;

®The word fexperienceo in the context of this discussio
more appropriate irhe context of tourism.
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t hat i sdetci ave®Inl ¢ os&i sit a destination or a desti
Therefore, image is directly linked to both behavioural and evaluative variables (Ahmed & Krohn, 1992;

Bigne et al., 2000Park & Njite, 2010; Wang & Hsu, 20101t is a relationship that has been empirical
proven. Further, it i s an antecedent of satisfac
product favourably (Wang & Hsu, 2010). The ensuing discussion focuses specifically on the concept of

culinary image.

2.5.6 Attributes of a cuisine

Attributes are Athe product features that differ
2009, p. 64). Tourism, due to its intangible and experiential nature is distinct from other products.
Therefore, the product image (that is, the destination or its local cuisine) is heavily reliant on the way
attributes are perceived rather than the attributes themselves (Gartner, 1986). In other words, travellers
form a product image as a result of theirgegtions of the attributes of a particular activity or feature of

the destination, which in the context of this study is cuisine. Various studies have examined cuisine

image in terms of broad attributes such as taste, price, colour, spiciness, nuudtiemaand cost (Choi,

Lee & Cho, 2011; Glanz, Basil, Maibach, Goldberg, & Snyder, 1998; Jang, et al., 2009). Current
gastronomic trends suggest that sensory perceptions as well as nutritional value play an important part in
consumers respondingtoaca i ne f avourabl y. Peoplebs palettes |
when they travel, they tend to seek unique experiences. Therefore, those cuisines that offer adventure,

surprise, and diversity tend to be highly regarded.

Glanz et al. (1998)in their USbased study found thadsteis the most important attribute of a
cuisine, followed byost, nutrition, conveniencandweight contral Jang et al. (2009), in their study on

Asian food attributes (which included Indian cuisine), found Aimagricans consideaasteto be the most
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important attribute, followed bgdible, quality, fresh, digestible, looks pleasiagdclean In the same
study, in reference to Indian cuisine, it was revealed that American consumers felt that the attributes tha
were considered very important but which garnered low scoresguality, fresh, digestible, looks
pleasing, clean, healthyndattractive On the other hand, Indian cuisine performed well in terms of the
attributestaste, ediblearomatic strong vegtable component, spicgndexotic.Almi et al. (2011)
broadly divided attributes agnsory, health and ethi@ndpurchase and conveniencEkhe attributes are
reflective of the subject of their stud@ytraditional foods, as opposed to cuisine whictihésfocus of this
study. Therefore, while their study offers some useful attributes, viewed collectively, they are not
representative of a cuisine scenario. Josiam and Monteiro (2004) analysed the perceptions of Indian
cuisine in Minnesota, USA using th#étributesaste of food, aroma/smell, appearance, spice, price,
authenticity andcultural familiarity.

Research on specific sensory perceptions in a cuisine context is meagre. In one of the few studies
on the topic, Zampollo, Wansink, Kniffin, Shimig&uOmori (2012) offer insight on visual aspect of food
in terms of food plating across three cultures, American, Italian, and Japanese. They found that people
across these cultures a) prefer three colours per plate of food, b) prefer four coloure peingatat
ingredients are mixed, and c) prefer three or four components on a given plate. How such preferences
translate to Indian cuisine, especially with respect to the poihalitstyle of dining, which involves the
serving of multiple items on one tgr plate, can only be conjectured at this point. Drewnowski and
Moskowitz (1985) have also stressed the importanc

peopleds willingness to try a particular food pre

" In a humorous yet veracious description ofttnai style of dining which is prevalent regionally across India, the

aut hor Santosh Desai (2010) states, #fA[t]lhe pleasure | i
tastes, textures, flavours and colours create when they collide seamlessly. It is a conglomeration of different food
republics that choose to-lcomart bgemherféidi ni sgawmhutherlk
(p. 109110).
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Table 2. Cuisine attributes

Attribute dimension Attribute
Tasty
Fresh
Spic
Taste |_F|) Oty
Diverse
Smell Aromatic
Visual Visually appealing
Nutritional
Health Balanced
Easily digestible
. Inexpensive
Price Value for money
Unique
Novelty Exotic
Surprising
Diverse
- Exotic
Holistic Surprising
Overall quality
Note
a) The attribute fAvalue for moneyodo can be cl a
b) The attribute fidiversedo can be fchloasissitfiiceod

Table 2 features a summary of culinary attributes related to ethnic cuisines. These attributes are

derived from studies by Drewnowski and Moskowitz (1985), Josiam and Monteiro (2004), Verbeke and

Lopez (2005), Josiam, Sohail and MonteiroQ2)) Liu and Jang (2009), Jang, et al. (2009), Ab Karim et

al. (2011), and Almli, et al. (2011). The list also contains holistic attributes that are idiosyncratic to ethnic

Asian cuisines such as Indian and Thai. The attributes featured represens#ubi® this study.

2.6 Satisfaction in the culinary experience

The

concept

of

cust omer

(synonymous

Wi

t h

Aitravel

vital for tourism businesses (or destinations as a whole, to that matter) to meompietitive advantage

and cultivate positive wordf-mouth publicity (Rimmington & Yiksel, 1998). Satisfied travellers are

more likely to both revisit and share their positive experiences with others. Hence, satisfaction

influences behavioural intentisrfLadhari, Brun & Morales, 2008). There have been numerous studies

on the subject of dining satisfaction, many of which relate to specific types of establishments (Arora &
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Singer, 2006; Qin, Prybutok & Zhao, 2010; Sadi & Saricimen, 2010) and specialtyecestablishments
within cities and towns (Josiam & Monteiro, 2004; Josiam et al., 2007; Ma, Qu, Njite & Chen, 2011; Tsai

& Lu, 2012).

The UNWTO defined satisfaction as fa -plgychol og
and pleasurethatned t s from obtaining what one hopes from a
(Rimmington & Yuksel, 1998, p. 39). Satisfaction can be viewed as either a process or an outcome (Nam
& Lee, 2011). Itis a complex concept as it is contextual (that is, depesnaten the purchase situation),
idiosyncratic, because different individuals may perceive satisfaction in different ways, and general is
confounded by several known or unknown variables (Westbrook & Oliver, 1991). According to Oliver
(1981), satisfacton s t he Asummary psychol ogi cal state resul
confirmed or disconfirmed expectation is coupl ed
consumption process (p. 27). The terms confirmation and disconfirmation relatérteful of
expectations and may be either positive or negat.i
on Lewindés ( l-@sedfjrmator theory aceotdingptowhich purchase decisions are made

based on the expectations of thecomtes of those decisions (Kivela, et al., 1999).

Within the contextual framework of satisfaction, three considerations have been idérttiféd
of motivation, control, and fairness (Jang & Zhao, 2005; Namasivayam & Hinkin, 2003). Jang and Zhao
(2005 mai nt ain that motivation plays a key role in t
satisfaction with their dining experiences. With regards to motivation, social, emotional, physical factors
come into play. Ladhari et al. (2008) also elisald the key role of emotions in dining satisfaction.
They c¢cl aimed that although fiboth positive and neg
guality on satisfactiono (p. 570), ptaletels,ve emot.
particularly in a culinary context. Namasivayam and Hinkin (2003) assert that satisfaction is influenced
by customersé perceived control over the service

control refers to their abilityotmake choices that staff is able and willing to accommodate. Fairness
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refers to the quality of the service encounter wherein the customer evaluates aspects such as helpfulness,

empathy, and resourcefulness-&isis the price paid.

2.6.2 Dimensions of culinary satisfaction
Lockyer (2005) affirms that for customers to enjoy an experience, the gestalt of all the elements, tangible
and intangible are considered important. As such, in relation to a culinary experience, satisfaction is
predicated on a raegf tangible and intangible elements as opposed to individual aspects of the
experience such as taste, service, and ambience (amongst others). Liu and Jang (2009) purport that
satisfaction in a hospitality setting is a factor of the material produdbetieviour and attitude of
employees, and the environment. The nomenclature Pizam, Neumann and Reichel (1978) use to describe
the dimensions of satisfaction anstrumentalandexpressive Instrumental elements correspond to
physical manifestations offoduct or service, such as taste, aroma, and cleanliness, whereas expressive
elements are psychological in nature and could include aspects such as ambience, perceived authenticity,
and perceived value for money.

Empirical studies have suggested tihat tomponents that contribute to dining satisfaction relate
to the food itself (taste, menu variety, presentation, hygiene), service (friendliness, consistency,
promptness), atmospherics (décor, ambience, cleanliness, aroma, sounds), and additiotesl sdichu
as perceived value for money and perceived authenticity (Arora & Singer, 2006; Ladhari, et al., 2008; Ma
et al., 2011). Nam and Lee (2011), like Lockyer (2005) adhere to the dining elements as intangibles
(which relate to service criteria), aralbh gi bl es (establi shmentsd d®cor, a
of premises). However, they consider food to be a distinct dimension. The dimensions below represent a
synthesis of those acquired from literature. These dimensions have been usestudhio measure the

satisfaction | evels of foreign travellersé to Ind
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Service quality

The concept of service can be understood with respect to expectations as well as perception of the actual
service rendered{m, 2011). The size of the perceptual gap between the aspects of expectations and

service rendered is directly related to the quality of service (based on the the SERVQUAL model

proposed by Parasuraman, Zeithaml and Berry, 1988) which is an importaoireneidining

satisfaction (Kivela, Inbakaran & Reece, 1999). Service quality is a subjective judgement where the
influencing variables are personal service exper.
Itis a primary intangible attribuef a meal experience and has signifi
satisfaction levels and consequently, loyalty (Ha & Jang, 2010; Ladhari et al., 2008).

The foundation of service quality is the conce
Afdsposition to be helpful, thoughtful, considerat
behavioural predisposition of service orientation carries particular salience in the context of traditional
culinary establishments at a destination where trargethay be faced with considerable challenges.

When staff are attuned to specfic requirements of foreign travellers, common challenges can be mitigated

and result in an overall positive experience.

Food quality

Food quality is central to overall saistion with a dining experience (Ha & Jang, 2010; Namkung &

Jang, 2007). Several studies have found that food quality is a primary determinant of dining satisfaction
(Jin, Lee & Huffman, 2012; Sulek & Hensley, 2004). Namkung and Jang attest that hétfaod

guality dimension, the salient attributes are taste, freshness, presentation, nutrition value, variety or
diversity, and temperature. This study incorporates all of these attributes with the exception of

temperature.
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Authenticity

The issue ofwuthenticity in tourism has been debated extensively, both in academia and practice. While

an exposition on the subject of authenticity is outside the scope of this study, it has been confirmed that
customers who patronise ethnic themes dining estalgistinare desirous of a (perceived or genuinely)
authentic experience (Jang, Ha & Park, 2012; Tsai & Lu, 2012). A study by Jang et al., concluded that
perceived authenticity of food and dining environments was directly related to customer satisfaction and
consequently, positive behavioural intentions. The inference made from the study was that customers that
visited ethnic restaurants, did so expecting an experience that was perceivably authentic and were to a

certain extent, amenable to contend with urnliamcustoms and experiences.

Hygiene

Food safety has been found to be an important consideration particularly for patrons of ethnic food
establishments (Lee, Niode, Simonne & Bruhn, 2012; Roberts, Kwon, Shanklin, Liu & Yen, 2011).

Tr avel | eeais 6ne af themost hoonmon ailments associated with food in travel (MacLaurin,

2001). As such, the issue of hygiene is significant in the context of travel, especially when it involves
travel to a developing country because sanitary conditions in nfidhgse countries may not be as

evolved as that in developed countries (Cohen & Avieli, 2004). Aksoydan (2007) found that the hygiene
factors that were considered important by restaurant patrons were cleanliness of food, cleanliness of china
andcutleryser vi ce personnel 6s attention to hygiene, an
hygiene considerations are inadequate food temperature, inadequate cooking, and contaminated food and
water (Choi, McLaurin, Cho & Hahm, 2010). Pettijohn, Pettjaind Luke (1997) determined that

perception of cleanliness is a key determinant for overall perceptions of value and consequently,

satisfaction.

43



Atmospherics

In a culinary establishment setting, atmospherics comprises of tangible and intangiblesetertie as

outer facade, lighting, sound or music, aroma, spatial layout and functionality, and overall décor (Liu &
Jang, 2009; Magnini & Thelen, 2008; Novak, La Lopa & Novak, 2010). Itis an important aspect of
servicerelated businesses as it conttdmito image creation and influences behaviour (Bitner, 1992) and

is one of the first aspects of a culinary establishment that a customer perceives (Ha & Jang, 2010). In
addition to influencing cognitions, atmospherics, educe emotional responses alatigénwsion:
pleasuradispleasure and degree of arousal, as depicted by the MehRaksaall model (Bitner, 1992;

Liu & Jang, 2009). I't has a moderating effect on
is, a positive initial emotional respse to atmospherics means that customers may have higher
expectations of other facets of the experience. The issue of authenticity as it relates to ambience,
especially in ethnic culinary establishments is also particularly salient because it has fhieieallm
established that perceived authenticity of an establishment (which also includes the element of food) is a

strong determinant of perceived value (Jang, et al, 2012).

Price

Price inhabits a central p o siality of a productor epereence. | | er s 6
Baker and Crompton (2000) feel that price is one of the three most important criteria for overall

satisfaction (service quality and product quality being the other two). Price may sometimes be more
important than serviein determining overall satisfaction (Arora & Singer, 2006). The price

consideration carries special significance in the context of travel tehlmmigdestinations due to the

incresed time spent on vacation and costs involved.

The criteriaof piceaa be extended to the more holistic no
is because because price, by itself may not be a conclusive criteria for satisfaction as travellers tend to
establish their budgets based on price and may thus seek experienoegd¢habhat price point (Hui,

Wan & Ho, 2007). Both emotional and logical factors are at play in a service encounter and the
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customeré6s perception of wvalwue (Lemmink, De Ruyte

within the price paid can sigmiBintly impact perceptions of quality and consequently, satisfaction levels.
Finally, as Lin (2004) points out, satisfaction is a rAlatieted concept and represents gestalt of

the considerations (such as those presented above). The effect of $eodcperceived authenticity and

atmospherics, hygiene, and price result in responses that affect emotions and consequently govern

behaviour.

2.6.3 Satisfaction and behavioural intentions

Kivela, et al. (1999) maintain, the issue of pesperience deavioural intentions is particularly salient in
the context of travel. It has been empirically established that satisfaction plays a mediating role between
dining experience and pedining behaviour (Namkung & Jang, 2007). Within this context, the concep

of customer loyalty is particularly salient. Kim (2011) as well as Kivela et al. established the direct link

between satisfaction and loyalty, which encompasses future buying intentions and emotional attachment.

Furthermore, loyal customers are mokely to propagate positive wof-mouth.

It is useful to note here that satisfaction is not merely agqsrience attitude. In other words,
there is a temporal element to satisfaction that is particularly pertinent as proposed by Westbrook and
Oliver (1991). They advance the notion that satisfaction is a continuous evaluative process, which
consciously and subconsciously occurs in various degrees during consumption as well. This process,

termed as ficonsumption emofstothed by Westbrook a

[s]et of emotional responses elicited specifically during product usage or consumption experiences, as
described either by the distinctive categories of emotional experience and expression (for example,
joy, anger, and fear) or by the structwlahensions underlying emotional categories, such as
pleasantness/unpleasantness, relaxation/action, or calmness/excitement.

(p- 85)

Westbrook and Oliverd6s assertion underscores t
emotion and mood on sdtstion by ensuring that the salient aspects of dining experiences (food,

service, authenticity, atmospherics, price, and hygiene) are optimally adhered to.
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Local cuisine is an indelible part of travel and thus influences overall satisfaction levets with
travel experience (Nield et al., 2000). This assertion is particydartinent given that food and beverage
expenses constitute a considerable portion of travel spending. As travellers are increasingly seeking
novel, polysensual experiences, théesaly of culinary satisfaction is magnified. Because culture and
heritage tourism is such a central aspect of the
food and beverage services would be a determining factor in their overddidatiswith India as a

destination.

This review of literature commenced with a contextual discussion on culinary tourism, which
included some key terms and definitions. The ensuing section featured an explication of role of cuisine in
tourism from a hst and traveller perspective. Within the context of the host, the importance of cuisine as
a cultural artefact and a marker of place (local as well as national) identity have been extrapolated on. For
the traveller on the other hand, issues of novelttjvation, and challenge as they relate to cuisine

experience carry special relevance.

The central concepts of this study are that of image, satisfaction, and behavioural intentions.
Sections 2.5 and 2.6 featured a literature review of these key thehiels have been discussed from a
culinary standpoint. The factors and agents of image formation play a key role in dew&iog and
the forming of expectations from a travel experience. The relationship ecarteectedness of image,
expectation, atisfaction, and behavioural intentions has been well established in consumer research, as
was revealed in these sections. This association forms the underlying conceptual framework for this
study and is depicted in Figure 5. The schematic presentegdralddes a useful summary of this
literature review.The next chapter features a contextual discussion on the cuisine oftelidipary
landscapeculinary regionsandan account ofecent marketing efforts to promote the cuisane

culinary toursm in the country.
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Figure 5. A conceptual model of image formation and satisfaction (Source: Matos, Mendes & Valle, 2012)
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CHAPTER 3

India: Culinary Perspectives

The aim of this chapter is to present an insight on Indian cuisine from a religiobistmital

perspective, broad culinary regions, the current tourism climate, culinary tourism marketing initiatives,
and some of the prevalent culinary establishments. Indian cuisine is as diverse as its people and land.
Therefore, the second sectionlimes an overview of culinary regions, which is followed by a discussion
on common culinary customs and traditions. The final two sections provide a tourism perspective on
cuisine, which include an overview of types of culinary establishments foundigndnd the growing

popularity of culinary tourism in India.

3.1 Religious and historical context of Indian cuisine

I'n I ndi a, Aifood is a marker of identity; of <caste
lineage, religiousgrup, et hnic group, and increasingly of se
85) . These enduring associations can be traced b

Hinduism, Islam, Buddhism, Sikhism, Christianity, Jainiamgl Zoroastrianism are all thriving religions

in India. Hindus shun beef, the Muslim faith admonishes the consumption of pork, and Jains avoid garlic
and onions (in particular, ti@gigambersect of the Jains). Offering a historical perspective of Hindu

dietary limitations, Sei (1998) notes that meat consumption especially amonBsatingnnobility, was
ostensibly considered a sin. Many culinary customs that prevail to this day can be traced back to The
Manu Samhitaa compilation of Hindu laws durirthe Buddhist period dating back more than 2000 years
ago. The Manu Samhita reveals that the consumption of spices was limited to mustard, black pepper, and
ginger. Although other spices synonymous with Indian cuisine existed, they were primarily used

sparingly and for ritualistic reasons. Religious perspectives notwithstanding, Indian cuisine has evolved

over the centuries as a result of numerous external influences.
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When the Aryans invaded the Indian subcontinent around 6000 B.C., they displageditia¢
inhabitants, the Dravidians to the south of India (Dubey, 2011). The invasion had major cultural
ramifications, which included a diversification of the prevalent cuisines. Since then, Indian cuisine has
continued to evolve as a result of furtierasions by the Mughals and Turks, and the colonial rulers
from Britain, Portugal, and to a lesser extent, France and the Netherlands. Indian cuisine is now an
amalgamation of a multitude of flavours and cuisines and is therefore one of the mostatiisinss in
the worl d. Nandy (2004) notably c¢claims that fAthe
exogenous becoming prototypically authenticdo (p.
mainstays of the Indian kitcheame from elsewhere. Some examples of suckimdigenous
ingredients are potatoes, tomatoes, French beans, cauliflowers, tapioca, cashew nuts, capsicum, papaya,
guavas, chikus, lychees, cinnamon, garlic, turmeric, fenugreek, and tea. Two of the nlgsiseide

ingredients in Indian food, onions and chillies came from Central Asia and South America respectively.

The Mughal emperor, Babur invaded India in th& @éntury, bringing with him rich culinary
traditions (Sei, 1998). These were primarily bagedneat, specifically mutton and generous use of
aromatic spices and dairy. The wefianous Tandoori cuisine would not have been synonymous with
Indian cuisine had it not been for the Mughals. Banerji (2007) notes that the Mughal influx into India
fi p althe way for the sumptuous, saffrinted, fruitstuddedpilafs andbiryanisof the Persian culinary
tradition to become part of I ndiads courtly I sl am
cuisine is also inescapable. Such quintesdgnBatish preparations as cutlets, chops, and soups are
now a mainstay in many Indian domestic and restaurant kitchens. The Portuguese can be credited with
introducing the famougindaloocurries of Goa, as well as port wine. The French, despitelithéed
colonial presence in India, were instrumental in popularisingiingetteboth as a domestic breakfast
item and ubiquitous stre@ére. Such outside influences, along with religion, economy, and regional

climatic conditions has resulted in a Higliverse cuisine.
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3.2 Regional cuisines of India

Regional diversity notwithstanding, the cdriy its various forms and preparation styles is consumed
throughout India. It is thus synonymous with Indian cuisine. However, it is a culinary stergwyp

was propagated in part by British expatriates living in India during their colonial rule. From a tourism
standpoint, Mani sha Bhasin, the Senior Executive
fitingishe states t hséhave dlimitell idea abouy Indian food.r Unlée other countries

the specifications of Indian food change ever 100 kilometres and with each region, community and ethnic
household kitchend (Il ndia Today, 2 0do@kedinmasimi@ar. 7) .
way. Fried onions, ginger, garlic, and spices such as cumin seeds, cardamom, and cloves constitute the

foundation for several preparations. The Indian culinary map can be broadly classified as:

1 Northern 1 various forms of flatbreadsdtis, puris, parathasandnaan(Tandoori overbaked
bread) accompany a plethora of vegetarian dishes. This area primarily comprises the large and
populous state of Uttar Pradesh and is heavily influenced by the Vaishnav Hindus (Nazimiec,
n.d.). Gheeor clarified butter is the main cooking medium and the principle spices and
flavouring agents are nigella, fenugreek, dill, mint, bay leaf, pomegranate, sgffram masala

(a blend of roasted spices), cumin, coriander, fennel, and chillies (Jaitly, 2004).

1 Easterni Mustard oil is the widely used cooking medium. Cuisines of this region are
characterised by an abundance of fish and other seafood. As well, the fertile Ganges delta is ideal
for the growth of paddy, which is thus a staple. Mustard and feekgeeds, cumin, fennel,

nigella, and black pepper are the commonly spices.

1 Southerni The flavours of Soutiindian cuisine are not as influenced by other cultures as those

of the other regions are. Although these cuisines are primarily vegetariam ocegions (such

8Maroney (2011), referring to thexford CompaniontoFoodonf i r ms t hat the word, Acurr
Tamil wordkari and simply signifies a spiced sauce poured over rice.
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as theChettinadregion of the state of Tamil Nadu) are renowned for their-deleloped non
vegetarian dishes as well. The cuisines of Kerala also constitute both vegetarian-and non
vegetarian fare. Rice is the staple, and sunflaweoconut oil is the main cooking medium.
The flavours that form the foundation of Soltidian dishes are curry leaves, tamarind, red

chillies, mustard seeds, and black pepper.

1 Westerni The primary cooking medium is sunflower oil although coconusailidely used in
the coastal areas. The principle spices and flavouring agents that characterise-Mtiiatrern
cuisine are green chillies, coriander, black cumin, tamarind, and asafoetida (Jaitly, 2004). The
primary grain component of the diet is wheahich is used to prepare forms of Indian flatbread

such aghapatti, purj andparatha

Although many aspects of the food consumed vary from region to region, the culinary customs
followed around the country are relatively uniform. Some of these coronsboms are presented in

Table 3.

Table 3. Culinary customs in India

1 Indians prefer to eat with their hands, believing that doing so contributes to a more affective
eating experience. It is considered impolite to get any painedfiand other than the fngertips
stained with food.

1 Indians traditionally sit on the floor when eating. Although most Indian households now use
dining table, this continues to be a custom in rural areas. Meals served in temples also con
require patrons to sit on the floor.

1 Food is served off a communal bowl or platedthito share

1 In many parts of India, especially at weddings and religious fucnfiond,is served on a
plantain leaf.

1 Hindus do not consume beefs cows are a symbol ofaternal love and considered sacred.

1 Although meat, fish, and poultry are widely consumed throughout Indiajarity of Indians,
are vegetarian.

1 Indians typically eat several small meals a dayAn early morning light snack and tea may be
followed bybreakfast later in the morning. A late afternoon tea includes a ligt snack too. Di
is taken later in the evening than most Westerners are accustomed to.

3.3 Tourism and cuisine in Alncredible I ndiabo

Indian tourism was in a state of fluxduringh e | atter part of the 1990s and

ascent as a global economic power was incipient. The year 2002 saw a 6% decline in tourist arrivals and
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a 3% decline in foreign exchange earnings from tourism, as compared to 2001 (Kant, T2@G09¢ar

2001 experienced a decline as well, with a 4.2% drop in arrivals and 7.6% drop in foreign exchange
earnings, as compared to 2000. The hotel industry also suffered as it experienced a paltry average
occupancy of 25% in year 2001. The conditieas symptomatic of the prevailing state of global unrest

and unease caused by acts such as the World Trade Centre terrorist attacks in New York City, the war in

Afghanistan, and attacks on the Parliament House in India.

During such debilitating timeshte  Mi ni stry of Tourism acknowl edg
bol ster Indiabés image in the global stage could b
attributed to the I ndian gover nmentusty. Asapaca&r t ed i
this initiative, Amitabh Kant, a key contributor
destination, was appointed as Joint Secretary, Ministry of Tourism in 2002. Referring to the dismal state
of tourismin the country, Katt at es t hat he was faced with a fAseve
time of his appointment. In response, he launchethtiredible Indiacampaign in 2002. The campaign
was a visually rich marketing initiative, aimed at breakinga@ddmagerelated stereotypes and instead,
portraying India in a bold and unapologetic light (Joshi, 200®e campaign drew much attention in
international tourism circles. I't showcased | ndi

repertoireto the world in a bold, unapologetic light (Joshi, 2009).

Promotional efforts implemented in the | ast de
industry. Foreign Exchange Earnings (FEE) from tourism increased by 21.8% in 2012, as compared to
2011 (Travel and Tour World, 2013). Foreign Tourist Arrivals (FTAS) also increased ini28524%
increase over the previous year. Research reveal
considered favourable by travellers are, outdoor aetdyinatural beauty, culture and tradition, historic
sites, places of worship, an dsectondengfied by thefMinisty BDfé Si | v a
Tourism as key for longerm growthin tourismwasthe culture and heritagsector. @linarytourism

may be considered a subset of the cultural tousissnc t o r . Il ndi abs diverse culi
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opportunity to be developed as an important supplemental tourism market segment. The cuisine is both
unique and increasing in stature asald cuisine. Dileep Padgaonkar, the former editor in chief of a

l eading I ndian newspaper profoundly proclaimed th
I ndi ado ( Gi | lAnil R2jdut RQenior Wiece prasidenttof the Indian hotehio ITC Maurya was
similarly effusive in his praise for the cuisine,
happiness attached to it rather than any other art form. Indian cuisine reflects spirit of India. When we

have such wide varietie$ exquisite cuisines to offer then why not let our tourists nurture a life long

passion for Indian foodo (Il ndia Today, 2012, para

3.3.1 The o0l ncredible Tiffind campaign

Ab Karim and Chi (2010) contend thatisines that are distinctive and renowff@ttheir taste are well
suited to be developed and promoted as a tourism
impact on the tourism economy, the Ministry of Tourism, India launched the culinary offshoot of the
Incredible India campaigraptly christenedhcredible Tiffirf in May, 2012 (see Figure 6 for a

promotional image) As V. Sunil, who led the advertisement campaign for Incredible India recently

guoted, fAwe candét sell the Taj Ma h al and backwat e

In addition to tourism promotions, the initiative also aims to research and document regional
cuisines (Budhraja, 2012). The web and social media based promotional platform would feature ten to
el even sections repr es e n’tTheacgmphigndikeatdpsarentdampaign, c ul i na
Incredible India will be showcased at trade and consumer shows internationally. As an unprecedented

aspect of culinary promotion of India, Indian wines will also be featured as part of the campaign. A high

°The campaign title is a nod tealsthe I ndian tradition of
1% Section respresenting various regions and popular recipes are now featured on the culinary tourism microsite on
Incredible India website

53



Figure 3. Promotional image for the Incredible Tiffin campaign (Source: India Today, 2012)

degree of confidercprevails amongst those involved with the initiative. The Indian Tourism Minister,

Subodh Kant Sahai while attending the campaignos
A[t]his tibdiimg windd e stua e iylsis asgued,dhowbverdhatahé su¢cesaafa . 7)) .
this initiative is predicated on the variety and quality of culinary options, in terms of types of

establishments, available to the traveller. It is therefore the focus of the next section.

3.4 Types of culinary establishments in India

Siegel (2010) notes that the culture of public eating, especially in the city of Delhi gradually grew in
popularity and acceptability since the 1950s. There have been rapid changes in trends in culinary choices
and eating out irhie last two decades (Ghosh, 2011) but it was in the 1990s that restaurant culture began
to flourish. The proliferation of public eating establishments is not limited to the big cities. Even small
towns around India witnessed a similar explosion in reatdsi and trend in eating out. During this era,

the wave of social and economic liberalisation resulted in an influx of various international cuisines.

Italian, Thai, Japanese, Mexican, and American fast foods grew in popularity as the hithero under
exposed Indian consumer learned about various world cuisines through channels such as cable television,
travel to international destinations, and more recently, the Internet. These days, travellers to India are

presented with a variety of culinary estabiignts types. Broadly, these may be classified as follows:
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1 Restaurants located within hoteld In India, most hotels that are thrstar grade and above contain
at least one restaurant on premises. Many luxury hotels boast numerous restaurants that range
cuisine (Indian, Chinese, Italian, mudtiisine) and style (specialty fine dining to coffee shops).
Some restaurants suchBiskhara(serving Indian NorthWest Frontier cuisine) at the Maurya
Sheraton, New Delhi anfiea House of the August MoantheTaj Palace Hotel, New Delhi have
over the years, evolved into institutions of fine specialty fare. Through observations made both as a
hotel employee in India and as a resident of the country, it is noted that such restaurants are popular

amongst foreigiravellers.

i Free-standing independentestablishmentsi These can be found in plentiful, in cities and towns of
all sizes. As a recent trend, many tourist centres, especially those that attract large numbers of foreign
travellers contain a vast arraylofv-budget international cuisine establishments that are popular
amongst foreign tourists who may be reticent to eat an Indian meal or may temporarily seek refuge in
a Atouristic metaworl do. Such est abhbnimiBnment s ar
traveller. Examples of destinations that boast a plethora elnuiien establishments arnddaipur, in
the desert state of Rajasthan (where German bakeries is ubiquRistriiesh(a Hindu pilgrimage
site in the Himalayas, also popular amdrfgeeign travellers), aniicLeodganj home of the exiled

Dalai Lama.

9 Street vendors or hawkers selling Indian fast foods Street vendors (Figure 7) are omnipresent in
India and can be found selling their delicacies at tourist spots, railway statiaclsebeand traffic
signals. The range of offerings varies from the extravagjanttikki(deep fried potato pancakes

served with curried chick peas) to the simplheitta(roasted spicy corn).
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Figure 4. Street vendors sellingrandoori and other fast food fare
(photograph taken by the researcher)

1 Roadside establishments odhabasi Dhabas are located within city limits as well as on highways.
They are traditional | yaltdtherarezDespite recept@nfbastsicurev i n g
developments in the highway sector, only a few high volume highways are equipped with Western
style rest and service centrd3habas tend to be the only meal options on most highways in India.
Hence, transp drivers, as well as travellers plying the highway frequent them. Food at dhabas is
typically cooked in open kitchens using ingredients obtained from nearby farms and markets. Also,
dhabas are distinct from street vendors in that the latter typiedilig gery limited variety of snack
foods (usually one or two specialties). Dhabas aresérilice establishments because they typically

offer breakfast, lunch, and dinner meal options.

9 Indian fast food establishments Every region in India can boast very own fast food delicacies.
Chholebhature,dahi bhalle andkachorisarepopular in the NorthDosas, uthappamsandidlis are
hallmarks of Southndian cuisinephel puri, pao vadaandsev puriare uniquely Westermdian
representations, andaal mudi, poochkaand mutton roll are archetypal Eastéimdian snack foods.

Indian fast foods are sold as street foods as well as in formal establishments, suthaiirdma
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chain of North India and the quintessentially Selattiian style fast foodstablishment referred to as

Udupi.

1 Western fast food establishment$ Economic liberalisation brought with it an influx of Western fast
food chains such as McDonalds, Pizza Hut, Dominos, and Subway, amongst others. These can be
found in most togier cities. Various multinational fagbod chains have adapted their menus to
Indian tastes (such as, eliminating beef and pork and incorporating more vegetarian options), which
has led to a veritable proliferation of Western fast food establishments eveallitosymns (Goyal &

Singh, 2007).

This chapter provided a context on tourism in India from a culinary perspective. India has a rich
and diverse culinary heritage, which has evolved as a result of numerous invasions, religious influences,
and changing climtic conditions. The cuisine continues to evolve what with the current popularity of
Western foods and cui sines. The Incredible Tiffi
cuisine to the international travel market in an effort to furthestboits culture and heritage segment,
and ultimately its brand image. In current times, foreign travellers are presented with a plethora of dining
options- from the simple, rudimentary street vendors and highway stop establishments, to the more
fanciful specialty finedining options available at most upscale hotels. In the next chapter, the methods

used to achieve the research objectives are presented.
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CHAPTER 4
Research Method

This chapter features a detailed explication of the researcagzrbeginning with an explanation of the
research design used. In the subsequent section, the instrument used to collect data is discussed; the
explanations presented elucidate how the survey instrument addresses the research questions. This is
followed by a description of participant sampling methods and data collection. Finally, a detailed account

of the data analysis process is presented.

4.1 The research design

This study used a crosgctional survey design to assess the perspectives of foreiglidrs to India
with respect to the research questions. Based on the research design which employed quantitative
methods, the researcher claims adherence to gpstivist worldview. A pospositivist worldview is

deterministic, reductionist, and$md on empirical measurement (Creswell, 2009).

A crosssectional study involves asking a sample of a population a series of questions en a one
time basis (Ryan, 1995). tlimedheccatarpexitieot hbeht so
travel to India orduringtheir visit to India. A crossectional survey design has inherent advantages and
disadvantages. As the study involved a-tme survey, a comparison of two samples was not possible.

Ryan (1995) argues that conducting a compagatialysis between two distinct samples improves the

validity of the results. In the purview of this study, distinct samples that could have been used for
comparative analyses are people that have been to India versus those that have not. As welbgre and

visit surveys would offer yet another comparative assessment. Ryan poses another caveat with respect to
crosssectional studiest hat of #Arecall o (p. 31). Because one

their visit, the question of whether thevere able to recall their experiences accurately was unclear.
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While recognising these limitations, the researcher maintains that asecigmal study is
advantageous when working with limited resources of time and money, as was the case wiithythis st
Also, a crosssectional survey design allows comparison of many variables (image, satisfaction levels,
likelihood to recommend) at a given time (Institute for Work and Health, 2009). The matter of comparing
two groups for instance, one that hasétkd to India and the other that has not or a pre anetjaost
longitudinal study did not apply to this study. This was because one of the primary research themes,
Aculinary experience satisfactiono dedtorindia. be meas
Weighing the pros and cons of cresctional and longitudinal studies, Rindfleisch, Malter, Ganesan and
Moorman (2008) claim that although cresesctional studies may suffer from biases such as common
method variance and causal interfesnghich are casgpecific. However, in many cases, a cfoss
sectional approach works well when Aexamining con

(Rindfleisch, et al., 2008, p. 276) such as those that are in use in this study.

4.2 The survey instrument: questionnaire

A survey of potential participants was conducted in order to collect data related to the research questions.

A survey was the preferred data collection method
design and therapidtumaound in data collectiond (Creswell, 20
Afquantitative or numeric description of trends, a
of that populationo (Creswel |l , t&ith@@imarygpesearthd 5) . A

themes: culinary image, comparative culinary image (that is, Indian versus Thai), satisfaction with
culinary experiences in India, culinary challenges faced by travellers, and likelihood to recommend India
as a culinary tourism diisation (Table 4), was developed. The questionnaire consisted of a combination
of closeended (single and multiple choice, categorical, rating scale, ajpaisikLikert questions) and
openended questions. The opended questions were included in@rtb garner descriptive insights on

an associated closnded question so as to enable a richer analysis.
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The key considerations taken into account with regards to questionnaire layout and design, as

prescribed by Ryan (1995) included: i) logical develept of subject matter in synchrony with the

research questions, ii) concise questions that address a single issue per question, iii) usage of language

that was simple, free from jargon, and technical and ambiguous terms, iv) avoidance of leading guestions

v) logical flow of questions, and vi) ensuring that the questionnaire is not too long (Ryan, 1995).

Table 4. Questionnaire layout- Research themes, questions, and items on the questionnaire

RESEARCH THEME

RESEARCH QUESTION

QUESTIONNAIRE SECTION

erso6 culi

India

Travell

How often do foreign travellers eat
the local cuisine whilst in India?

What are types of culinary
establishments patronised by foreig
travellers?

Section AMultiple-choice questions

Indian cuisine image

How is Indian cuisine perceived by
foreign travellers to India?

Section B6-point Likert scale
comprising of 15 cuisine image
attributes

Cuisine image comparison (Indian
versus Thai)

How is Indian cuisine perceived as
compared to Thai cuisine?

Section C 6-point Likert scale
comprising of 15 cuisine image
attributes

Satisfaction with culinary
experiences

Are foreign travellers satisfied with
their culinary experiences in India?

Section D 6-Point Likert scale
comprising of 19 satisfactierelated
attributes

Culinary challenges faced by
travellers

What are some of the culinary
challenges faced by foreign
travellers to India?

Section D Multiple-choice question

Cuisine knowledge based on
culinary experiences

How do travellers rate thei
knowledge of Indian cuisine base
on their culinary experiences i
India?

Section D:Rating scale question

Sources of cuisine knowledge

What sources of knowledge inform
travell ersé6 awar
cuisine?

Section DMultiple-choice question

Recommendation br culinary
tourism

Would travellers recommend India
as a culinary tourism destination?

Section D 6-Point Likert scale
guestion

Based on the data collection methods, two versions of the questionnaire were created: online and paper

(Appendix A). The gastionnaire consisted of the following sections:
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aGeneral gquestions regardi ng p.dhistsection qgorapnigecsod mo st
closeended multiplechoice questions and one rank order question. The questions concerned trip
related backgrund information such as number of trips to India, purpose of trip, and top activities
enjoyed in India.

b) Questions regarding culinary behaviour in India Questions posed in this section adressed the
research questions pertaining to culinary behaviofwreign travellers to India, specifically those
concerning frequency of patronising Indian cuisine establishments while on the trip, and types of
culinary establishments visited while in India. An ogered guestion was included to augment

insights fromthe question related to frequency of consuming the local cuisine while on the trip

=13

wherein respondents that replied Ararelyod or
this was so.

¢) Indian cuisine image Participants were asked to indicatdrthevel of agreement or disagreement
with 15 culinaryimage attributes, on a spoint Likert scale. A comprehensive review of literature
was used to derive the culinary image attributes used in the study. The attributes encompassed the
following subthemes or dimensions: taste, smell, visual appeal, health value, price, novelty value, and
holistic impressions. The culinary image questions in both paper on online versions of the
guestionnaire were represented as an itemised rating scale.

d) Thai cuisineimage Culinary image attributes of Thai cuisine were consistent with those used for
Indian cuisine.

e) Satisfaction with culinary establishments in India, challenges faced, and likelihood to
recommend as a culinary tourism destination.Participants werasked to indicate their level of
agreement or disagreement with 19 attributes representing culinary satisfaction-poiatdiikert
scale. An exhaustive review of literature yielded these 19 culinary attributes representing satisfaction
with culinary experiences. The attributes incorporated six dimensions: service quality, food quality,

diversity and authenticity, hygiene, atmospherics, and overall attributes. The section also included a
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question regarding culinary challenges faced by travellergtoahntry, which represented the fourth
research question.

f) Demographic information. The multiplechoice questions in this section included country of
residence, age bracket, | evel of education, and

excluced because several of theparson participants were couples ore families.

Likert scales were widely used in this survey because of their utility in conducting many forms of
statistical analyses (Ryan, 1995). There is no consensus on the ideal atigtiad® points to be used in
a Likert scale. However, most studies use 4 to 7 points (Leung, 2011). Leung conducted a comparison of
different scale points and found that six and elgyaint Likert scales tend to follow a normal
distribution whereas fawand fivepoint scales are less likely to do so. Another reason that a even
numberpoint scale was used instead of an odd nurabale, was to eliminate the rint, so as to
obviate the likelihood of central tendency bias and facilitate more dedimdisponses. This is also
referred to as Aforced choice met hodpgointona&Gar |l and (
Li kert scale can minimise soci al desirability bia

by not offering negate responses or a socially unacceptable reply. However, the effect of eliminating

themdpoint is content specific and depends upon t he
responses one is willing t o,ultnatelg thaitseedf whaghertob 6 ) . A
haveamidboi nt or not is based on the researcherds pr e

4.2.1 Pilot test

Once the questionnaire was developed, it was pilot tested by eight participants chosen by the researcher.

The participants comprisedo t he researcherd6s friends, who were ¢
provide advance notice regarding the effectiveness of proposed methods and instrument (van Teijlingen

& Vanora, 2002). Pilot testing also establishes content validity of a gaeatie and can reveal if there

any shortcomings related to format, scales, and wording of questions (Creswell, 2009). The pilot test was
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aimed at garnering feedback related to clarity of language used in the questionnaire, understandability of
culinary image and culinary satisfaction attributes, options available on medtipiee questions, flow of
guestions, and length of the survey. Adjustments were made based on suggestions offered by the
participants. In acknowledgement of the issue of contarnimas alluded to by Van Teijlingen &

Vanora (2002), it is confirmed that data from the pilot study was not included in the results. Additionally,
participants of the pilot study were not included in the data collection. This is because having being
expo®d to the survey, there was a possibility that they might have responded differently as opposed to

participants that were exposed to the survey for the first time.

4.3 Participants and sampling

Based upon the travel status of participants, there weredtgmf survey participantshose that
responded online (representing travellers that had completed their trip to India) and those that responded
via in-person surveys (representing travellers that were in India during data collection). The survey

sampe was extracted from the population that fulfilled the following criteria:

1 Foreign travellers who had visited India in the past (online survey participants), or who were in

India at the time of data collection (irperson participants).

9 Foreign travellers of non-Indian heritage and residing in a country other than India Therefore,
travellers to India who were of Indian heritage but residents or citizens of another country (who thus
could be classified as #ff or eitgsponserbiasv €hodeeframno ) , we
Indian heritage but residing in India as expatriates whohmagbeeninfluenced by prolonged

exposure to Indian cuisine and culinary establishments in India were also excluded for similar reasons.

1 Participants who fulfilled both aforementioned criteria and who were adults over the age of

eighteen
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Ryan (1995) states that the sampling technique used in a quantitative methods study is important
because it determines how accurately the sample represents the populaticentiéised earlier, the
sample in the context of this study was the set of travellers that had already visited India or were in the
midst of their trip to India during the data collection stage. Based on the travel status of participants (that
is, past anaurrent travellers to India), the ng@nobability sampling techniquespnveniencand

snowball samplingvere employed.

A well-developed sample design should closely match the population (Ryan, 1995). To this end,
probability sampling is considered te the most desirable sampling design and random sampling, the
purest form of probability sampling because each individual within the population has an equal chance of
being selected (Creswell, 2009; Ryan, 1995; Statpac, 2012). Also, random samplingnédicemse to
larger populations as it is grounded in probabilistic theory (Faugier & Sargeant, 1997; Muhib, Lin,
Stueve, Miller, Ford, Johnson & Smith, 2001). The researcher recognises the inherent drawbaeks of non
probability sampling techniques. Chaahongst these is the concern that apiaiability sample may
not fully represent the target population (Muhib et al., 2001). A justification of sampling techniques is
presented in sections 3.3.1 and 3.3.2. However, because the size of the totabpqphgatisall
travellers that had travelled to India in the past or who were in India during the study period) could not be
determined, and each member of this population could not be identified, random sampling could not be
employed. Additionally, radom sampling was not conducive to the pragmatic considerations of time and

financial resoources available to the researcher.

4.3.1 Online survey participants

Initially, a convenience sample representing travellers who had travelled to India in tftbgiast
travellers who had completed their trip to India) and who satisfied the other participation criteria, was
identified. Convenience sampling is a technique in which the researcher actively selects the most
productive sample to survey (Marshall989. The caveats associated with convenience sampling are
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duly acknowledged. Black (1999) cautions that due to the subjectivity of the researcher, a convenience
sample may not be representative of the population. Ryan (1995) warns that the errorg fesult

choosing a convenience sample may be unknown.

Although this sample may not be truly representative of the population, the researcher contends
that insights garnered do reveal important perspectives on this previouslyaamched topic. Theitial
sample comprised of the researcherés friends and
media (Facebookand LinkedIn). Subsequently, participants comprising the convenience sample were
asked to suggest potential participants inrteecial network who fulfilled the participation criteria. This
process resulted in a snowball sample. Snowball sampling is alsepaat@bility sampling technique
which Sadl er, Lee, Li m & -Hiwedted ehain @farrafcraitng 0) ref er t
mechanismo (p. 370). A key advantage of snowball
recruit participants. It is also recognised that snowball sampling can be useful when targetting a
population with characteristics thakarard to reach (Salganik & Heckathorn, 2004). Because a database
of travellers that had previously been to India was not available to the researcher, snowball sampling in
conjunction with convenience sampling, was deemed both appropriate and usefudantixt of this
study. The primary drawback of snowball sampling is that it is gpnaipability, norrandom sampling
technique and thus may introduce bias by @epresenting participants from specific geographic regions,

age brackets, or peer groups.

4.3.2 In-person survey participants

In-person survey participants represented the population that was in India during data collection. Again,
convenience sampling was used to identify travellers that were in the midst of their travels. This sample
was derived from travellers visiting Indiabds capit

location to extract this sample from because it is a focal point for travel within India. Therefore, although
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probability sampling was not employed in thisdy, it is contended that the chosen convenience sample

was closely representative of the population of travellers to India.

4.4 Data collection

A mixed-mode data collection was employeonline onQualtrics a webbased survey software, and in
person The data collection stage spanned four months from April to July, 2012. Online survey data
collection was conducted solely by the researcher whergasson surveys were conducted by the

researcher with the assistance of a voluntary research ais@sn

4.4.1 Data collection using online survey administration

As discussed in the previous section, one set of online survey participants was recruited via the
researcherds soci al and professional dasges.womr Kk whi l
Facebook, those in the researchero6s networ k were
order to attract potential participants. Additionally, posts were placed on Facebook pages of popular

travel companies such @Advetures, Intrepid TravelandGecko AdventuresOn Linkedin, the

researcher posted comments on discussion boards of groups related to culinary tourism and travel to

India, inviting group members (who fulfilled the participation criteria), to participakee T sur vey & s
electronic link on Qualtrics.com was provided for members interested in participating. Examples of

Linkedin groups that were targetted for survey participant€ali@ary Tourism(run by the Food Travel
Association) Cultural, Ethnic & Religbus Foods, Foodways & Dietary Practices, Curious Food Lover,

Global Tastes & TravelsndAdventure Travelln addition to the aforementioned social media sites,

posts were placed in discussion forums on the websiteé®ofmers, Lonely PlaneandG Adveaturesso

as to further augment the online sample size.
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The drawbacks of online surveys have been abundantly discussed. According to Heiervang &
Goodman (2011), online surveys may be biased due to low and selective participation. Vaske (2011)
argues tht online surveys may suffer from concerns relating teprobability sampling, nomnesponse,
and other unknown sampling errors. Additionally, data collected from online surveys may not be
representative of target populations. Vaske also cautions aigaireralising results from online surveys.
Therefore, a caveat is posed hieiadividuals that are internet savvy and regular users of social media
and online discussion forums may represent a particular type of traveller and exhibit a travel style that

polarised towards the adventurous end of travel behaviour and novelty seeking continuum.

Conversely, welbbased survey administration does have its advantages. Firstly, when collected
through sophisticated online survey applications such as Quaittetisjinates the need to enter data,
thus saving time. Secondly, it enables access to potential participants in distant locations (Wright, 2005),
especially when distributed through social media. A plethora of virtual communities have emerged on the
internet, which represent a very lucrative channel for accessing potential participants which may be
difficult to access otherwise. In this study, the researcher has attempted to augmepetbenrsurvey

sample with participants recruited through onineans.

4.4.2 Data collection via in-person surveys

In-person survey administration was conducted in New Delhi (Figure 8). New Delhi represents one of the
vertices of the populdgolden Triangleour itinerary which also includes Agra, the locatiorhef Taj

Mahal, and Jaipur, a renowned cultural centre in the state of Rajasthan. Aside from its advantage as a
maj or travel hub for travellers to India,-being
acquainted with the city and popular tistispots. Additionally, conducting the-fierson surveys in New

Delhi was financially favourable as it did not necessitate travelling to other locations in India for the

purpose of data collection.
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The data collection team approached potential partitspat higktraffic tourist locations such as
Khan Market(an upscale shopping areddnpath(a popular shopping area with a multitude of street
vendors selling traditional handicrafts and textiles from around Indii)Haat (a governmentun
culturalcomplex, also renowned for shopping and authentic, regional food establishments),@uizkhe

Minar complex (a notable historical landmark in Delhi).

Figure 8. Delhi is the focal point for the Golden Triangle tourist circuit (Source: On the Go Tours)

Shimla @
® Rishikesh
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® Jodhpur INDIA

@ Udaipur
As this study focused on international travell

participants was an important first step. Nodian travellers are easily distinguishable in public settings
as they tend to be of races other than SouthrAand can be easily identified by their distinctive attires,

general demeanour of the traveller, and other telltale signs (such as, possession of a map or a camera).

Prior to commencing with data collection, the RA was briefed about the purpose afdfhe st
flow of the questionnaire, and how the questions represented each of the research questions. The data
collection team used a participant recruitment script (Appendix E) and an information letter (Appendix
D), developed by the researcher and which fwagshed to participants. As the data collection team

stood in close proximity to local businesses (restaurants and shops) whilst approaching tourists, he was
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encouraged to obtain verbal permission from business owners was acquired so as to aviaid potent

conflicting situations (see Appendix F for the suggested script).

4.5 Ethical considerations

The research proposal was reviewed by the Office of Research Ethics at the University of Waterloo. Data
collection was carried out upon receiving full ethitearance. Participation in the study was voluntary

and restricted to individuals aged eighteen years and older. Information gathered from paper and online
survey questionnaires was kept anonymous and participants were not asked for their namest, Howev
email addresses of respondents who wished to receive a copy of the study results were obtained and

retained as confidential. Access to completed surveys was limited to the researcher and the RA.

4.6 The data analysis process

This section entails detailed explication of the data analysis process, a summary of which is also
presented in Table 5. A total of 198 responses were garnered out of which 15 were incomplete, resulting
in a response rate of 92.42% . The 15 incomplete surveys were alereti@iough the online data

collection channel and were eliminated from the final data set. The remaining 183 completed surveys

were deemed to be an adequate convenience sample for the ensuing analyses.

A mere 14 of the 183 (7.65%) complete responses meessved through the online mode. Thus,
a majority of the completed responses (169) were garnered througkpibrsém data collection method.
A second check for errors such as incomplete answers, multiple answers to a single question, and missing
answvers was conducted. No errors wre found in the responses garnereg@efiaan surveys.
Mandatory response stipulations in the online version on Qualtrics mitigated the issue of missing data and
response errors. As such, respondents were unable torskigprrectly enter (for example, enter

multiple responses where only one was warranted) responses. Responses frgpardmisurveys
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were then combined with those obtained through the online chanagkrdon survey responses were
entered through @ltrics. Subsequently, the data set was migrated to version 20.0 of the IBM Statistical
Package for the Social Sciences (SPSS). The final step of the data entry process was variable coding.
Responses for Likert items were coded from 1 to 6 in ascendiley of agreement. That is, from 1

denoting a strongly disagree response to 6 denoting a strongly agree response.

Table 5. Data analysissteps

Objective Research question addressed (if Test or process
applicable)
Data: Export ad setup Not applicable In-person questionnaire responst

entered in Qualtrics
All data exported to IBM SPSS 2
Variable coding

Tabulation of usable responses Not applicable Not applicable
Determining data reliability Not applicable Calculation of Croh a ¢ h 6 s
(reliability)

DESCRIPTIVE ANALYSES

Generating descriptive statistics How often do foreign travellers Creation of frequency distributior

to describe: patronise Indian culinary bar and histogram plots and table
- Central tendency of data establishments whilst in India?

- Measures of spread - What are the types of culinary

- Frequency distributions establishments patronised by

foreign travellers?

- How is Indian cuisine perceived b
foreign travellers to India?

- Are foreign travellers satisfied witl
their experiences of culinary
establishments in India and what |
any) chalkenges did they face?

- What sources of information
inform travelle
Indian cuisine?

- How do travellers to India rate
their knowledge of Indian cuisine
based on their culinary experience
in India?

- Based on their cuisine perception:
culinaryexperience satisfaction,
and challenges faced, would
foreign travellers recommend Indi
for culinary tourism?

INFERENTIAL ANALYSES

Cuisine comparison How is Indian cuisine percedd as Wilcoxon SignedRank test
compared to Thai cuisine?

Correlation between Indian Not applicable Spearman Rank Order test
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cuisine image and satisfaction
with culinary experiences

Correlation between satisfaction Not applicable Fisher exact test
with culinary experiences and
recommad for culinary tourism

4.6.1 Reliability

The internal consistency reliability coefficient,
on a scale measure the same concept and the level efomeectedness correlation between items

(Bl and & AIlIt man, 1997; Tavakol & Denni ck, 2011) .

generally accepted that a Cronbachés al pha value
uni-dimensionality.Cr onbachdés al pha was calcul ated for I ndia
satisfaction with culinary experiences Likert sca

aforementioned scales were .940, .951, and .926 respectively suggestihg thege scales had an

acceptable level of internal consistency reliability. Two other key measures in determining the reliability

of a scaleiaem fiobaltecoedel ati ono and ACronbachds
measure of the crelation between individual items with the composite scores of all other items, and

should be greater than .40 (Gliem & Gliem, 2003). The latter is an important measure that represents the
value of Cronbachoés al pha ghescald. ttisi@dealdhatehe valuesof i t e m
ACronbachoés alpha if item deletedod for each item

value. Details on reliability tests for each of the scales are presented in Chapter 5.

4.6.2 Descriptive analyses

Descriptive analyses were conducted to describe and summarise data. Frequency charts and tables were
created to depict frequency distributions of results of mulhldice and multipleesponse questions.
For image attributevise descriptive stistics, frequency distribution charts consisting of frequency of

responses by ordinal |l evel was generated. Attrib
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itemwise central tendencies. Agreement and disagreement responses were clustesedtta pre

dichotomous analysis of respondents that agreed and disagreed with attribute statements.

For analyses of Likert scales, three new variables representing the composite value of each
respondent s scores wer e c raddimgal [dkertitemIdrimage ar i abl es
attribute) responses within the Indian and Thai cuisine image scales. These new continuous variables
were calledndianCuisineTotals, ThaiCuisineTotaémdSatisfactionTotafor Indian and Thai cuisine
image and culinaryxperience satisfaction scores respectively. Descriptive statistics for the newly
generated composite variables included measures of central tendency (mean and median) and measures of
spread (range, standard deviation, interquartile range, and skewnesg)eriey histograms were also

generated.

Gliem and Gliem (2003) purport that there are advantages foriteaitimeasures as opposed to
singleitem measures, especially when the Likert items are summated to form ascildert The
drawbacks of limitinganalyses to singlitem measures are that a) individual items may be fraught with
random measurement error or unreliability, and that b) individual items are limited in scope; that is, they
may be constrictive when representing an abstract,-fagkitedtheoretical concepts such as perception
and satisfaction (Bergkvist & Rossiter, 2007; Gliem & Gliem, 2003). Furthermore, the researcher
contends that <cuisine image and satisfaction | eve

the scalesra& summated.

4.6.3 Inferential analyses

Inferential statistics are based on probability theory and hypothesis testing, and enable generalisations
about populations from which samples are drawn (Allua & Thompson, 206€;Research Limited,
2012). As sch, inferential statistics have a distinct advantage over descriptive statistics because the

former enables results to be extrapolated to the wider population. However, the caveat that the validity of
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generalisations made using inferential statistiggéslicated on how representative the sample is of the
population is acknowledged. While comparison between Indian and Thai cuisine image was a primary
research objective, correlation analyses between Indian cuisine image and culinary experience
satisfactbn, and recommend for culinary tourism and culinary experience satisfaction were conducted to
establish whether results from this study were conceptually congruent to earlier studies on image and

satisfaction, as discussed in Chapter 2.

4.6.3.1 Comparison between Indian cuisine image and Thai cuisine image
Indian and Thai cuisines scores were compared on two levels. The first was an d¢tvddutemparison
wherein scores for correspondi ng -pafamatric Wilexoe s 6 scor
SignedRank test. Responses or scores for the Indian cuisine image attribute was used as the control
group visa-vis the corresponding attribute score for Thai cuisine image to tabulate difference scores.
These were used to tabulate statisticaligance values using the Wilcoxon SigrRdnk testin
addition to the significance scores betweed corre
wer e al so c aldprovidestaengasure ofGhe mpaontanee of the differenceciest
outcomes of two match pairs (Sedgwick, 2012). As opposed to the concept of statistical significance,
which is constrained by dpnoridegd betieraneasureof theglifenepcese s i z
between two outcome groups from a prat¢tstandpoint (Texas Education Agency, 2011).

For the second level of comparison, compaosite scores for both Indian and Thai cuisine image
scales were tabulated and the same test was conducted to confirm if the difference between these scores
was of statical significance. Again, the nguarametric equivalent of the paired sampltsst, the
Wilcoxon SigneeRank test was used to ascertain whether results from the two Likert scales responses
were different from a statistically standpoint. The continn@urgblesindianCuisineTotaland
ThaiCuisineTotal¢representing composite scores of the two scales) were used to compute whether there

was a statistical significant difference between

73



Prior todeciding on the appropriateness of Wilcoxon SigRedk test, tests for outliers and
normality were performed. First, a new variable consisting of the difference of scores between the
control group (Indian cuisine image totals) and the experimental ¢fowad cuisine image totals) was
calculated. A boxplot for difference values with Indian cuisine image as the control group and Thai
cuisine image as the experimental group revealed 14 outliers (including 3 extreme outliers). It was
confirmed that the dliers were not a result of data entry and that they were genuine outliers. The second
step in establishing whether a parametric orparametric test was more appropriate, was to test for
normality of the difference scores. Visual judgement from thidution chart as well as the result of
the Shapiro Wilk test for normality indicated that the difference scores for the Indian cuisine image totals
and Thai cuisine image totals were not normally distributed. In other words, the SNagitest was
not statistically significantg = .000). Therefore, to analyse the differences between Indian and Thai
cuisine image composite scores, the-parametric Wilcoxon SigneRank test was performed.

The statistical robustness of nparametric tests in corapson studies has been extensively
debated in academia. However, there is no conclusive evidence that suggests that parametric tests such as
t-tests have a power advantage over theirgamametric counterparts, the Wilcoxon Sigiihk and
MannWhitneytest (Blair & Higgins, 1985). De Winter and Dodou (2012) also argue in support of the
equivalence in power oftests and the Wilcoxon Signé&thnk test. The Wilcoxon Signdtank test is
believed to be more powerful in skewed data sets where normalipfated (Bridge and Sawilowsky,

1999;Lund Research Limited, 2013awilowsky , 2005).

4.6.3.2 Correlation between Indian cuisine image and culinary establishment satisfaction

Correlation analyses measure the strength of relationships between two eanabkes in a data set

(Xu, Hou, Hung & Zou, 2013). In order to evaluate whether there was an association between responses
on Indian cuisine image and satisfaction levels with culinary experiences, the first step was to determine
the appropriateness afparametric (Pearson correlation) versus apayametric (Spearman Rank Order)
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test. The Pearson correlation test should be performed only if the relationship between the two variables is
linear or noAmonotonic Lund Research Limited, 201Ryan,1995).Therefore, first the assumption of

linearity was checked, by plotting a scatterplot of the variables nard&hCuisineTotalsnd

SatisfactionTotal The scatterplot revealed a linear relationship between Indian cuisine image and
satisfaction levels wiit culinary establishments, which satisfied the firstqmedition for this test (that is,

of linearity). However, the second prendition, that of normality was violated as revealed by the
ShapireWilk test (p < .05). Hence, the decision was madeddgrm the norparametric Spearman

Rank Order correlation test.

4.6.3.3 Correlation between culinary establishment satisfaction and recommend for

culinary tourism

The Fisherés exact test was perf or mentce datsfacikomal y s e
and respondents6 |ikelihood to recommend I ndia fo
order to ascertain whether the study supported this correlation, which has been established in several other
research studies. TheFishes exact t est w-agsared tesi lseeanse moregthan 20% ef Ch i
cells had an expected value of |l ess than 5. I n s

exact test is the preferred test to measure correlations (White &agexo 2004; Wong, 2011).

To summarise, in this chapter the research process was elucidated. This included an explanation
of the research design, the associated survey instrument, participant sampling and data collection
methods. In subsequent sectipthe data analysis process using SPSS version 20.0 have been explained.

In the next chapter, the results of data analyses conducted have been revealed.
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CHAPTER 5

Results

This chapter comprises of results from the data analyses process. Tkesanaye conducted using
IBM SPSS Version 20.0 and entailed a combination of descriptive and inferential statistics. The results

address the research questions enlisted in Chapter 1:

i) How often do foreign travellers eat the local cuisine whilst in India?

i)  What are the types of culinary establishments patronised by foreign travellers?

iii) How is Indian cuisine perceived by foreign travellers to India?

iv) How is Indian cuisine perceived as compared to Thai cuisine?

v) Are foreign travellers satisfied with their exmrces of culinary establishments in India and what
(if any) challenges did they face?

vii What sources of information inform travellers?o

vii) How do travellers to India rate their knowledge of Indian cuisine based on their culinary
experiences in India?

viii) Based on their cuisine perceptionslinary establishmerdatisfaction, and challenges faced,
would foreign travellers recommend India for culinary tourism?

ix) Do the study results support previously established relationships betweamdepts of image,

satisfaction, and behavioural intentions?
The chapter is divided into six sections:
a) Demographic information,

b) Trip characteristics, (frequency of trips to India, primary trip purpose, and top three activities

enjoyed whilst inhdia),

c¢) Culinary behaviours (frequency of eating Indian and types of establishments visited),
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d) Cuisine image (Indian and Thai cuisine image and a comparison between the perception of the two

cuisines),

e) Culinary establishment satisfaction, cuinarc hal | enges f aced, and respor

India as a culinary tourism destination, and

f) Respondentsd knowledge of Indian cuisine (pri

perception of Indian cuisine knowledge based on culinary esquass in India).

5.1 Demographic information

The frequency distribution of respondelneg sé6 demogr
categories with the highest frequency have been highlighted in bold. As confirmed earlier, the total

number ofcompleted responses was 183. The results indicate that a majority of respondents (77%) were
between 18 to 45 years of age. One respondent was unwilling to specify histhesicgs. Thirtyfive

respondents (19.1%) were between 46 to 64 years ofldgeresults for level of education indicate that a

majority of the respondents (39.9%) had a graduate degree (Masters/PhD), followed closely by 63

(34.4%) respondents with a Bachelors degree. Nineteen or 10.4% of the total respondents did not wish to
divulge theirhighest evel of educati on. Respondentsé countrie
(continents). Out of 183 valid responses, the highest percentage of respondents (33.9%) was from

Europe, followed by 27.9% from North Ameriaad 21.3%fom Asia.1 n t er ms of responde
levels,132 respondents that chose to specify their income levels, 47% were in the USD 20,000 to USD

60,000 range, with 15.8% reporting an annnabme of USD 20,000 to USD 40,000 and 19.7%

reporting their annuahcome of USD 40,001 to USD 60,000. The percentage of respondents that

reported an income in excess of USD 60,000 was 35.5%. Two respondents (1.1%), one of whom was a
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Tabl e 6. Frequency distribution of respondentso6 d

Demographic variable Categories Frequency () Percentage (%)
1830 69 37.7
3145 72 39.3
Age bracket 46-64 35 19.1
65 or over 6 3.3
prefer not to say 1 0.5
High school 7 3.8
. College Diploma 21 115
Level of education Bachelors degree 63 34.4
Graduate degree (Masters/PhD) 73 39.9
prefer not to say 19 10.4
Africa 7 3.8
Asia 39 21.3
Region of residence Australasia 15 8.2
Europe 62 33.9
N. America 51 27.9
S. America 9 4.9
< 20,000 2 1.1
20,000- 40,000 29 15.8
40,001- 60,000 36 19.7
Income level 60,001- 80,000 28 15.3
80,001- 100,000 18 9.8
> 100,000 19 104
prefer not to say 51 27.9

university student on an internship, reported an income level below USD 20,000. A substantial percentage

of respondents 29%) were reticent to reveal their income level.

5.2 Trip characteristics

The barchart (Figu® depi cts the frequency distribution of
More than half of the total respondents (117 or 63.9%) were travalit@d travelled to India (as the
case maybe) for the first time. A sizeable portion of the remaining respondents (49 or 26.8%) had

travelled two or three times and 17 or 9.3% of respondents had travelled to India four or more times.
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As expected, a majity of respondents (123 or 67.2%) travelled to India on leisure or holiday and
18% (33 respondents) weemn India on business (Figuit€). As individuals of Indian heritage residing
outside the country were excluded from the survey, it is confirmed #hétdh 3.3% of respondents who

were visiting friends or family in India, were indeed foreign travellersooéIndian heritage. Eighteen

Figure9. Bar <chart for respondents6 frequency of

Onize— 63.93
2-3 times— 26.78
4 or more times— 9.29
T T T
o] 20 40 60

Percent

(9.8%) responents were in India to volunteer or for other educational reasons and 3 respondents (1.6%)

were in India for medical reasons.

Figure 10. Bar chart for primary reason to visit India (N = 183)

Leisure/holiday— 67.21

Business— 18.03

Education/Voluntesr— 9.54

Wisit friends/family—]  |3.28

Medical—| [1.64
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Table 7 represents results from the tiplé-response question related to top three activities

enjoyed in India. The objective of this question was to garner insight on how cuisine appreciation, as a

distinct touristic activity featured vi&vis other activities in the cultural, heritage, adture, wellness,

and voluntourism segments. It should be noted here that appreciation of local cuisines, as a purposeful

activity, may not be a seivident consequence of the physiological necessity to eat during travel.

Therefore, this activity wastee | | ed as #fAi ndul

ge i

n | ocal Cui sines?o

capturing thepurposefulaspect of cuisine appreciation. This subtle differentiation was explicitly

explained to respondents during thepirson interviews as well as emphagisethe online version of

| oc al cui
ond most e
es of not e

heritage

the questionnaire. Al ndul ging in the
54. 1% of respondents. I't was the sec
museums and attractioss 06 ( 74 . 3 %) Ot her activiti
(45. 4%), fAindulge in I ndiads cultural
garments, art, etc.0 (43.2%).
Table 7. Top three activities enjoyed in liad
Responses
Activities enjoyed FEMEET: 3
n Percent LEts
Visit h|_stor|cal monuments, museums ant 136 24 8% 74.3%
attractions
Appreciate India's natural heritage 83 15.1% 45.4%
Out_door adven'Fure activities (hiking, river 30 5 504 16.4%
rafting, mountain climbingetc.)
Indulge in local cuisines 99 18.0% 54.1%
Indulge in India's cultural heritage (music 82 14.9% 44.8%
dance, arts, etc.)
Relax on a beach 17 3.1% 9.3%
Spa & wellness 16 2.9% 8.7%
Shopping for traditional handicrafts, 79 14.4% 43.2%
garments, aritc.
Volunteer 7 1.3% 3.8%
TOTAL 549 100.0% 300.0%
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5.3 Culinary behaviours

The frequency distribution of responses on frequency of eating the local (Indisineds displayed in

Figurell A majority of respondents (84.1%) reporthdttthey ate Indian food on a frequent basis (that
is, fAvery ofteno or fAoftend) during their trip.
often and 26.2% that ate Indian often. Eleven respondents, constituting 6% of the sample #pecified

theyate Indiam i t her fArarelyodo or Avery rarelyo.

The results of the multipleesponse question on types of culinary establishments visited (Table 8)
indicate that a majority of respondents frequented witloirel and freestanding Indian restauran(te25
and 148 respondents, representing 68.3% and 80.9% of total responses, respectively). A considerable

number of respondents (103, comprising 56.3% of responses) visited roadside establishiheaissor

Figure 11. Bar chart for frequency of eating Indian cuisine (N = 183)

WVery often— 57.9

Often— 26.2
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which to reiterate, are distinct from stréedd vendors or hawkers (42.6% of responses) who tend to
comprise of informal sector workers selling a very limited variety of items. It is not surprising that no
Indian establishments featured prominently considering that Western food, whether at specialty (45.9%)

or fastfood establishments (46.4%) is now ubiquitous in In@&ty-two respondents, comprising
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33.9% of responses claimed that they had experiatateded Indian food available as part of

transportation services.

Table 8. Types of culinary establishments visited (N = 183)

Types of establishments I SENEENL 3
n Percent Loz
Indian restaurants within hotels 125 18.2% 68.3%
Freestandimy Indian restaurants 148 21.6% 80.9%
Roadside establishments ("dhabas") 103 15.0% 56.3%
Streetfood vendors/hawkers 78 11.4% 42.6%
Catered food in trains, flights, etc. 62 9.1% 33.9%
Non-Indian multicuisine establishments 84 12.3% 45.9%
Western fasfood establishments 85 12.4% 46.4%
TOTAL 685 100.0% 374.3%
5.4 Cuisine image
This section includes descriptive statistics of

Subsequently, an attribubg-attribute (Likert itemwise) conparison analysis as well as a caripon of
results of the totabf the two Likertscales (that is, Indian cuisine image and Thai cuisine image) is

presented.

5.4.1 Indian cuisine image

An internal consistency reliability test was conducted prior écgeding with analysis of the Indian
cuisine image Likert scale (Table 9). The value

the Indian cuisine image attribute scores was .940, suggesting a high degree of internal consistency of the

attributes or items on the scdla desirable value as confirmed by several researchers (Bland & Douglas,

1997; Gliem & Gliem, 2003; Lance, Butts & Michels, 2006). The correctedtiéahcorrelation values
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ranged from .530 (foer(fbe Bherabutebidhetddvepal BO

good scale, as per Ferketich (1991). More i mpor't

were either less than or equal to .940 which confirm that there were no image attributdf aethéthd,

would increase the internal consistency reliability of the scale.

Table9 Rel i ability statistics for I ndian cuisine i mage ¢

Corrected-tem Cr onbac

Attribute Mean Std. Deviation Total if Item
Correlation Deleted

Tasty 4.89 1.281 711 .935

Fresh 4.51 1.143 731 .935

Spicy 4.83 1.167 641 .937

Hot 4.54 1.142 .530 .940

Healthy / nutritionally balanced 4.11 1.195 .663 .936

Easily digestible 3.86 1.217 .564 .939

Visually appealing 4.37 1.188 .697 .935

Aromatic 4.94 1.110 745 934

Unique 4.70 1.249 .782 .933

Diverse 4.62 1.197 757 .934

Exotic 4.46 1.133 677 .936

Surprising 4.23 1.196 .636 .937

Inexpensive 4.77 1.228 .658 .936

Good value for money 4.89 1.145 787 .933

Overall good quality 4.62 1.102 .800 .933

TablelOfeatures a summary of descriptive statistics datet with Indian cuisine image when

the item or attribute responses for each of the respondents was summated. The maximum possible

score was 90. The mean of the distribution is 68.36 with a standard deviation of 13.037. However, as the
distribution s not normal, as indicated by the high skewness valtle300, the median value of 72 is a

more appropriate indication of the sampleb6s centr
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Table 10. Descriptive statistics for Indian cuisine imge Likert scale responses (N = 183)

Descriptive Statistic

Value

Mean

68.36

Median

72.00

Std. Deviation

13.037

Skewness

-1.300

Range

70

Minimum value

20

Maximum value

90

Quartiles

25
50
75

63
72
77

Figure 12. Frequency distribution histogram of Indian cuisine image responses
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Indian cuisine image totals

a maximum of 90 indicating a wide spread of responses. The interquartile range of 63 to 77, more

specifically, a value of 14 provides fuethevidence that the distribution is negatively skewed. The

negative skew is also eviddntthe histogram plot (Figur#2) , whi ch i ndi cates

perception of Indian cuisine was posifive

“As noted earlier, item
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Table 11 features the frequency distribatfor responses by attribute Likétiems where the levels of

agreement with the highest frequency of responses (or the mode value) have been highlighted in bold.

The mode value faall the image attributes lay on the agreement side of the ordinal Bbhalessults

suggest that overall the respondentsd perception
(39.3% strongly agreed), Aaromatico (36.1% strong
fifgood val ue f o onglyagmreedywere peB@vedtdbe particularly favourable. The
attributes with a comparatively | ower frequency o
Afheal thy/nutritionallybalancedodo (12%), fAeasily di
(13.79%9. When clustered into disagreement and agreement responses, the attributes with a comparatively

| ower frequency of agreement responses were fAheal
digestibleodo (66. 7% agr e dad Al other atibuté statements werd agrged ( 7 5 .
upon by a definitive majority (> 80%) of responde
by over 80% of respondents, which may be interpreted to be positive or negative, the implications of

whi ch is discussed in the next chapter. The attri
which encompasses all the previous image attributes, garnered a positive response from 86.9% of

respondents, with a modmndens) ue of HAagreed (44. 3%
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Table 11 Indian cuisine image: Frequencés by image attributes N = 18

LEVEL OF AGREEMENT (frequency percentage of responses)

ATTRIBUTE ATTRIBUTE
MEDIAN MODE

Tasty 5.00 Strongly agree 2.7 5.5 4.4 12.6 14.8 33.3 39.3 87.4
Fresh 5.00 Agree 11 5.5 8.7 15.3 311 32.8 20.8 84.7
Spicy 5.00 Agree 2.7 2.7 5.5 10.9 17.5 41.0 30.6 89.1
Hot 5.00 Agree 2.2 3.8 9.8 15.8 24.0 42.1 18.0 84.2
Fealiny ] nutritonally 4.00 Somewhat agree 2.2 7.7 18.0 219 33.3 26.8 12.0 72.1
Easily digestible 4.00 Somewhat agree 3.8 10.4 19.1 33.3 37.2 21.3 8.2 66.7
Visually appealing 5.00 Agree 11 8.7 9.8 19.6 28.4 36.1 15.8 80.4
Aromatic 5.00 Agree 11 2.7 7.7 11.5 14.2 38.3 36.1 885
Unique 5.00 Agree 2.2 4.9 8.2 15.3 20.8 32.8 31.1 84.7
Diverse 5.00 Agree 3.3 11 11.5 15.9 235 355 25.1 84.1
Exotic 5.00 Agree 2.2 4.4 8.2 14.8 32.2 36.1 16.9 85.2
Surprising 4.00 Agree 11 9.3 14.2 24.6 30.1 31.7 13.7 75.4
Inexpensive 6.00 Strongly agree 1.6 4.4 8.2 14.2 21.9 29.0 35.0 85.8
Good value for money 5.00 Agree 2.2 2.2 6.6 11.0 16.9 38.3 33.9 89.0
Overall good quality 5.00 Agree 2.2 2.7 8.2 13.1 23.5 44.3 19.1 86.9
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5.4.2 Thai cuisine image

The internal consistency reliability test for the Likert scale of Thai cuisine image revealed the value of

Cronta ¢ h 6 sto bel.9pIn(Bable )2indicating a high degree of internal consistency of the attributes

or items on the scale. The corrected Hital correlation values ranged from .578 (for éltieibute

feasily digestibled) to al8ion8 o()f,orwhtihceh aitst raipbpurtoep rhi
(Ferketich, 1991). Further, the values of Cronba
.951 indicating that there were no image attributes which if deletmdd increasehe internal

consistency reliability of the scale.

Tablel2Rel i abi l ity statistics for Thai <cuisine image at

Corrected-tem Cr onbac

Attribute Mean Std. Deviation Total if Item
Correlation Deleted

Tasty 4.81 1.187 .751 .947

Fresh 4.63 1.188 .764 .946

Spicy 4.56 1.175 .658 .949

Hot 4.48 1.199 .635 .949

Healthy / nutritionally balanced 4.38 1.229 727 .947

Easily digestible 4.30 1.173 578 951

Visually appealing 4.66 1.174 .808 .945

Aromatic 4.74 1.175 .789 .946

Unique 4.46 1.171 779 .946

Diverse 4.45 1.057 .756 .947

Exotic 4.48 1.133 .745 .947

Surprising 4.33 1.075 715 .948

Inexpensive 4.34 1.180 737 .947

Good value for money 4.68 1.053 745 .947

Overall good quality 4.67 1.033 .784 .946
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A summary of the Thai cuisine Likestale image responses is presented in Table 13. The mean
for Thai cuisne image responses (67.96) was slightly lower than the mean for Indian cuisine image
responses. However, the distribution for Thai cuisine image is also negative skewed, albeit moderately as

indicated by the skewness value- &b7. Therefore, the mediamalue of 70 (slightly lower than the

Table 13 Descriptive statistics for Thai cuisine image responses (N = 183)

Descriptive Statistic Value
Mean 67.96
Median 70.00
Std. Deviation 13.239
Skewness -.957
Range 69
Minimum value 21
Maximum value 90
Quartiles 25 61
50 70
75 76

median value for Indian cuisine image Likedale) is a better indicator of central tendency. The
measures of spread, namely the standard deviation (13.239)(68hgand minimum (21) and maximum

(90) values are similar to the results for Indian cuisine image L$loate scores. The interquartile range

Figure 13. Frequency distribution histogram of Thai cuisine image responses
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of 61 1 76 (a value of 15) indicates a negative skew which indicates an overall positive result for

respondent s0 pisinec Ehp histogram (Eigur&fidapects thecfrequencies of

respondentsd total scor es fineimage dttebutes inlretatioeto Thaif agr e
cui sine. The histogram plotds negatd5%),endicatessw (al s
that as with I ndian cuisine image, the sampleds o

Table 14 fatures the frequency distribution for responses by attribute titkens where the
levels of agreement with the highest frequency of responses (or the mode value) have been highlighted in
bold. As in Table 10 for Indian cuisine image attribute respottsesesponses for Thai cuisine image
attribute responses have also been clustered into percentage disagreed (constituting the ordinal variables
Astrongly disagreeo, fAdisagreedo, and fAisomewhat di

ordinalvarib | es fisomewhat agreeo, ARagreed, and fAstrongl

The results for Thai cuisine image are positive with the mode valad the image attributes lying on

the agreement side of the ordinal scaotranyofthd Str ong
attributes. However, an overwhelming majority of
were the novelty seekiigph e med attri butes Auniqueodo (30.6% of re
responses) both of owvhewhatmoalger esead .u e sWhveerr ea girse e me nt
into those that agreed and those that disagreed, it was revealed that respondents were in agreement with
all the attributes, although Asurpri si aggagreadnd fi n
frequencies of below 80% (78.7% and 74.8% respectively). Also, 80% of respondents agreed that Thai
cuisine is fAhoto. The percentage of respondents
food value for money was a convincing 88%s with Indian cuisine image, a sizeable majority of the

respondents (89%) agreed that Thai cuisine was fio
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Table 14 Thai cuisine image: Frequencies by image attributes (N = 183)

LEVEL OF AGREEMENT (percentage of responses)

ATTRIBUTE ATTRIBUTE ATTRIBUTE
Strongly . Somewhat  Percentage Somewhat Strongly Percentage
MEDIAN MODE disagree Disagree disagree disagreed agree Agree agree agreed
VALUE VALUE g g g g g g

Tasty 5.00 Agree 1.6 5.5 4.9 12.0 17.5 39.3 311 88.0
Fresh 5.00 Agree 0.5 6.6 10.4 17.5 19.7 37.7 25.1 82.5
Spicy 5.00 Agree 2.7 2.7 9.8 15.2 27.3 355 21.9 84.8
Hot 5.00 Agree 2.2 3.3 14.2 19.7 26.8 31.7 21.9 80.3
Healthy / nutritionally 5.00 Agree 4.4 33 10.9 186 295 35.5 16.4 81.4

balanced
Easily digestible 5.00 Agree 2.7 6.0 10.9 19.6 31.7 36.1 12.6 80.4
Visually appealing 5.00 Agree 1.6 4.4 9.3 153 20.8 38.8 25.1 84.7
Aromatic 5.00 Agree 11 4.9 9.3 15.3 16.9 39.3 28.4 84.7

. Somewhat
Unique 4.00 2.2 2.7 13.7 18.6 30.6 30.1 20.8 81.4
agree
Exotic 5.00 Agree 2.7 2.7 9.8 15.2 30.1 37.7 16.9 84.8
Surprising 5.00 Agree 11 3.3 16.9 21.3 32.2 33.3 13.1 78.7
Diverse 4.00 Somewnhat 0.0 55 10.4 15.9 34.4 33.3 16.4 84.1
agree

Inexpensive 5.00 Agree 11 5.5 18.6 25.2 24.0 34.4 16.4 74.8
Good value for money 5.00 Agree 0.5 3.8 7.7 12.0 25.1 41.0 21.9 88.0
Overall good quality 5.00 Agree 11 3.3 6.6 11.0 24.6 45.4 19.1 89.0
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5.4.3 Comparison between Indian cuisine image and Thai cuisine image

It is evident from the frequency tables (Tables 11 and 14) for Indian and Thai coiage attribute
responses that both cuisines were overall perceived favourably by respondents. However, for the attribute
foverall good gqualityodo, the percentage of respond

or fAstrongl y gimalyhigherdoo Thai eumsise (839% as opposed to 86.9% for Indian

cui sine). The attributes with | ower agreement sc
bal ancedodo (72.1% were in agreement fiobne)ndaad dGea
digestibleo (66. 7% were in agreement for Indian c
cui sine). On the other hand, the attribute fAinex

(85.8% of respondents agreed camgd to 74.8% of respondents for Thai cuisine).

To measure attribuispecific response differences between Indian and Thai cuisine image and
more importantly, determine whether the differences in means are statistically significant, a Wilcoxon
SignedRark test was conducted (Table 15). The confidence interval was set at 95% with Indian cuisine
image attribute responses set as the control group and Thai cuisine image attribute responses, as the
experiment group. Therefore, where the mean differencesisyao the mean for Thai cuisine image

attribute was greater than the mean for the corresponding Indian cuisine image attribute.

A review of the matched ppvalue}iddicaes thdt thesattributes | sig
with statistically sigificant mean differencep& . 05) wer e fAspicyo, fAhealthy/
feasily digestibleodo, fAvisually appealingdo, #Aar oma
for moneyod (shaded rows i n tTeasb |fieh elasl)t.hy /Anmotnrgistti ot nha
feasily digestibled, and dAvisually appealingo rec
albeit premature, that Thai cuisine is perceived more favourably for the aforementioned attributes may be
made hee. The other attributes whose mean differences were statistically significant and favouring
I ndian cuisine were fAaromati co, Auni gqueo, nAdivers

have been highlighted in bold, in Table 15). It shoulddieahthat although the holistic image attribute,
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Table 15.Results of Wilcoxon SigneeRank test to measure significance of difference beten Indian and
Thai cuisine image attribute responses

Difference values

Indian Indian Thai Thai (Thai cuisine attribute 1 Indian cuisine attribute)

Attribute C'\;Jisine Cuis.ine Cuisine Cuisjne Std. Sig. (2 Cohend

ean Median Mean Median | Mean Deviation tailed) (absolute

value)
Tasty 4.89 6.00 4.81 5.00 -.077 .958 -1.263 .206 .08
Fresh 4.51 5.00 4.63 5.00 115 .933 -1.802 .072 12
Spicy 4.83 5.00 4.56 5.00 -.273 1.232 -3.155 .002 .22
Hot 454 5.00 4.48 5.00 -.060 1.267 -.867 .386 .05
Healthy/nutritianally balanced | 4.11 4.00 4.38 5.00 .268 1.148 -3.160  .002 .23
Easily digestible 3.86 4.00 4.30 5.00 437 1.234 -4.638 .000 .35
Visually appealing 4.37 5.00 4.66 5.00 .290 1.176 -3.198 .001 .25
Aromatic 4.94 5.00 4.74 5.00 -.202 1.083 -2.601 .009 .19
Unique 4.70 5.00 4.46 4.00 -.246 1.143 -2.955 .003 .22
Diverse 4.62 5.00 4.45 4.00 -.175 1.140 -2.298 .022 .15
Exotic 4.46 5.00 4.48 5.00 .016 .992 -.166 .868 .02
Surprising 4.23 5.00 4.33 5.00 .098 1.173 -1.193 .233 .08
Inexpensive 4.77 6.00 4.34 5.00 -.426 1.319 -4.275 .000 .32
Good value for money 4.89 5.00 4.68 5.00 -.208 1.080 -2.750 .006 .19
Overall good quality 4.62 5.00 4.67 5.00 .049 1.023 -.668 .504 .05
Aoverall good qualityo was per ceipwaudfortitemehne

difference p > .05) was not statistically significant. Therefore, the conclusion that Thaielnsage

was overall perceived more favourably than Indian cuisine cannot be made as well.

The

mor e

is lower than .5 (ranging from .02 to .35), indicating thatpercent of neoverlap (ranging from 0% to

21. 3 %)

bet ween

t

he

t wo

groupsé®6

scores

i s

ow.

image attribute pairs is low. Furthermore, the low effect sizes of all the matched pairs suggests that

although the mean differences of certain attributes are statistically significant, the differences may not be

meaningful enough to draw definitive conclusions from. For example, one of the attribute's mean

difference value, which was statistically significan ( i n
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However, the effect size of this difference (.19) was too small to conclude that Indian cuisine was
perceived more favourably from a price perspective, to be drawn. Thus, thegzairele test reveald

that although the differences between paired Indian and Thai image attributes were statistically significant
in some cases, practical conclusions cannot be drawn because the values of effect size were consistently

small forall matcheepair differences.

An additional test to confirm the insignificance of difference between Indian and Thai cuisine
responses was performed. This time, the total attribute scores for each of the respondents (that is, each
respond e-tamd sumrhated intw a Likestak) was tabulated. Again, the Wilcoxon Signed
Rank test was run to determine whether there were differences in the way respondents perceived the

Indian cuisine Likerscale versus the Thai cuisine Likedale.
The following are the null and alternativgdotheses for the Wilcoxon Sign&hnk test:

Ho: The median of differences between Indian cuisine image totals and Thai cuisine image totals

equals zero.

Ha: The median of differences between Indian cuisine image totals and Thai cuisine image totals is

not equal to zero.
The result of the hypothesis test summary is depicted in Table 16.

Table 16.Hypothesis test summary of WilcoxorSigned Rank test

Hypothesis Test Significance Decision

The median of differences between Indian cuisine RelatedSamples
image totals an@hai cuisine image totals equals Wilcoxon Signed 0.500
zero Rank Test

Retain the null
hypothesis

Asymptotic significances are displayed. The significance level is .05

This test was statistically insignificart £ -.675, p-value > .05)which indicates that the null hypothesis
should be retained. In other words, the difference between Indian cuisine image totals and Thai cuisine

image totals was not statistically significant. The histogram (Figure 14) displays plus and minus
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differences between the two samples. There were 87 positive and 82 negative differences between the
two sets of responses further indicating that the differences between Indian and Thai cuisine image totals

is negligible. There were 14 tied scores.

Figure 14. Hstogram of plus and minus responses
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5.5 Satisfaction with culinary establishments, challenges faced and likelihood to

recommend for culinary tourism

The internal consistency reliability test for the Likert scale for satisfaction with culinary exqeerien

India yielded a Cronbachdés alpha value of .926 (T

consistency for items on the scale. The correctedtoémh correlation values ranged from .525 (for the
attribute fAservice was helapftuli bauntde ffAiroiveerdall yl 0 )y otuo w
your culinary experienceso) except for #dAstaff 1| oo
acknowledged that this value does not fall under the ideal range of .30 to .70 as suggested by Ferketich

19 1) . Further, the values of Cronbachés alpha if

Aistaff | ooked clean and professional o (a value of
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Likert-scale for culinary establishmentiséaction, the internal consistency reliability coefficient,
Cronbachés alpha would have increased. However,

high, and not adversely affected by the anomaly, this attribute was retained for the analysis.

Table 17.Reliability statisticsforat t ri but es of satisfaction (Cronbact

Corrected- Cr onba

Mean [ 5% itemToml U if
Correlation Deleted
Staff looked clean & professional 4.87 1.148 .042 .935
Service was helpful & friendly 3.91 1.042 525 .924
Service was dependable & consistent 4.24 1.181 .549 .924
Staff were able to explain menu items 3.91 1.125 671 921
Food served was tasty 4.73 1.045 .704 921
Food served was fresh 4.44 1.148 .758 919
Food served was visually attractive 4.31 1.081 .701 921
Food served was nutritious 4.12 1.137 .660 921
You experienced a variety of regional cuisines 4.55 1.174 .584 .923
You felt that food served was authentic 4.72 1.047 .637 .922
You felt confident that the food served was hygienic 3.76 1.104 .692 921
The exterior fagade of establishments appeared clean 3.67 1.005 .627 .922
Interior of establishments appeadeclean 3.82 1.055 .628 .922
You felt confident that service apparatus were clean 3.67 1.218 .691 921
The exterior facades of establishments were appealing 3.67 .964 .550 .924
Interior décor & ambience were appealing 3.80 .957 .533 .924
Establishmentsvere visually authentic 4.02 1.020 .588 .923
Overall you felt that you got value for money 4.69 1.075 .686 921
Overall you were satisfied with your culinary experience 4.71 1.093 762 919

Descriptive statistics for responses on satisfaction with culinary establishments are presented in
Table 18. The maximum possible score for satisfaction was 114 as there were 19 attribuiggaelati
satisfaction. The median value of 81.00 is a bet
opposed to the mean of 79.04) and the samplebds ov

India, as also confirmed by the th@derate negative skew o757 (Figure 15). The scores ranged from
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Table 18.Descriptive statistics for satisfaction with culinary establishments responses (N = 183)

Descriptive Statistic Value
Mean 79.04
Median 81.00
Std. Deviation 13.785
Skewness - 757
Range 84
Minimum value 30
Maximum value 114
Quartiles 25 71
50 81
75 88

a minimum of 30 to a maximum of 114 (a value of 84). The interquartile range was 71 to 88 (a value of

17), furthere i n f

orcing that t

he

di stri

levels with culinary establishmentslimdia were overall, positive.

Figure 15. Frequency distribution histogram of satisfaction levels with culinary establishments
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The frequency distribution of responses for re
establishments in India is presented in Table 19 where the 19 attributes have been segregated into six
themes (service, food quality, diversity and authenticity, hygiene, atmospherics, and overall attributes).

The level of agreement with the highest fregcy of responses (the mode) has been highlighted in bold.

The mode value faall the satisfaction attributes lay on the agreement side of theabsetiale
with some attributes eliciting a markedly higher percentage of agreement than others. The percentage of
those in agreement ranged from 60. 1% for Athe ext
to 86.4% for Af digdbusdredad twaes ftoodt yw&&er ved was aut h
satisfied with your culinary experiencebo. The th
agreement with the attribute statements were service (an average agreement figejeentgge of
68.3%), hygiene (an average agreement frequency percentage of 62.2%), and atmospherics (an average
agreement frequency percentage of 66.0%). The mode value for all the attributes within these themes was
isomewhat agr eed sesthatodsporfidentswdérenot ineomplataagrieement with these
aspects of their culinary experiences. The themes with notably higher frequencies of respondents that
were in agreement with the associated attribute statements were food quality (an &t of
respondents were in agreement with food teali@ed attribute statements with 86.4% of respondents

agreeing that the food served at culinary establishments in India was tasty), diversity and authenticity (an
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Table 19 Frequency distribution for responses on satisfaction with culinary establishments (N = 183)

LEVEL OF AGREEMENT ( percentage of responses)

ATTRIBUTE Attribute mode S.trongly Disagree Sqmewhat Pe_rcentage Somewhat Agree Strongly Percentage
value disagree disagree disagreed agree agree agreed
Staff looked clean & professional Somewhat agree 2.2 4.9 26.8 33.9 41.0 21.3 3.8 66.1
° Service was helpful & friendly Somewhat agree 1.6 9.3 19.1 30.0 42.1 24.6 3.3 70.0
k] i
e Service was dependable & Somewhatagree 1.6 6.0 18.6 26.2 32.2 273 14.2 73.8
3 consistent _
iéarfs""ere ableto explainmenu g, o hat agree 2.2 7.1 27.3 36.6 32.2 25.1 6.0 63.4
Food served was tasty Agree 0.5 4.4 8.7 13.6 21.3 43.7 21.3 86.4
3 % Food served was fresh Agree 2.2 5.5 13.1 20.8 25.1 38.3 15.8 79.2
£ 3  Food served was visually attractive Agree 11 6.0 12.0 19.1 32.8 37.2 10.9 80.9
Food served was nutritious Somewhat agree 2.2 7.7 12.0 21.9 42.6 25.1 10.4 78.1
w2z  Youexperienced a variety of Agree 05 6.6 115 186 23.0 37.7 208 81.4
>8 regional cuisines
25
= 0
g¢  Youfeltthatfood served was Agree 0.5 2.2 10.9 136 25.7 36.6 24.0 86.4
0z authentic
You felt confident that the food Somewhatagree 2.7 12.6 20.8 36.1 37.7 235 2.7 63.9
served was hygienic
o The exterior fagade of Somewhatagree 1.1 10.4 28.4 39.9 42.1 14.2 3.8 60.1
o establishments appeared clean
(=] - .
£ 'Crl‘ézrr']or of establishments appearet g0 vhat agree 1.1 10.4 24.6 36.1 35.0 25.1 3.8 63.9
You felt confident that service Somewhatagree 3.3 15.8 20.2 39.3 33.9 23.0 3.8 60.7
apparatus were clean
g The exterior facades of Somewhatagree 2.2 8.7 28.4 39.8 42.1 16.4 2.2 60.2
b estak_)hshr]"lents were aealing
g [Interior décor & ambience were g, ovhat agree 1.6 7.1 26.8 35.5 415 20.2 2.7 64.5
S appea!lng _
g Establishments were visually Somewhatagree 0.5 8.7 17.5 26.7 426 24.0 6.6 733
authentic
_ Overall you felt that you got value Agree 11 2.2 8.7 12.0 29.5 33.9 24.6 82.0
= for money
4 Overall you were satisfied with
o your experiences at culinary Agree 0.5 3.8 9.3 13.6 25.1 36.1 25.1 86.4

establishments
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average agreement frequency percentage of 83.9%) and overall attributes (an average agreement
freqguency percentage of 84. 2%). The hol eydic att
and Aoverall you were satisfied with your culinar

of agreement responses (82.0% and 86. 4% respectiyv

5.5.1 Correlation between overall satisfaction and cuisine image

The Spearmanédés Rank Order correlation test was ru
between Indian cuisine image Likextale scores and satisfaction level with culinary establishments

Likert scale scores.

The following are the nukind alternative hypotheses for this test:
H: 1 = 0, the population correlation is equal tc¢
Ho.: There is no association between the variables in the underlying sample
Ha: J | 0, the population correlation is not equ:
Ha: There is an assiation between the variables in the underlying sample
where |} is the population correlation coefficien

The results (see Table 20) reveal that there was a strong positive correlation between Indian

Table20Resul ts of Spear manoés Relatknshiprbetiveeen satisfactiorelévelgwitto n t e st
culinary establishments and Indian cuisine image

Indian Satisfaction with

Cuisine Culinary
Image Establishments
Correlation Coefficient ~ 1.000 633"
Indian cuisine image Sig. (2tailed) . .000
Spearman's rho - N — 183* 183
: : . . Correlation Coefficient 633 1.000
Satisfaction with culinary . .
establishments Sig. (2tailed) .000 .
N 183 183

** Correlation is significant at the 0.01 level{&iled).
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cuisine image and r dsswihoculidagey edtabliShmentst Thecdorelationio n | ev
i ndicated by the val ue ofs=.638.elmatheravordssrespoodentsevhoat i o n
have a positive perception of Indian cuisine were also likely to be overall more satisfiedlimiinyc

establishments in India.

5.5.2 Culinary challenges

Responses from the multiptesponse question on culinary challenges faced in India are displayed in

Table 21. The category that elicited the highest frequency of responses was, contaulystdrom the

culinary experience satisfaction scal e, Afood ser
Afhygiene conditions within or outside establishme
41.2% of respondents respectivelly,awas HfAservice quality issueso (36

frequently experienced challenge, garnering an agreement from 35.7% of respondents. The percentage of
respondents that considered perceived food hygiene and atmospherics to be concdri@4val there

13.2% of respondents considered the levels of spiciness of food to be a challenge. Diversity, as it related
to culinary establishments and menu offerings were not considered to be major challenges with 17.6%

and 4.9% of respondents, respeety considered these to be noteworthy challenges. Finally, cultural

norms related to culinary customs were considered to be a challenge by 12.6% of respondents.

Table 21 Culinary challenges faced (N = 183)

Responses Percent of
n Percent Cases
Stirv)lce quality issues (professionalism, friendliness, promptr 67 12 2% 36.8%
Language barriers (with service staff, and language & clarity 76 13.8% 41.8%
on menus)
Food ser\_/ed lacked in quality (taste, freshness, aroma, 85 15.5% 46.7%
presentation)
Hygiene conditions within or outside establishments 75 13.6% 41.2%
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Perceived hygiene conditions of food 47 8.5% 25.8%

Atmospherics (temperature, decor, noise, etc.) 47 8.5% 25.8%
Food being too hot 24 4.4% 13.2%
Cultural challenges (e.g. eatimgth hands, sitting on the floor) 23 4.2% 12.6%
Lack of diversity in culinary establishments 32 5.8% 17.6%
Lack of diversity in menu offerings 9 1.6% 4.9%

TOTAL 550 100.0% 302.2%

5.5.3 Recommendation for culinary tourism

In reference to recent effaron the part of the Ministry of Tourism, India, as well as tour operators to

boost culinary tourism as a niche market segment, respondents were asked whether they would

recommend India for culinary tourism. The results (Figure 16) reveal that a majdrityr e spondent s 06
(86.3%) opinion on the question posed were positive (that is, they either somewhat agreed, agreed or
strongly disagreed). Of this percentage, 26. 1% i

33.8% fsomewhat wouldracgmnmerddndia forlecuinary tounisany A total of 13.7% of

Figure 16. Recommend for culinary tourism (N = 183)

Strongly agree— 2.40

Bgree— 54.43%

Somewhat agree— 9.51%]

Somewhat disagree—] E.QQ

Disagree—{ .37

Strongly disagree—j0.00%)]

|
0 10 20 30 40

Percent
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respondents disagreed that they would recommend India for culinary tourism, with 9.3% of the total

respondents fAsome¥hafdids sqogeeieng@ o, Mone of the r
when questioned whether they would recommend India for culinary tounighe next sutsection, the
correlation between the concepts of satisfaction and behavioural intention, thathieditebd

recommend for culinary tourism is empirically established.

5.5.4 Correlation between overall satisfaction with culinary establishments and likelihood

to recommend for culinary tourism

The Fishero6s Exact test wesecwaduatedrtreldéeienmbe
overall satisfaction (attribute 19 in the associated Likeale) with culinary establishments and their
likelihood to recommend India as a culinary tourism destination. Both sets of ordinal variables were

collapsed into dichotomous variables representing agreement and disagreement responses.
The following are the null and alternative hypoth

Hi: There is no correlation bet ween peaienepancth dent s o

their likelihood to recommend India for culinary tourism.

Ha: There is no correlation between respondentso

their likelihood to recommend India for culinary tourism.

The results of the 2x@rosstabulation are displayed in Table 22. A majority of respondents (94.3%) who
agreed to the statement that they were overall satisfied with culinary establishments in India were also in
agreement that they would recommend India for culinary tourddlitionally, amongst the respondents

who agreed that they were satisfied with culinary establishments in India, 94.9% also agreed that India
had the potential for culinary tourism. It is noteworthy that 5.7% of respondents who were overall
satisfied withculinary establishments felt that India did not have the potential for culinary tourism.

Amongst the respondents who were not satisfied with culinary establishments in India, a majority
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(68.0%) also felt that India did not have the potential for culitauyism. Such respondents also

constituted the majority (65.4%) of respondents who disagreed that India had the potential for culinary
tourism. Surprisingly, 8 respondents (or 4.4% of the total respondents) believed that despite having less
than satisfatory experiences at culinary establishments, India did have the potential to develop culinary

tourism.

Table 22 Crosstabulation results of overall satisfaction with culinary experiencesersus recommendation for
culinary tourism (CT)

Overall satisfied with Potential for Culinary
culinary Tourism (CT) Total
establishments Disagree Agree

Count 17 8 25

Disagree Expected Coun 3.6 21.4 25.0
% within Overall Satisfied 68.0% 32.0% 100.0%
% within Recommend for CT 65.4% 5.1% 13.7%
Count 9 149 158

Agree Expected Count 22.4 135.6 158.0
% within Overall Satisfied 5.7% 94.3% 100.0%
% within Recommend for CT 34.6% 94.9% 86.3%
Count 26 157 183

TOTAL Expected Count 26.0 157.0 183.0
% within Overall Satisfied 14.2% 85.8% 100.0%
% within Recommend for CT 100.0% 100.0% 100.0%

Theresults of th& i s h e r e redealea thdt-value < .05) = .000) which indicates that
the test was statistically significant and the null hypothesis should be rejected. In other words,
respondets who were overall satisfied with culinary establishments were also likelihood to recommend
India for culinary tourism.The result of a Fisher Exact test to determine the correlation between the
noverall good qualityo lkelidloodtomreconurierdifoncelindaryroargsra at t r i
also yielded a positive correlation between the two variaples@5). Therefore, respondents who had a
positive image of Indian cuisine were also more likely to recommend India for culinary tourism.
Crosstabulations were also run between demographic data (specifically, age bracket, region of
residence, highest level of education, and income level) and results for likelihood to recommend to

ascertain potential correlations between the respective categarnizdlles and the behavioural intention.
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However, the small sample size was a deterrent in determining statistically significant correlations. The
same issue was experienced for citagsilations between other variables such as frequency of visits,

purpase of trip, and frequency of eating Indian cuisine.

5.6 Cuisine knowledge

Respondents were asked about the sources through which they acquired knowledge of Indian cuisine.
The results of the multiple response question (Table 23) reveal that a ynafjoespondents (105, or

57.4% of total responses) derived their knowledge of Indian cuisine from Indian restaurants in their
country of residence and through warfdmouth. Travel collateral, magazines and guidebooks, and food

and travel shows on teleion (25.7% and 24.6% respectively) were also noteworthy sources of cuisine

knowledge.
Table 23 Sources of knowledge of Indian cuisine (N = 183)
-~ Responses Percent of
Sources of cuisine knowledge
n Percent cases
Indian restaurants in country of 105 28.5% 57.4%
residence
Social media, travel review websites, 31 8.4% 16.9%
online forums
Websites promoting India tourism 28 7.6% 15.3%
Through a cooking class in country of 8 2.2% 4.4%
residence
Travel collateral and guidebooks 47 12.7% 25.7%
Food andravel shows on television 45 12.2% 24.6%
Word-of-mouth through friends and 105 28.5% 57.4%
relatives
TOTAL 369 100.0% 201.6%
The i mpact of interactive online media and I ndia

knowledge of Indan cuisine was less than expected (16.9% and 15.3% respectively). Finally, cooking

104



classes in respondentsd countries of residence ha

respondents).

Finally, respondents were asked to rate their knowledgjed@tn cuisine based on their culinary
experiences while travelling to India. The results are depicted in Figure 17. The following were the

statements or guidelines associated with the rating scale:

Poor: | barely tried Indian food and am still unfarail with the cuisine

Fair: | tried it occasionally while in India, however am still relatively unfamiliar

Good: | have tried Indian food a few times in India and am familiar with a few dishes, regional variations,
ingredients, etc.

Excellent | enjoyedindian food numerous times while in India; familiar with several dishes, regional

variations, ingredients, etc.; also may know how to prepare a few dishes

Figure 17. Cuisine knowledge based on culinary experiences in India (N = 183)

Exrellent— ISS 52%
Good— |41 53%
Fan—y 20.22%
Foor— 2.73%
T T T T T
o] 10 20 30 40 a0
Percent

A majority of respondnts felt that their knowledge of Indian cuisine based on their culinary experiences
in India was good to excellent (77.05%), with 41.53% of respondents considering their Indian cuisine
knowledge to be good and 35.52% considering their cuisine knowletdgeetacellent. About orifths

or 20.22% of respondents still believed their Indian cuisine knowledge to be fair, based on their culinary
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experiences in India. A small percentage of respondents (2.73% or 5 respondents) believed their Indian
cuisine knovedge to be poor in firdtand travel experiences in India.

Results of data analyses conducted using the statistical software, SPSS were presented in this
chapter. The results were presented in a similar order as the items on the questionnairee And wer
derived through descriptive statistics (frequency distributions, frequency histograms) as well as inferential
statistics (tests of comparison and correlation). The next chapter features a detailed discussion of the

results and their implications.
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CHAPTER 6

Discussion

This chapter features a detailed interpretation of the survey results presented in the previous chapter. It is
broadly divided into two sections. In the first section, the survey results are analysed with rabpect to

research questions enumerated in Chapter 1, with an emphasis on the central concepts ofithis study

cuisine image and culinary satisfaction. In the second section, the results are explicated using a wider

lens. Specifically, this section includegth st udy és i mpl i cations for cul i n:

of culinary establishments, and academia.

6.1 Discussion of survey results

The five divisions in this section mirror the layout of chapter five and the questionnaire, excluding
demographics Specifically these are, a) trip characteristics, b) culinary behaviours, c) cuisine image
including a discussion of comparison between Indian and Thai cuisines, d) satisfaction, which includes
discussions on the challenges faced by respondents andmeodation for culinary tourism, and e)
sources of cuisine knowledge and respondents opinion on their cuisine knowledge based on culinary

experiences in India.

6.1.1 Trip characteristics

Recent statistics indicat ddestihationisinasdendadcs. Welb si t i on
planned and globally implemented marketing initiatives sud¢hasdible Indig product development,

better linkages with the West and increased spending on infrastructure have all played a key role in the
increased ppularity of India as a lesiure travel destination. Due to its growing economy, India has also
become an important destination for global business travellers. However, for most of the respondents,

this was their first visit to India. Moreover, most bétrespondents were travelling to India for leisure, a

probable result of the data collection locations chosen (that is, at tourist attractions) Admittedly, it was the
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researcherds intention to garner a theginaybenmorg of r e
conscious about the food aspect of their travel than business travellers.

More than half of the respondents admitted that experiencing local cuisines was one of the top
three activities they enjoyed in India. This is an encouragingnfirid light of common perceptions and
concerns relating to hygiene, levels of spiciness, and menu fatigue. The only activity that was enjoyed
more than indulgence in local cuisines was visitation to historical monuments, museums, and attractions.
Foreigm travellers to India have always appreciated |
to shop for traditional handicrafts, garments, and art. These activities continue to be popular, as revealed
in this study. Long known as a centre afitgmality, India is fast becoming an important destination for
travellers seeking solace and rejuvenation through holistic health and wedllated activities. Such
travellers tend to seek authentic, holistic experiences that lend themselves &inadegree of cultural
immersion. Therefore, it is not surprising that culinary experience was a prominent feature of
respondentsd travel s.

What is unclear however, is the role of prior expectations in the way respondents evaluated and
ranked the actities they enjoyed whilst in Indidt can be argued that a key reason for the majority of
respondents to consider their culinary experiences to be one of the most enjoyed activities was that the
guality of their experiences exceeded the prior expectatiofisiction of preravel perceptions,
especially in the case of firitne visitors) they may have had. This relationship has been widely
established in previous studies (Nam & Lee, 2011; Matos et al., 2005; Wong & Dioko, 2013). As an
example, prior peeptions that Indian cuisine, irrespective of regional variations is hot, may have lead to
expectations that mirror such a perception. However, travellers may have discovered that not all

preparations or regional cuisines are hot.

6.1.2 Culinary behaviours
Most of the travellers surveyed stated that they frequently enjoyed local cuisines. This is an encouraging

finding, considering the plethora of international cuisine options available to travellers to India. The
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respondents that claimed that they dad try out local cuisines on a frequent basis, offered the following
explanations:
An Australian respondent visiting a friend in India testified,

Finding places that seemed accommaodating for tourists was limited thus we stayed clear from
what we didnot know. We experienced some Indian food at the courtesy of hosts when visiting
various people/places, without this | would not have seeked out to try Indian food.

The respondentdéds predi cament may be gardlessofhat many
travel behaviours and tendencies may experience because there is a dearth etémtrisroulinary
establishments at many tourist spots in India. For instance, the areas surrounding such key tourist
attractions as th€aj Mahal Charminar(in the city of Hyderabad), and Red Fortlad Quilain Old
Delhi are amongst a plethora of other wadlited tourist attractions with an absence of hygienic culinary
establishments. Two more respondents offered explanations for their reasons fonguatérjocal
cuisine on a frequent or occasional basis. Both respondents alluded to the common perception that Indian
food is spicy (in this case, used interchangeably
laconically statedi Our f a miolty | d kAefgststimeé business traveller to India agreed,
asser t |camoteéahspidy fodd and do not like curry.

The most frequented types of culinary establishments werstiading Indian restaurants, with
four-fifths of the total repondents claiming to have visited these. Visiting these, and all the other types of
establishments to that matter (with the exception of restaurants located within hotels), would require the
traveller to venture out of the environmental bubble of thelhd®oadside establishmentsdirabasand
streetfood vendors were also popular food choices. Indian restaurants within hotels received second
highest visitation. Most three to fisgar hotels in India contain atleast one-&dtvice restaurant and
hence are a convenient and perceivably, safe dining option.

As stated earlier, dhabas are theserticedi an equi v
establishments that are usually situated on highways or along busy urban streetdodsitreidors i@
distinct from dhabas because they sell snacks or Indiafofadfare as opposed to filedged meals.

These being popular food choices indicates, albeit at face value that international travellers to India are
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eager to experience local foods in isgf$ that may not be tourisentric and that have questionable
hygiene standards. However, the caveat that information on the types of foodstuffs purchased (travellers
may have primarily purchased packaged foodstuffs from such establishments) astdtdsdhments is

unavailable, is important to acknowledge.

6.1.3 Indian cuisine image

The results indicate that the perception of Indian cuisine was overall positive. While such a deterministic
inference was not the intention of the study, it may b&ulf® marketers looking to develop culinary

tourism in India (further discussed in section 2 of this chapter). Certain attributes received higher
agreement frequency scores than others. A discussion on the attribute perception trends revealed in the
results comprises the remainder of this-selotion.

From the perspective of the attribdteh e me |, Aitasted, which encompass
spiciness (synonymous with flavour), and heat, it was found that Indian cuisine was perceived in a
positive light. Globalisation and migrant diaspora in major metropolitan areas around the world has lead
to the spread of ethnic cuisines from virtually every corner of the world. Most Western cities are replete
with Indian restaurants which is resulting ingtewing popularity. Therefore, the strong perception that
Indian cuisine is tasty, fresh, and spicy, is unsurprising. The use of a myriad variety of spices is
synonymous with Indian cuisine. So is the use of fresh ingredients (seasonal producealgditio
purchased at the local markets, which explains the perception of cuisine freshness amongst the
respondents.

Indians and those familiar with the regional cuisines of India would agree that the Western
perception (as confirmed in this study) abowtidm cuisine being hot is a fallacy. The regional cuisines
that are noted for the abundant use of chilliedvatabari (cuisine of the state of Keralahettinad
(from Tamil Nadu) Andhrite(from the state of Andhra Pradesh) and those from certaingaitsrth

India. Several regions, particularly cuisines of the states of Northeast India, which are heavily influenced
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by Chinese and Tibetan cuisines, and Gujasae not noted for their levels of spiciness. It may be
argued that the spices used initmdcooking has a titillating effect on the pallette which tends to be
mi sconstrued for the Ahoto perception. AHeat 0 i n
sensation on the skin and mucuous mdymi®83gara 3)., i ncl
It is a particularly nebulous attribute because its acceptability may be predicated on individual taste
preferences.

From the perspective of other sensual aspects of food, namely smell and sight, it was found that
the survey sample wsaverall in agreement that Indian cuisine was both aromatic and visually appealing.
I n particular, the attribute fiaromaticodo received
is conceded that visual appeal of the cuisine may be highbndent on factors unconnected to the food
itsel f. Al though the use of various types of gar
of dishes (which may differ across establishments), the aesthetic quality of tableware used to serve food
and the overall ambience of establishments may also be at play here.

The attributet heme t hat included more abstract el ement
and exotic) also received overall positive responses. The uniqueness of Indianncajsbesattributed
to the spices, fruit and vegetables, grains, and cooking methods that typify the cuisine. Because of the
many explorers and invasions that have stamped their influence on mtagdéndia, many of the
countryds r egiimammdstryofthe iegioassof thee avorld suthas Mongolia, Persia,
China, and Western and Southern Europe in terms of the ingredients used, cooking methods employed,
and styles of cooking. This, in addition to high degree of climate variability (andaquerstly a range of
indigenous spices, produce, and meat sources) has also lead to an incredible cuisine diversity, which was
acknowledged by the study sample.

The attributet heme t hat received the fewest number of
specf i cally Ahealthy/nutritionally balancedd and fAe

attribute may be reflective of a universal perception that Indian cuisine is synonymous with rich curries,

12 Although there are exceptions such askhthiyawadicuisine which is hot even by Indian standards.
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deep fried snacks, and sudaden sweets. Is maintained that Indian food prepared domestically tends
to be much healthier and more balanced as it tends to feature the major food groups, is cooked fresh in a
limited amount of oil, and is not dominated by meat.

There is a common perception thadibn food is difficult to digest. The prolific usage of spices,
chillies,andghee( c| ar i fi ed butter) can arguably result in
AiDel hi bel | yo. -thirda of the respandamts eehbeyl the pereppkiat prolific usage of
the aforementioned ingredients was detrimental to their digestive functions. Therefore, altheugh two
thirds of the respondents agreed that Indian food is easily digestible, (although a significant percentage of
agreementresponsiéss o mewhat agreedod suggesting that a major
digestive properties of the cuisine) it was the attribute that received the least number of agreement
responses. ltis felt that the perception that Indian food is nobtiducive, is unjust in lieu of the
abundant use of spices and chillies and refrain from usage of processed ingretiesgsfactors have an
ameliorative effect on digestion (Try Ayurveda, n.d.).

The attribute, fAexot i c wuingaeteweddavowavte hespinses,rangr i si ng
arguably the most esoteric of the noveltyated attributes because they represent perceptions that are the
most likely to vary from individual to individual. In other words and as an example, a foreign traveller
from SouthEast Asia may consider Indian cuisine to be less exotic and surprising than a traveller from
Europe. It is maintained that the difference between these two attributes is subtle, albeit crucial. The
adjective fAexot i c o rmsafegleeofdifferancesbptwearecultural artéfactsofat e
distant country in relation to the country of reference which is to the observer, out of the ordinary and
unusual, and therefore, striking. expéctdtionspndpriori ngo,
familiarity with a certain aspect of an exotic culture.

Price is a key determinant of a productds i mag
with that product can be conceptualised in terms of the price pageMidsqudity. Price can be
especially important in travel scenarios because travellers are typically on a limited budget. Furthermore,
food expenses consititute a substantial portion travel buddetsefore, the finding thaespondents
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perceive Indian cuisin® be highly favourable from both a price and value standpoint, bodes well for
culinary tourism initiatives planned by the Ministry of Tourism.
Finally, respondentsdéd overall perception of 1In
which as an aibute, represents an amalgam of the fourteen preceding attributes, was overwhelmingly
positive. The results echo findings from a study on the perception of Asian foods (including Indian)
amongst American patrons of ethnic restaurants in their countegidience (Jang et al., 2007) which
revealed that the attributes considered favourable were taste, edibility, and aroma while those
recommended for improvements were quality, freshness, digestibility, visual appeal, healthy, and

attractive.

6.1.4 Comparison between Indian and Thai cuisines

A comparison between Indian and Thai cuisine was incorporated into this study with the intention of
empirically ascertaining perceptual differences b
indicate thatrespahe nt s 6 perception of both cuisines was f a
statistical difference between the two Likert scales. Both cuisines are highly internationalised and are

staples in the restaurant landscapes of major metropolitandfities world. The finding of this study

also echoes the results of a study by Kellogg Institute of Management which revealed that Indian and

Thai cuisines are respectively, the fifth and sixth most liked ethnic cuisines.

Perceptual differences, albsiibtle did exist on an attribute level, however. From a statistical
significance standpoint, the attributes that were perceived more favourably for Indian cuisine were
Aspicyo, fAaromatico, Auniqueo, Adi v presedidgthefii nexpe
attribute dimensions of taste, smell, price, novelty, and holistic criteria. The attributes that were favoured
from a Thai cuisine perspective were fieasily dige
appealingbo.

It is impottant to note here that the objective of comparing the two cuisines was not to derive
definitive conclusions as to which cuisine is perceived more favourably than the other. Rather, the
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intention was to provide a reference point for inferring the restiltel@n cuisine perception. In spite of

the statistically significant attribute differences mentioned above, no practical conclusions can be drawn
based on calculations of effect size. In other words, although each of the cuisines received statistically
significant different responses on particular attributes, it would be impractical to drawslsedad

inferences beyond the survey sample and thus may not reflect the perceptions of the wider population.

6.1.5 Culinary satisfaction
Theresultsindicatt he r espondentsd opinion on satisfaction
to be overall positive. Satisfaction levels may be an antecedentivépetexpectations which in turn
could be influenced by such factors as Indian cuisine expegs in establishments outside of India,
opinions or information received by weod-mouth, and through sources such as social media, television
shows, and literature. As an example, in the context of this studstjrfiestravellers to India were
heavly influenced by worebf-mouth travel accounts Such accounts may have included opinions on
unsanitary conditions in many Indian culinary establishments and their consequencies (particularly
travellerés diarr hoea an dt-hdnd exgeriepced irslradia may ave Howev
exceeded prior expectations. Consequently, they may feel that expected and experiencedeigtgidne
challenges notwithstanding, they were satisfied with this aspect of their culinary experiences.

Satisfaction witrculinary experiences was measured in terms of five dimensions: a) service, b)
food quality, c) diversity and authenicity, d) hygiene, e) atmospherics, and f) overall attributes. The
dimensions that received a higher frequency of satisfaction scorefoadrguality, diversity and
authenticity, and overal/l criteri a.-stateriehtewithiraj or i t vy
these dimensions. Although responses for the dimensions of service, hygiene, and atmospherics were all

polarised towardthe positive, the frequency of agreement responses was lower (a majority of

3 As confirmed by a crostabulation of frequency of visits to India and information sources contributing to cuisine
knowledge. Specifically approxinedy 54% of firsttime travellers to India confirmed that weod-mouth was a
key source of cuisine knowledge.
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respondents Asomewhat agreedd with the associated

attribute theme are now presented.

Service Attributes within the service diemsion can be further segregated in terms of service staff

competence and the quality of service. In both respects, the frequency of respondents that definitively

agreed (that is, either Aagreedo or sttompeatetyl y agr e
satisfied with service |l evels and staffods abiliti
isomewhat agreedod). | -thipd® of respandehts/reportedthartrex disageeede | 'y o

with servicerelated attribute atements concerning staff cleanliness and professionalism, and their ability

to explain menu item$ Concerns regarding staff cleanliness and professionalism may be dependant

upon the type of establishments primarily visited by respondents. Such canegrnst relate to staff at
establishments within hotels, particularly luxury hotels and Westerfoiedtestablishments because

luxury hotels as well as Western ffgbd chains tend to have comprehensive staff training programs

which inculcate qualitiesuch as professionalism (in terms of attire and demeanour), consistency (that is,
standardised service delivery), and product knowledge. This is often not the case at independent (and
frequently, familyrun) establishments. The overall satisfactionlewéth respect to service helpfulness

and friendliness, and dependability and consistency were higher. However, the most popular response
choice for these attributes remained fisomewhat ag

completely atisfied with the service dimension of their culinary experiences.

Food quality. Food quality was represented by the attributes of taste, freshness, visual appeal, and
nutrition level. All four attributes received convincingly positive results wiir@gdmately fourfifths of

respondents agreeing with the attribute statements. However, opinions on the former three attributes were

14 Addresses aspects pertaining to ingredients in dishes, preparation or cooking styles, the characteristic flavours in
various dishes, degreestaat (through use of chillies), suggested food (type of bread, rice, salad, etcetera), and
suggested beverage (alcoholic or fadcoholic) accompaniments.
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more positive as indicated by the the most popular response to these attribute statements, which was

fagr eeo. spohdemtshwere ip hgreensent overall that the nutrition level of food available during
their trip was satisfactory, the most popular res
respondent sé satisfacti on dsppndiad attributes onghe indian tuisinee wi t
image scale, namely taste, fresh, visually appealing, and healthy/nutritionally balanced. This trend

reinforces the influence of image or perception on satisfaction levels and vice versa, as also indicated in

Matos et al . 6s (2012) on conceptual mo d e |

Diversity and authenticity. Both diversity and authenticity are considered to be important predictors of

satisfaction (Jang et al, 2012; Tsai & Lu, 2012). Respondents confirmed that they were satisfied with the

cuisine diversity dimension of culinary satisfaction. Their overall satisfaction percentage was over 80%

with the most popular response being a definitive

Kolkata, Bengaluru, and Chennai are cultural mglfiots and therefore boast a variety of regional

cuisine establishments. However, most tourist centres are either in or in close proximity to smaller towns,

or remote locations. The question of whether respondents experienced different cuisinegpivlitaptro

cities or smaller locales is less significant than the revelation that most of them felt that they did sample a

variety of regional cuisines. This is a positive finding considering that there is a profusion of

establishments that serve standartidn (mostly Nortiindian and select Souindian dishes),

Al ndi ani sedd (albeit delectable) Chinese, and sel

asMclLeodganj, UdaipurandRishikeshare just three of a plethora of other exampl&shding cuisine

diversity can be tedious for travellers interested in experiencing the nuances of local or regional cuisines.
Authenticity is a nebulous concept in tourism especially with respect to cultural artefacts such as

cuisine. This is becauseisimes constantly evolve as a result of external cultural influences, changing

climatic conditions, availability of ingredients,

perceptions of authenticity. Perceptual differences notwithstgnaiapondents felt that they

experienced authentic Indian cuisine through their travels. Despite a growing prevalencéndiaron
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cuisine restaurants and Westernfastd establishments, Indian cuisine establishments throughout India

remain authentia terms of ingredients used, cooking styles , and flavours.

Hygiene. Attributes within this dimension were segregated in terms of food hygiene, exterior and interior
hygiene conditions, and cleanliness of service apparatus.results of this dimerai were in

accordance with prevalent concerns regardingpswlsanitary conditions in culinary establishments in

India. The fear of contracting a foddrne illness whilst on vacation can be a key deterrant for travellers
seeking to sample local cuisin@gohen, 1986; Cohen & Avieli, 2004). Although a majority of

respondents were satisfied with hygiene conditions, approximately 40% (across all for attributes) of
respondents felt unsatisfied about the hygiene conditions they experienced in culinaishestaibé. Of

the 60% t hat agreed with the attribute themes, t h
evident that respondents were not confident about hygiene conditions in culinary establishments which is

in line with assertions made by ttmirism research community in India (Chandrasekhar et al, 2009;
Choudhury et al., 2011; Sheth et al., 2011). It

regarding hygiene conditions would have varied by culinary establishmeft type

Atmospherics. Atmospherics can be measured in terms of the interior and exterior of establishments (the
former not applicable to strefiod vendors). Ambience is considered to be important an element of

dining satisfaction because it is linked to the emotionsrexpeed by patrons (Ladhari, et al., 2008).

Although a majority of respondents were satisfied with the aesthetic aspect of the interior and exterior of
establishments, the most popul ar response of fAsom
establisiments include such aspects as lighting, sound or music, smells, decorations, and items on tables
(such as, tablecloths, place mats, tableware, and decorative pieces). The visual appeal of the exterior of

establishments may be influenced by the facadH, itee quality of the surrounding area (for example,

'* Establishments within hotels are arguably more diligent about maintaining hygiene standaroadbigie
establishments.
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the exterior of a restaurant in the affluent Greater Kailash neighbourhood in Delhi, may be considered
more appealing than an establishment in a boisterous Old Delhi gully). Visual appeal of tbesaxiayi
be heavily influenced by perceived hygiene conditions of the surrounding environment, which is
addressed in the previous discussion on hygiene satisfaction.

Overall, respondents felt more positively about the perceived authenticity of décor of
eshblishments. Authenticity is a mullimensional attributeaside from the product (food) aspect, it can
be viewed in terms of such aspects as ambience, type of tableware used (for example, food served on a
plantain leaf versus a plate, provision of etlversus eating with hands, etcetera), and service style (for
example, individual portions versus communal portitimlj style of service, etcetera). However,
Western implements and tableware such as spoons and forks, and plates and bowls are n@wenuch
prevalent than traditional service styles (in part due to the British colonial influence). As with food
authenticity, one individual ds contextwualisation

anot her i ndi vi dwarhpodlationrofehisalement ofghe suvey tonfimed to conjecture.

Overall attributes. This dimension incorporates the elements of price, conceptualised in terms of the
more holisticat t ri but e, fival ue for mo n e ydasents anrahalgénoof the a | | S
eighteen previous culinary satisfaction attributes. Results for both attributes were resoundingly positive
with the most popul ar r epl-yalubdvarialnegthefresudts irdieade.that 1| n t e
respondents fethat they got a fair price for meals consumed during their trip. Considering that food and
beverage expenses constitute a substantial percentage of the trave(Metiredind Cerovic, 2003; Ryu
& Han, 2010; Tikkanen, 200yt is a favourable findingFinally, the respondents revealed that despite
some of the challenges they faced (which are discussed in the next section) and lower satisfaction
frequencies for the attribute dimensions of service quality, hygiene, and atmospherics, they were satisfied
with their culinary experiences in India.

It is important to contextualise the above discussion in terms of the considerations of image, prior
expectations, and establishment type. In terms of image, it is argued that the image respondents held of
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the aisine may have influenced their satisfaction levels with culinary experiences. This contention is

evident in the conceptual model on image formation and satisfaction proposed by Matos, et al. (2012)

which was presented in Chapter 2, and which formsdheeaptual framework for this study. Conversely,

it is also conjectured that image formation and satisfaction is a reciprocal relationship, also echoed by Chi
and Qu (2008) . That i s, respondent s6 eanpfieati enci e
on image formatioii specifically, the affective image. In other words, the two processes may be

intertwined in such a way that identifying the whether antecedent prior image was an antecedent of
satisfaction or vice versa would be onerousinpgint.

Expectations are purported to be an i mportant
with a particular travel experience. Mat os et al
expectations as an antecedent of satisfactiothelicontext of this study, it may be conjectured that the
sampl edbs overall satisfaction | evels were a resul
the pretrip notions or expectations they may have held regarding the culinary expethatcaasaited
them. Itis a premise also echoed by other researchers (Ardabili and Daryani, 2012; Hui et al., 2007) who
maintain that satisfaction is the result of an experience exceeding expectations. Thus, the salient role that
expectations play in pegtved satisfaction, underscores the importance of creating a positive induced
cuisine image. This could be achieved by dispeling some of the common Indian cuisine misconceptions
such as excessive spiciness of food, inevitable digestive difficulties opsaraption, and the curry
being the primary preparation style.

Another consideration for the interpretation of the results is of establishment type. It is argued
that the scores were heavily influenced by the types of establishments visited by responent
dimensions of as quality of staff and service levels, authenticity, hygiene, atmospherics, and price vary
substantially by establishment type. Hygiene is a primary example of an attribute that would garner
markedly different levels of acceptariz@sed on the type of establishment in question. Establishments

within hotels are perceptually more sanitised than roadside food stalls and issues relating to lack of access
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to safe water, sanitary services (Choudhary et al., 2011), and low awarenestfrggractices are

widespread (Bhasin et al., 2009; Sheth et al., 2011).

6.1.6 Culinary challenges faced by foreign travellers

At the onset, it is important to recognise that most travellers, particularly to developing destinations such
as India, malye expectant of facing challenges during their travel. Furthermore, challenges faced may not
necessarily deter from their perception of the quality of the overall travel experience and in many cases
represent the novel ty emndencyforaaoghbbic or nédophglivcalindrye r s & dom
experiences may govern the degree to which they enjoy the cuisine in India. The more neophylic
oriented traveller may be more likely to try out less towsitric establishments such as roadslicigbas

and steetfood vendors whereas the more circumspect traveller exhibiting less neophylic tendencies may
confine himself to less adventurous culinary settings within luxury hotels and other expensive
establishments. For the latter type of traveller, cuisine er@ayin a tourisatentric culinary

establishment, as coined by Cohen and Avieli (2004) may suffice from a cultural experience standpoint.
Such a traveller may be faced with less daunting challenges and consequently less risk, as compared to
the more advednrous neophile.

Another consideration of particular importance is that of the effect of the overall travel experience
in perceived satisfaction levels with individual aspects of travel (such as, cuisine, transportation,
hospitality received, etceteraRimmington and Yuksal (1998) citing Ohja (1982) claim that the link
between challenges faced and satisfaction may not beseént because variables such astpreel
expectations and overall quality of the travel experience can play an importantrrolet r avel | er s 6
satisfaction levels with specific aspects of the travel experience. In other words, a traveller who is
satisfied overall with the travel experience to a certain destination may also be satisfied with specific
aspects of the destination siahaccommodations options, quality of cultural experiences, or the
availability of pristine natural surroundings, even if she experienced some challenges with these
aforementioned aspects.
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The results revealed that the primary challenges in descendiegad frequency of respondents
were that of language barriers, hygiene conditions within and outside establishments, service quality, and
clarity of menus with each of these challenges garnering more thanbbrier ds of t he sampl e«
The othemoteworthy challenges were that of perceived food hygiene and atmospherics. About one
fourths of the total respondents felt that both these considerations posed challenges to culinary enjoyment.
Contrary to the resear c hnentdwrsiyanp botfood didnotposeac ul i nar
significant challenge. The latter may be attributed to a trend towards a broadening of palettes and taste
preferences for hot food. The ubiquitous maititural menu particularly prevalent in tourist regioresw
not considered to be notable challenge; a finding
The most oft cited challenge was that of food quality (in terms of taste, freshness, aroma, and
presentation). At face value, this result cadicts the finding that respondents were overall satisfied
with food quality in terms of taste, freshness, and visual appeal. However, this finding may be justified
when viewed in terms of the novelty seeking behaviour of most travellers to Indiatelofsptonomic
liberalisation, improvements in infrastructure, better connectivity with international feeder markets, and
recent tourism awareness campaigns, India is still an emerging travel destination. There may be an
inherent perceptual risk elementthe travel experience (in terms of personal safety, contracting food
borne illnesses, and threats of terrorism and civil unrest). Thus, there may be a predetermined expectation
of imminent challenges, particularly in the realm of food experiences asatistaction levels may not
be adversely affected by the challenges faced by travellers. Moreover, some travellers, particularly those
with a propensity for adventure and who are prone tetaiking behaviour, may equate challenges faced
to the overalkatisfaction they experience. In other words, and in a culinary context, these neophylic
travellers may experience higher satisfaction levels if they were faced with challenges. Comments
offered by respondents were particularly illuminative of the nuaaoteulinary challenges faced. These
are now discussed.
Although food quality received a high percentage of satisfactory responses, it was also a common
challenge. One particular comment offers an indication of the nature ofdkdt challengesfifood
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too greasy and full of sauces not embamgdhuanpei et y,
barrierso and fAhygiene conditions within or outsi
evidence by one respondent who testifitsstandads of cleanliness and service are just very different in

different cultures. But just because things are not quite up to an American standard (for instance) doesn't

mean that it' s Another respandett, a ®omanian keisure gravellereglbygiene
and service as issues, statingfhat he pr obl em i s not the food, whi ch
service of the restaurant staffo.

Hygiene standards within and outside establishments were a common concern as evident from the
following commentfil usually felt the interior of restaurants were clean, exteriors were not necessarily
clean. Appearance of employees generally good. Not sure if kitthens met up to the expectation of the taste
of t h e Anbtioeotih\elier testified) [ w] e led acrase lmdia and depending on where you went
toeat(e.g.aholeinthewallromli de restaurant) it was definitely
and dirty cut | er heasgettaf osddhgiemdicited emphati¢ respoaseschias,
Aupset <SOnlpabheucondddurt hs of respondents attested t ha
f oodo wa s i asurprisiaglrdvedatiog. eAnother respondent, a frequent traveller to India had
contracted bacterial infection and foodgmiing during three out of four visits. Yamother respondent
alluded to the hygiene aspect of eating in India, concedingithath i | e | really enjoyed
experience, | was OFTEN VERY sick after eating and therefore had to greatly limit myechod .
However, the following comment may be suggestive of why the percentage of respondents that felt food
hygiene to be a concern was IaW:loved Indian food in India, despite getting very sick from some of my
experiences with ito.

Personal observatioas well as research studies indicate that food hygedated concerns
especially amongst foreign travellers to India are justified. Studies have revealed low levels of hygiene
practices particularly amongst operators of food stalls and roadsidaststadits. For example, Bhasin
et al. (2009) found that street food vendors in East Delhi are negligent about basic cooking hygiene
practices including washing hands, using clean utensils for cooking and storage, storing food in covered
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containers, usingifferent utensils for raw and cooked food, using clean water, and using-titbsed
garbage cans. Personal hygiene standards were also found to be unsatisfactory. Other research studies
have indicated that such issues are not exclusive to streed foamtsjeamdemographic that is often
illiterate and not knowledgeable about about the repercussions of their unsanitary food handling practices.
A study carried out in the Western city of Vadodara indicated similar hygeaged concerns in the
ci t y 6mestasirants|(Sheth et al., 2011). This issue is not localised to certain regions of India either,
as evidenced by several other regional studies (Malhotra, Prakash, Saga & Kishore, 2006; Sangole,
Lanjewar & Zodpey, 2002). Most studies are focused @etsfood vendors, small restaurants, and
cafeterias. However it is argued with the exception of establishments within luxury hotels, specialty
(where staff are usually wetitained in matters of food safety), and Westernfiastl establishments that
there is a low level of general knowledge about sanitary food handling practices. More concerning is the
learning that many food inspectors have a limited knowledge of basic food microbiology (Sudershan et al.
(2008) . Al t hough S udon foedhegutators specdidally t she Southerh yndidno ¢ u s e
state of Andhra Pradesh, it is argued that this may be a pervasive issue in India as a whole.

AService quality issueso and ficlarity of menus
approximatehonethirds of the total respondents. While the former challenge has been discussed in
section 6.1.5, the latter refers to issues surrounding menu clarity. This may include ambiguity regarding
such aspects as clarity regarding ingredients used, dedneatppreparation styles, and typical
accompaniment& The issue of menu clarity can also be linked to the previously discussed service
guality aspect of staffés ability to explain menu
street foodvendors and roadside establishment staff tend to be illiterate and have very limited to no
ability in spoken English. With the exception of fidming restaurants and establishments within hotels

that typically recruit from local hospitality collegestmining institutes, most serving staff employed by

6 As an example, and based on a personal anecdote from a restaurant in McLeodganj, a foreign traveller who was
dining with the researcher orderetiisyani (a style of Indian pilaf typically cooked with meat). It is typically @ate

with araita (a cold yoghurt condiment) @horba(a thick soup or gravy) accompaniment. However, neither the

menu nor the server acknowledged or recommending this traditional accompaniment.
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culinary establishments around the country tend to have limited schooling and fluency in English.
Therefore, the issue of language barriers including menu clarity can be significant to foreign sraveller
the country.

The percentage of respondents who considered atmospherics to be a concern was a significant
25.8%. This aspect may also include considerations of perceived authenticity of ambience and décor.
This result is in concordance with prevéoresearch findings that link satisfaction with authenticity of
ambience with overall dining satisfaction (Ha & Jang, 2010; Jang et al., P6diZ& Lu, 2013. Cohen
and Avieli (2004) alluded to the prevalence of tourisgntric culinary establishmentSeveral key
tourist sights in India are synonymous with a plethora of staddeedthat is, Indian, Chinese, and
limited Western) tourisreentric culinary establishments. Such establishments typically attempt to
provide domestic and international tr&es alike an environmental bubble characterised by familiar fare
in what are arguably banal dining settings. Regardless, décor authenticity is but one aspect of
atmospherics. Other issues such as noise, odour, and temperature are also at playtftosphearics
standpoint and it is speculated that these aforem
opinion on atmospherics being a noteworthy culinary challenge in India.

A mere 13.2% of respondents considered food heat (or spicindgsatohallenge. This,
arguably surprising finding can be contextualised in terms of prior expectations. In other words, because
Indian food is universally characterised as being hot, it is surmised that respondents having expected hot
food, mayhaved) een ready for the fAchallenged or b) were
prepared with less chillies. Either of these considerations may have been played a factor in a majority of
respondents not identifying food spiciness as a major challeng¢he®ther hand, it is also probable
that as multicultural influences expand around the world, hot food is growing in popularity. This trend
may be evident from one respondent s ( wifitai tem obyv
being inthe South with spicy foods, thermmp i cy f oods i n D#ibd&soimpogantdo wer e |
acknowledge that many regional Indian cuisines are not characterised by a generous use of chillies, and
respondent s6 o-rltaedicdims chbengesnay be fegresehtative of this fact.

124



The aspect of diversity engendered a variety of comments. An American travelling to India for
an internship appreciated the lack of diversity in menus at establishments she visited. She maintained that
fi me fatigue is very interesting, because it wasn't a challenge forlranjoyed the consistency across
menus and often found one dish (s adagnvarsaly anethe) and
respondent claimed thatthef ood i nod nlbiut i s ig® nlbetfollavingrcemnme® enoug
by a South African leisure travel encompasses two of the chalteladed themes hygiene and menu
clarity. The travell er -adsiondemorawmne,d gthaet iurbg qtuh at

| was contantly apprehensive about trying restaurants, especially outside the hotels we stayed at.
The few times that we did venture "out", we were put off by the levels of hygiene and not being
able to understand menus. Also, why restaurants especially in gpotsthave such large menus
with items from every cuisine under the sun was especially irritating. When we travel to India, we
would really like to eat as much of the local foods as possible but unfortunately often the quality
levels left much to be desite

Subsequently, the respondents were asked whether they felt that India had the potential for being
recognized for culinary tourism, based on their perception of its cuisine and the quality of their

culinary experiences in India.

6.1.7 Recommendation for culinary tourism

A primary objective for this study was to determine how likely foreign travellers to India were to

recommend the country as a culinary tourism destination. Despite the culinary challenges faced

as described in the previous section, aueding majority of travellers felt that they would

recommend India for culinary tourism. This was not a surprising overall response in light of the

finding that 86.4% of travellers were satisfied with their culinary experiences in India and that

previousr esear ch has established that satisfaction is

likelihood to recommend a particular aspect of their travels (Kim, 2011; Namkung & Jang, 2007).

To augment this closended opiniorscale question, respondents wengted to provide

comments in an opeended format. It should be noted that many of the responses garnered here have
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congruence with challengeslated comments supplied earlier. However, these comments offer a
contextually different lens through whichatlenges may be viewéddthat of recommendation for
culinary tourism in light of the probable culinary challenges a traveller may have faced. In other words,
the ensuing comments encapsulate a more holistic evaluation of whether travellers would recommend
India for culinary tourism | light of their satisfaction levels and the culinary challenges they encountered
in India.

A response from a Californian @¥niversity Dean in India on an extended sabbatical visit was
particularly eloquent and perhaps encagies the opinions of many foreign travellers to the country.
When asked if he would recommend India as a culinary tourism destination, he confessed:

The only Asian countries that | could comfortably recommend from personal experience to
Western travelles as culinary destinations would be Thailand and Japan. The variety, ingredients,
and flavours found there can be enjoyed thrice daily by a Western diner, in my opinion. Also, the
level of hospitality and hygiene in these two countries makes mealtimsistesorly safe and
enjoyabl® in multiple-star hotels to the numerous delightful street stands. Moreover, the

countriesd gener al l evel of integrity, politeness,
experience to the Western traveller. Frastelning to tales and attitudes of my fellow tourists
her e, Il ndi ads reputation pales by comparison in mos

The hygiene aspect was a prominent theme in the responses. For instance, a traveller from

Australia who was visiting for her frien6 s weddi ng stated,
It can be a bit tricky for a Western visitor to avoid getting sick in India and sometimes places were
a bit dirty. | didn't really eat meat a lot. | am not sure if the perception that Westerners have of the

risks of 'Delhi belly' are@urate but they are strong perceptions. | certainly got sick more than
once and sicker than I've ever been before.

A respondent from Spain conceded that India does have the potential to be recognised for
culinary tourism although hygiene issues may Bg@ng deterrent. She attestgbyould
recommend it, but encouraging people to NEVER have other than bottled water and NEVER
have any type of r awAGeomardtravelferralsa confimede ggi es, etc. ) 0

Hygiene standards are far below (staxddan Europe)Apart from that, Indian food is a festival of
senses, regarding freshness, spices, variety and furthermore, meat is not needed necessarily to
complete a dish, thus | strongly recommend Indian cuisine especially for European mouths.
Delicious!
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An Austrian traveller on his second visit to India lamented his inability to experience local
spontaneously and moreover, the lack of authentic establishments in close proximity to major tourist
attractions. He affirmed,

| wish | could eat food dtawker stands and other roadside dives...however it just didn't feel safe. |
think there should be some training on hygiene standards especially at food outlets in tourist spots.
Sadly we found it quite hard to find a suitable meal option just outsidedfdj. That shouldn't

be so...That said, we love the cuisine and the people!

The aspect of authencity was also palpable. One respondent favoured the propensity of culinary
establishments (particularly in toursntric areas) to modify authentic dishée affirmed,

I mainly ate in traditional houses located in the Binsar National Park and the Syru Valley. They
were prepared for the Western pallette, so not too spicy, except one time | had the local lime
pickle, which almost blew my head off, but iagva good thing.

Conversely, another respondent who was particularly irked by the strong prevalence of festeth

rest aur a perceived needto caten fer wéstern palates and that often the food presented was a
pastiche of regional styles tar than representative of local and or seasonal specialities, for example
"fresh" European f i stobeiamajodehalenDestd theienjoyreestiofdooat farest s 0
A leisure traveller from the United Kingdom made a similar observatidmgthat

I highly rate overall the Indian food | had in India, however, there was a very big disparity
between "tourist areas and the type of Indian food they served (normally average to poor quality)
and authentic Indian food in nd@aurist areas (amazg food which introduced me to amazing new
flavours and types of food).

A couple from New Zeal and echoed the aforemention

perceived lack of authenticity of toursgntric culinary establishments in India. Theyroied,

We were in India on a private tour. My husband and | are adventurous eaters. At the time we were
living in China and used to eating street food and at local restaurants (no white-paeples not

in English). Was disappointed on our India tour thattour guide would not take us to any place
more "local". In every restaurant there were more white people than Indian people. This was too
bad. | never felt like | was eating "true" Indian food.

A postgraduate student from the United Kingdom felt kinatiry hotels that catered to elite
foreign travellers, did so at the expense of authentic experiences. She stdtedthatdi a i s] such
a diverse country to comment enin down shacks serving fresh clean food with impeccable

service &top class hotelsi t h t h e The ggme redpandeat profoundly attested,
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To eat in India with a want for cultural understanding, genuine depth of experience and sense of
respect, it is inevitable that you will find yourself sitting on floors, eating off leavesrgy linds

etc. in places with no walls (never mind decor), or insmoke filled-wmaited houses or by a noisy
road inhaling pollution & dust. | think these things are to be celebrated... people expecting
constant clinical cleanliness and Western standazdrdshould not go to India. Viva la

difference!

Diversity is an integral aspect of rich cuisines. It also featured prominently in the

responses. A firsime leisure traveller on a package tour conceded,

It was very intersting to taste similar disheglifferent regions. Everywhere had it's own unique

twist on how to prepare or serve the dishes. For example a fish dish in Rajasthan was completely
different from a similar menu item in Goa. Both were very delicious though!! Indian food captured
my heartone tastebud at a time.

An Australian traveller with a fair prior knowledge of Indian cuisine admitted that the diversity

of flavours she experienced exceeded her expectations. She maintained,

The food in India surprised me with how much variety theas,vand how incredibly tasty it was.

In Melbourne, Indian places are great, but India just blew me away in terms of food, it was my
favorite thing. We ate at a range of places, and all of them were fantastic in terms of what they
offered, even the ones vdhi were less in price. The street food | loved even more than the 5 star
hotels! But, the one main thing that is a downside is that we did get sick from the food, and every
Australian | know who has been to India has also got sick from the food, in vaegnges. By

the end, everything we ate made us sick. | think this is something may be unavoidable, and just
comes from not having grown up somewhere where you need to have a strong constitution. But it
is something to be aware of, as people will be li&etylto eat places that may be riskier. | would
also like to say that sometimes | found the attitude of staff in more expensive plapatioff in

that they are overly accommodating and polite, but also not friendly (and then expect a big tip,
again, acultural difference).

The following comment incorporates the aspects of cuisine palatability, perception of quality as

well as diversity:

As a tourist it's difficult to assess what Indians might consider their best food as | heard that the
food in reshurants is not as good as food served at home. In general, | thought the food in India
was too greasy and not enough variety in flavors.

Another traveller felt similarly with respect to the (perceived) lack of cuisine diversity, stating

that

Indian food @n be good, it strongly depends on where you have it. It does not have a lot of variety
though, and the main thing is that | miss a nice, fresh salad because salads do not seem to be of
great importance in India. Furthermore, it should be noticed thatrirstiups are rather often
tasteless, poorly cooked, contain no vegetables at all places so far. Sometimes | feel that the food
could be more nutritious by just adding some fresh vegetables.

Conversely, a traveller from the United States acknowledgedath@uf diversity but felt that it

was difficult to negotiate. He declared that
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I have traveled a lot in the past and still found that | was somewhat unprepared for the diversity of
flavors contained within Indian cuisine. When | tasted the Rajastharar&iugnd Bengali thalis,

all in very famous and wetegarded establishments, | was completely overwhelmed by the
flavours (particularly the sweet flavours in all these thalis) and was unable to finish my meal. | had
much more success trying the varioaogs/parathas/dosas of the various regions, as these were
simpler in flavor and | was more able to focus on the different textures of the breads.

The common perception that Indian cuisine is dominated by curry was acknowledged by an Australian
traveller who also lamented about the visual aspect of Indian dishes.

Indian cuisine needs more explanation. Too many people just think of curry. It's not helped by

rubbish served in many Indian restaurants in Western countries. Visual presentation needs to be

improvad t oo, so often it just | ooks |ike émess on a pl
impression).

Evidently, responses ran a gamut of themes from hygiene to authenticity. However, the following
responses are noteworthy because they directheasldine primary trip motivation of culinary tourism:
Ailt's hard for me to endorse tourism to any count
benefit to visiting a place, and India in particular, but | can't relate to traveling sblelyr  flnmo d . 0
similar vein, a Canadian traveller maintained,
| wouldn't recommend the cuisine as the primary reason to travel to India: first, because it is a long
way to travel and there is very good Indian food in Toronto; second, as | would staiereipg

the culture and sights as the primary reason to travel to India. Nonetheless, the culinary experience
would definitely be a secondary reason to make the trip.

A secondtime Indian traveller from Sweden concurred, stating fhdt,a ] | t h olod@ifood |l | ov e
really don't think that is a good enough reason to go all the way to India for food is always an addition to
other activities. | would recommend people to go to visit India for it's beautiful beaches, nature and
mo n u me The fellovding stéement made by an Australian traveller visiting friends, was particularly
striking:
| was very conscious of hygiene issues during my visit and as a result feel that | deprived myself
of some of the more exciting aspects of authentic Indian cuisine asyssieet vendors, however
| was lucky enough on numerous occasions during my stay to be a guest in private homes and to
experience authentic home style cuisine that illustrated differing cultural practices and regional
specialities that | would have beenlikely to experience otherwise. As a result of these private
experiences | would suggest that as a culinary destination Indian is one of the most exciting

culinary tourism destinations possible and I fully intend to return and pursue a culinary sdbbatic
in the very near future.
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The aforementioned respondentds experience may no
India who may not be exposed to eating hawmeked meals in an Indian home. Therefore, he proposed
the following caveat wh regards to developing culinary tourism in India.

I would highly recommend India as a culinary tourism destination but one needs to be embedded

or immersed in the culture (horsgay or similar) rather than a a tourist on the fringe to see real

Indian cusine, that is one that differs markedly from the standard, Tarokydric Indian
restaurants that are a hallmark of the West.

A Spanish | eisure traveller who was a strong prop
offered a comprehensiassessment of his culinary experience in India, declaring that

It's a bit hard to generalize about the establishments, since | went to some very modern "Western"

style establishments, and others that were a completely different experience. | enjoyedymietty

every experience with Indian food (with the exception of some tasteless mush | bought at a train

station) but in terms of cleanliness and professionalism there was a wide range. | have to say that

some of the least "clednoking” establishments haamong the best food! | do agree though, that

understanding the menus can be a challenge. A friend of mine ordered butter chicken everywhere

we went but | was pretty adventerous and tried a lot of things without knowing what they were.
Pretty much everythg was delicious!

A respondent, hailing from Mexico was also strongly in favour of culinary tourism in India and was
profuse in her praise of her culinary experiences in India. She acknowledged that

My trip to India was a turning point in my culinalife! | came away feeling like my eyes had

been opened Indian food is now very close to my heart and I'm eager to learn more about

regional variations. And | LOVED eating with my hands and sitting on he floor. | loved the close
contact with the food anithe different textures.

A Canadian traveller offered a similarly flattering testimonial, statingfttfatt | he f ood i n | ndi @
phenomenal and unlike anything else | had been exposed to at the time. Going to India opened up my eyes
and tastebudstoacomnept el vy new worl d of ¢ uiAsSwiasdravellerarthisl eat r
second visit to India concedegd,] s] ome of the food experiences | enj
humble establishments or home kitchens. I've lived in Morocco and Phippime: was not put off by

someti mes quest i on.aknkllg afespgndentifram thee &BAdalsd protfenresd @n
encouragingopiniom I  t hi nk what chefs | i ke Vineet Bhatia at

reputation of Indian food inthWestt aki ng care of presentation etcet e
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6.1.8 Cuisine knowledge
Knowledge of a particular product (or in the context of this stuglysine) is acquired through
information sources or experiences. Knowledge, in turn leads to the formatiomugmaor perception
of that cuisine. Both information sources and-tdalexperiences are antecedents of image formation
and these representing cognitive and affective image, respectively (Echtner & Ritchie, 2003; Gartner,
1986; Gunn, 1988; Sahin & Ballg 2011). From a marketing perspective, in light of recent cuisine
awareness campaigns such as Incredible Tiffin, it was deemed valuable to ascertain the chief vehicles of
Il ndi an cuisineds induced or cognigduiveysamfleunsae d i nt er
have been influenced by.

The results indicated that Indian restaurants
of vicarious exploration and wowaf-mouth were primary sources of cuisine knowledge. Travel
collateral andyuidebooks, as also food and travel shows on television were also important sources of
cuisine knowledge. This indicates that marketing collateral such as brochures, pamphlets, and flyers and
guidebooks (or travel books), which are more traditional fafigavelrelated information assimilation,
continue to be pertinent in the context of Indian cuisine.

Social media and other online sources such as travel blogs and forums, and India tourism
promotion websites were not as significant as the formeirti@omation or knowledge sources. This
was a surprising finding considering the current pervasiveness of social media. Social media is a form of
word-of-mouth promotion (Tham, Croy & Mair, 2013). It is surmised that the reason that this source or
mode d culinary information dissemination was not as popular because culinary tourism as a
phenomenon, particularly in an Indian context is in its infancy. Therefore, this arguably niche subject
may not yet have occupied virtual spaces such as Facebook rTartldravel forums or blogs.
Additionally, as culinary tourism in India has only recently been identified as a viable market segment
with its unique marketing campaign, general awareness of related websites may be limited.

Therefore, it appearsth@s pondent sé | ndian cuisine i mage wa:
of cognitive (acquired from neexperiential or informational sources) and affective (acquired from
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experiential sources such as Indian restaurants in their country of residence andhdessar extent,

through cooking classes). It is however, difficult to delineaternpresl image formation processes from
experiences had during travel. In other words, the cuisine image that respondents held at the time of
inquiry, was likely a resubbf information received and experiences had prior to travel, as well as during
travel. In an effort to sythesise the two sources, respondents were asked about their opinion on their
cuisine knowledge upon experiencing the cuisine in establishmentdan [Fais question elicited an

overall positive finding that close to 80% of respondents felt that their cuisine knowledge based on prior
knowl edge and experience (although this was not
Afexcellltentsdo. acknowl edged that responses elicited
perceptions of cuisine knowledge. Nonetheless, it is argued that it is important that travellers return with
experiences (whether these may be culinary in natureltoral, spiritual, historical or natural) that

augment their knowledge and understanding (and consequently, appreciation) of the country.

6.2 Implications of this study

The results of this study would be beneficial at the mbmrel, that is for tousm planners and marketers

and at a micrdevel, for managers and operators of culinary establishments throught the country. In
addition, the study also confirms the linkages between the theoretical concepts of image, satisfaction, and
behavioural intentios, whilst at the same time advancing academic knowledge of the nexus of cuisine

and travel in India. Therefore this section is divided in terms of implications and recommendations for

the three aforementioned and relevant tourism stakeholders.

6.2.1 Implications and recommendations for culinary tourism marketing

Although Indian is the sixth most popular ethnic cuisine in the world according to a study by Kellogg
School of Management and Sasin Institute (Sunanta, 2005), it is felt that global knovidedgtha

regional nuances of Indian cuisine is currently limited. The Indian government can be an active agent for
the shaping of Indian cuisine image globally. A market driven approach to selling the cuisine to foreign
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travellers visiting India is warrded. The Ministry of Tourism should leverage the Incredible Tiffin
campaign to continue to improve and develop Indian cuisine image and expend efforts towards enhancing
travell ersé satisfaction with culehbaeyséxpeerrahnte
satisfaction levels and ultimately generate positive vafrahouth. As destinations in the developing
world become increasingly accessible and favourable for tourism, the industry is becoming ever more
competitive. Therefore, creatjrand managing a unique culinary image by effective positioning and
differentiation is imperative.

With respect to differentiation, the value of culinary symbolism is highlighted. The key question
that marketers should ask themselves is whether ini@na#ly renowned dishes suchlastter chicken
chicken tikka masaléwhich incidentally was first concocted in Glasgow, Scotlatafjdoori chicken
andaloo gobiare distinctly Indian. It is contested that the aforementioned dishes, as torchbedhers for
cuisine and as symbols of culinary identity, need to lexaenined. It is argued that Indian cuisine needs
a new gastronomic symbol, a signature dish that is versatile, amenable to fusion with different cuisines
and ingredient$ a dish which is unigrsal, yet quintessential Indiatike the pizza is to Italians. The
South Indian preparation dbsamay be a fitting candidateDosasresembling crepes (a traditionally
French preparation from Brittany), are traditionally accompanied by a currigtd fithtag and enjoyed
with sambar(a spicy and tangy lentil soup with an assortment of vegetables) and cobotngy The

Figure 18. A dosa served with sambar and coconut chutney
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nature and ingredients of the filling can be easily varied to suit the tastes of any individual ofi culture
herein lies the versatility of trdosa Furthermore, a freshly madesais a veritable visual delight
(Figure 18).
The role of markeng at various levels national, regional, and local is vital, and crgsstoral
(between public and private) cooperation is essential to the success of culinary tourism in India. A chief
priority would be to create a global awareness of the cuisinexpahd efforts to promote the nature and
scope of culinary tourism within the country. Developing a culinary tourism brand through the creation
of a unique image would be integral to this process. In this regard, plseg approach is warranted,
onet hat i ncorporates the fiheterogeneity within cul.i
activities and organisationso (Horng & Tsai, 2012
As there is a positive correlation between the quality of information sources of alpattiael
product and travel purchase decision (Ab Karim & Chi, 2010), marketers of culinary tourism in India can
use findings regarding information sources highlighted in this study to channel promotional efforts.
Experiencebased affective image gengoa is an effective way to build a culinary tourism brand.
Mar keters may not be in control of the quality of
countries of residence and public information sources (such as traditionabfamialith, travereview
websites, and online forums or blogs). However, other sources of induced image can be tapped. These
are now discussed.
Tourism promotion websites
Websites are important agents of cognitive image formation (Jeong, et al., 2012; Leun@#&1xl., 2
Verma et al. (20129stablished the key role of online searches in the deaisaking process. This
underscores the importance of ensuring that tourism promotion websites are maximised on major search
engines such as Google, Yahoo, and Bing. Wiitheased prevalence of mobile technologies, travellers
are increasingly searching for online information on mobile devices such as smartphones and tablets.
Therefore, mobile optimisation as well as ensuring that websites that are adapted for susiwaeNtte
be key considerations.

134



Pictures are an effective means of Ainducing
because they create expectations and a desire for image verification through experience. Therefore, it is
suggested that governmesponsored culinary tourism promotional websites and social media sites
(discussed subsequently) are replete with attractive imagery that showcase the diversity of Indian cuisine,
whilst highlighting some signature dishes or culinary symbols (such dsthdandoori chickenGoan
vindalog and ingredient such as dried red chillies, turmeric,pameteror cottage cheese (to name but a
few).

It is noted that some basic cuisine information has been recently featured on the Incredible India
website. Spefically, culinary region overviews, select recipes, and images of signature dishes from
various regions have been added. This new inclusion bodes well for the promotion of culinary tourism in
India. This micresite should be dynamic with periodic enhaments containing more detail so as to
entice potential travellers into a desire to experience the cuisinbdingt As well, a specially dedicated
site under the Incredible Tiffin accessible via the parent Incredible India site as well as independently

would improve its visibility due to ease of access as well as facilitate branding synergy.

Social media

Culinary tourism marketers should leverage the broad reach of social media to generate awareness and
information about Indian cuisine andthe Minisy of Touri smbés campaign to
potential travellers. This medium has some distinct advantages over traditionalfvmodth. Due to

the mobility of information through social media, it provides the travel deemgker with avider range

of choices (than traditional sources which may be confined to a specific peer group), which would help
with the evaluation stage of the decisimaking process (Hudson & Thal, 2013; Tham et al., 2013).
Solicited information available througb@al media, allows a potential traveller to be better informed so
that he may perceive less risk if making a choice that involves culinary travel to an unfamiliar destination.
Another advantage of social media marketing is its prevalence amongst tigerygenerations. The
demographic of 1-80 years of age tend to be avid social media users and are current or future
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international travellers who will seek unique travel experiences. Thus, it is argued that social media
marketing is especially pertinemt the context of culinary tourism in India. The newly launched
Incredible Tiffin campaigH could benefit from social media presence as it will provide a platform not
only for cuisine awareness and information (which will contribute to a stronger andpkxyéhduced

image), but will also serve to reinforce this niche brand campaign.

Internet advertising

Consumers are spending an increasing amount of time on the Internet. Mobile technologies have enabled
hyperconnectivity where access to the Intéraed information can be uninterrupted. Some may argue

that advertising on the Internet will soon usurp the impact and prevalence of traditional advertising media
such as radio, television and print. Therefore, Internet advertising is suggested &ifbetiane way of

reaching an evewider base of potential travellers. Sites such as YouTube and various news sites can be
used to advertise and promote Indian cuisine and culinary tourism to India using the Incredible Tiffin

branding.

Film and multimeda

Visual information disseminated via the film media can significantly contribute to image enhancement
and likelihood to choose a travel experience (Tasci, 2009). The culinary image propagated through
multimedia marketing campaigns should be synchrdnigéh the image that government bodies have
established as favourable in terms of expansion and improvement of its image. Additionally, while
signature dishes and regional cuisines should be leveraged, it is important to highlight some less
renowned cuisie regions in an effort to broaden the prevalent cuisine image and knowledge.

I nternati onal ver sions of food and travel shows

I An internet search revealed that although the Incredible Tiffin campaign was launched in May 2012, it does not
yet have a specially dedicated website or a social media page or account (on Facebook and Twitter respectively).
Additionally, it was noticed tht the Incredible India Facebook page had close 575,000 followers, however, a perusal
of the page revealed no imagery or information on cuisine.

136

S



sponsored by government marketing bodies should be developed and broddmastternational
markets in conjunction with food festivals, trade and consumer fairs, and other promotional events to
raise the profile of the cuisine and culinary tourism brand, Incredible Tiffin. Branding videos emulating
those created as part of thneredible India campaign, featuring attractive visuals and narratives should be
created for online distribution and for short television advertisements or information segments in key
markets.

Increasing media investments is suggested to be yetanothdri cl e t o enhance 1| nd
image. Particularly, investments in familiarisation trips and media coverage for events such as food
festivals in India and abroad, product and campaign launches, publicly broadcasted cooking shows
featuring famous Indn chefs could yield good returns as demonstrated by Castelltort and Mader (2010)
in their study on Spainbés i mage Ger man Swiss prin
visit to a key culinary region such as Hyderabad famoullyderabali cuisine, Lucknow for it#\vadhi
cuisine, Chennai with its spicyhettinaddishes, and the Malabar coast in Kerala, renownelll&abari
fare. These trips may incorporate visits to local farms, markets, activities such as tea leaf picking, using a
tandoor (traditional clay oven), or makinganeer(Indian cottage cheese) and an overnight stay at a
homestay so as to give the targeted clients (such as, representatives from key travel wholesalers and
agencies, travel journalists from widely read travel jmallbns and newspapers, and writers for travel
websites such as Fodor 6s, Frommers, theneleygi PIndrset

terroir.

Print advertising and promotions

In addition to leveraging new electronic technologies, theitapce of developing and distributing a
complementary suite of traditional information collaterals such as brochures and travel guides, cannot be
undermined. Guidebooks on India created by the Ministry of Tourism should include a separate section
on cuisne and some of key culinary tours or circuits. These should be made available at various travel
hubs, tourist information centres, accommodation facilities, major culinary establishments, as well as
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Incredible India offices around the world. Electromgcsions of such collateral available through the
Incredible India (or the Incredible Tiffin website, once it is created) website would be effeative
means to increase distribution of these traditional travel information sources.
As affectiveimagé or mat i on agents such as I ndian restau

residence, were such an important source of cuisine knowledge, it would be beneficial to have

promotional programs in key feeder marFgodt s t hat s
festivals held in such markets can be an effectiyv
the countrybs cuisine repertoire. I n an effort t

Incredible Tiffin brand awarenessstevals can also serve as a platform to showcase some kessen
regional cuisines, to those that are already familiar with the cuisine. As well, it would be beneficial to
identify some notable dishes from various regions to build a brand arounctip@#an in onsite

cooking classes would further augment the experiential aspect of cuisine promotion.

The identification of culinary tourism as a viable market segment which could add to the overall
travel enjoyment of travellers to India but also sex\iw supplement tourism revenues is a a step in the
right direction for the Ministry of Tourism. Government bodies at various levels should continue to
divest efforts in expanding this tourism segment in the country because of the inherent benefit that
culinary tourism can have on local communities. This includes local farmers, owners of local culinary

establishments of various types, and local lodging facilities, particularly homestays.

6.2.2 Managerial implications and recommendations

The findings fom this study are relevant for operators and managers of various types culinary

establishments in India because it offers an indication of the aspects of culinary experiences that foreign
travellers are particular satisfied with and those that are pedceivet | ower sati sfacti on
competitive tourism industry, several emerging destinations such as Taiwan, Croatia, Vietnam, Peru, and
Indonesia are making concerted efforts towards enhancing their tourism products with culinary tours.
Managers and operators of culinary establishments throughout India, particularly those located in close
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proximity of touristcentric areas should focus on creating favourable culinary experiences in terms of

service quality, food quality, diversity, authentgihygiene, atmospherics, and value for money. The
respondents identified the aspects of service quality, food quality, overall hygiene and sanitation levels,

and atmospherics as some of the culinary challenges they faced. Additionally, three ot folithes

di mensions (excluding food quality) received a |o
Therefore some ameliorative measures to improve the quality of culinary experiences with respect to

these dimensions are now suggested.

Service gality enhancements

Effective training programs for food service staff should be a fundamental aspect of efforts on the part of
culinary establishment operators and managers to improve levels of service. This study found that
respondents satisfaction kg were lower with regards to perceptions of staff cleanliness (discussed
under hygiene and sanitation) and professionalism. Professionalism entails both tangible and intangible
elements. From a tangible professionalism pofatiew, the importance aflean, tidy, and appropriate

attire should be stressed. Espousal of a sepriemted demeanour constitutes the key intangible aspect

of professionalism. More specifically, such a demeanour should include behaviours such as empathy,
politeness, and patince. Managers should make focused efforts to train and instil these key service
behaviours as they which would contribute to increased levels of satisfaction with perceptions of
professionalism.

Staffodés ability to explodeéamnotedeoncern. ltissrensgniseh s al s o
that linguistic abilities of staff may not always include a satisfactory level of proficiency in English.
However, at establishments located close to key tourist locations frequented by foreign travellers, it would
be suggested that managers train staff on basic English skills. Understanding that most culinary
establishments in India are operated and staffed by individuals with low levels of education, imparting
Englishrspeaking abilities, albeit at a basic levegit be onerous. Therefore, it would be important to
ensure menus contain English translations of dishes, ingredients used, and preparation styles to aid
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travellers in making food choices. Travellers would then feel more confident about ordering unknown
foods due to lower perceived risks from knowing more about the dishes on offer. Ultimately, this would
lead to increased levels of satisfaction.

Other soft skills such as nererbal communication and time management, as well as behaviours
such as friedliness, helpfulness, and dependability are also salient aspects of service. Improvement in
service levels with respect to these aspects would also depend on effective and ongoing training and
development programs. Additionally, management should makeréctice to routinely evaluate
performance levels, celebrate top performers, and where viable, create an incentive program to encourage

service consistency and excellence.

Food quality control

Food represents the primary tangible aspect of a cylagyerience and consequently has a significant
bearing on satisfaction level (Ladhari et al., 2008). This underscores the importance of operators ensuring
that all the elements of food qualityaste, freshness, nutritive quality, aroma, and presentate
incorporated into the final #Aproducto served to
widely considered to bimekey food quality determinant at culinary establishments located in tourist

centric areas. In an effort to pide patrons, the discernable travellers with a superior food product,
culinary staff are encouraged to use ingredients which are grown locally. Not only would this contribute
to an increased level of food freshness and enhanced nutritive value (agadsblar Edwarddones,

2010), but also offer travellers with a better sense of place because the ingredients used would offer
travellers a window into the cultural, social, and environmental nuances of the region. There is also an
economic benefit of usgnlocal ingredients resulting from the cost savings incurred from purchasing
ingredients that have not been transported from other regions. The positive environmental impact
resulting from a reduced carbon footprint is also an important argument in &hoaally grown

ingredients.
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Additionally, serving food that is cooked close to serving time is paramount to ensuring freshness
as well as enhancing aroma. Adding excessive amounts of spices, chillies, cream, and other ingredients is
contented to be @eammon phenomenon in many Indian culinary establishments. While such additives
(added excessively) may add to the taste element in thetshartthe longerm digestive implications
might not be as pleasurable. This is a common complaint for theahteral traveller with respect to
Indian food consumed in India. Operators should be aware of some of these aspects of food quality that

travellers may be wary of and that may deter them from experiencing local Indian cuisines.

Increased awareness aratiherence to hygiene and sanitation measures
The issue of hygiene and sanitation is pervasive across India and across various types of culinary
establishments. However strdebd vendors and roadside establishments are particularly ignorant and
negligent of safe food handling, personal hygiene, and environmental sanitation considerations. This
form of food sale constitutes a significant compo
importance of incorporating this unique and omnipresatian dining tradition in culinary tourism
development. However, travellers may have reservations against buying cooked, unpackaged foods from
hawkers due to legitimate hygienee | at ed concer ns. Several steps ca
doubtsabout hygiene and the common fear of contracting alfmode illness from cooked food bought
through streetood vendors and other roadside establishments in India. It should be noted however, that
these suggested recommendations apply to other typssatflishments as well.
9 Capacity-building and training initiatives on the role of food in disease transmission and basic

personal hygiene practices are imperative. Alliances withgoeernmental bodies (NGOs)

operating at local and regional levels saslthe Consumer Association of India (CAIl) anelts

with food safety training bodies such as NEHA Food Safety Training are recommended.

Furthermore, awareness programs such as Food Safety Express (FSE) implemented in Southern

India involving partnersuch as local authorities consumer organisations, culinary establishment
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operators, and standard (Times of India, 2013) should be continued across the country, particularly
in touristcentric areas.
1 A grading systemfor culinary establishments, particulastreetfood vendors would be of benefit
to operators and tourists alike. For the former, it would provide a standardised benchmark for food
service hygiene wherein the key considerations should be outlined for ease of adherence. The role of
food safey inspectors employed by local governing bodies would be integral to the success of such
programs. Again, the importance of ensuring that inspectors ar&ranie#id on hygiene standards
and regulation cannot be understated. The grading system woultkhigourists better gauge the
risk levels associated with eating at specific establishments. The government of the Southern state
of Kerala recently launched a food safety grading system aimed at improving hygiene and sanitation
practices of street fabvendors (The Hindu, 2012). According to the initiative, the government
would make it mandatory for vendors to be certified and purchase a food safety registration at a
nominal fee of 100 rupees. It is argued that such-kdtmitiatives would be aital first step
towards enhancing hygiene levels at stfeetl stands and other roadside establishments.
9 Hygiene practices should be observablgarticularly in the case of streftod vending and
roadside establishments, as an additional measure gbaransy with respect to hygiene and
sanitation practices. Ensuring that cooking, serving, and storage utensils look clean is paramount.
Vendors should, when possible make their washing and personal hygene practices as observable as
possible. This mighihclude ensuring that soap and detergents used to wash hands and utensils
respectively are clearly visible, as also a clean water source. In certain types of establishments
(especially located on the roadside which are typically highway stops) it welldnzficial to
create an opekitchen concept so as to offer patrons visual proof of hygiene practices been
empl oyed. This concept has been empirically pr
overall hygiene standards of establishments (ChowA|l on s o, Dougl as & OO0Nei ll
1 Upgrading the physical environmentis a key aspect of enhancing hygiene and sanitation practices.

Choudhury et al. (2011) recommend that for stfeetl vendors, this could include provision of
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food carts with facilites for cleaning, storing, cooking , and garbage disposal. Microfinances
available through NGOs and local banks would ensure that this informal sector is equipped with the
right apparatus and food carts that would enable them to practice safe food pygemtires. The
responsibility of operators in ensuring the cleanliness of the physical surroundings around and within
their establishments cannot be undermined. It is also important for the local municipalities,
particularly in touristcentric areas tensure timely and thorough garbage collection and

maintenance of general cleanliness levels. Herein lies the importance of collaboration with local and
regionatlevel governance which would include allocation of adequate funding to facilitate the
generalupkeep of physical environments.

1 Provision of clean bathroomswithin restaurants is also an important aspect of hygiene. For many,
poor hygiene conditions in restaurant bathrooms can be a major deterrant and can adversely affect an
otherwise pleasurabl#ining experience.

9 Tourists should be educatedn improvements in hygiene standards being practiced so as to bolster
the image of culinary establishments in India with respect to hygiene. This could include
information bulletins and pamphlets distriedton incoming international carriers, at airports and

other travel hubs.

| mprovement in establishmentsd atmospherics

The quality of atmospherics has a direct conseque
positive behavioural intentions (Jargg al., 2012; Tsai & Lu, 2012). The element of authenticity is

particularly salient in the context of atmospherics. While this study indicated high levels of satisfaction

with respect to food authenticity, responses for dining atmospherics whicheda@uthenticity were not

as positive. Therefore, it is important for operators to be cognisant of the value of creating a favourable

dining ambience. While this may not be possible in every dining scenario (such as at food stalls and

roadside establishmes), most culinary establishments should address elements that deter from ambience

such as noise levels, odours, inauthentic décor, shabbily dressed staff, and unsatisfactory levels of
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cleanliness. The overall quality which includes environmental clezssdiand aesthetic value of the
external fagade of establishments is also integral to creating favourable atmospherics. After all, the
exteriors of culinary establishments offer first impressions of the quality of that establishment. Therefore,
potentid patrons are more likely to chose an establishment with an appealing exterior facade.

It is recognised that while the aforementioned recommendations are applicable to culinary
establishments across the country, they are especially pertinent for batehlis located within close
proximity to key tourist attractions. Training and capacity building interventions at key locations would
be a vital component of culinary tourism development efforts. Furthermore, thielomguccess of
culinary tourism igredicated on the quality and timeliness of such capacity building initiatives.
Awareness and education campaigns sponsored using-ptiblite financial resources and delivered
through strategically established partnerships with local hotel and tomasimgement colleges, training
institutes, and capacity building NGOs (such as the Youth Career Initiative and SNV) would be an
effective way to disseminate some of the key satisfacétaied deliverables. The implications of
adherence to the satisfactimducing measures suggested above should be clearly communicated to
operators. It is important for implemented programs to be evaluated through ongoing dialogue with
operators as well as through future plapecific traveller research (discussed latean avenue for
further research).

It is suggested that establishments in-close p
oriented culinary establishmento model coined by

environmental bobles where travellers inclined towards neophobic and neophylic tendencies alike may

comfortably experience | ocal I ndian cuisines. Co
popular attraction in its own right, it has to be filtered tiglotourisso r i ent ed cul i nary est
(2004, p. T767). It is asserted that Cohen and Av

build culinary tourism at national, regional, and local levels. Thus, the foreign traveller shpldddgk
at the centre of managerial decisions regarding the primary aspects as service, food, authenticity, hygiene,
and overall value. Finally, the overarching knowledge that satisfied travellers are highly likely to
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propogate positive wordf-mouth andn some cases, revisit should be the guiding principle for training
and capacity building programs. Thus, satisfaction should be recognisedrasstimportant antecedent

for the longterm success of culinary tourism in India.

6.2.3 Implications for academia
This study is based on the paradigm that the conc
likelihood to recommend a travel experience. The irgktionships between these concepts have been
subjected to empirical research frandestination standpoint (Wan & Hsu, 2010). This study however,
focused on a culinary context on the concepts of image, satisfaction, and behavioural intentions. Itis
acknowledged that the correlations between the aforementioned concepts withiretkeo§pbnsumer
behaviour research are uniform, regardless of context (specific to this study, with respect to culinary
tourismrelated research). Therefore, a more salient focus of this study pertains to its geographic context
T India; its cuisine, howhie cuisine is perceived by foreign travellers, and their opinions on satisfaction
with respect to the culinary experiences they had whilst in India. As the Ministry of Tourism officially
launched its culinary tourism campaign recently, it would be beakficknow how its cuisine is
perceived by foreign travellers to the country, and equally importantly, how satisfied they were with their
culinary experiences. As image is an antecedent of satisfaction, culinary tourism marketers should create
and propagte a positive cuisine image. Conversely, research has found that quality (resulting in
satisfaction) is also a precursor for image enhancement (Ryu, Lee & Kim, 2010), which places the onus
on managers and operators of culinary establishments to defiupetor dining experience to travellers.
Therefore, this study attempted to simultaneously uncover these two aspects of consumer behaviour as
they relate to cuisine and travel in India. In doing so, it fills an academic contextual gap as one of the
ony studies (to the researcherds knowledge), that
examined the concepts of image, satisfaction, and behavioural intentions simultanesously.

The comparison between Indian and Thai cuisine is anotiigue aspect of this study. The
literature review revealed only one other study that featured a cuedated comparative analysia
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study by Ab Karim and Chi (2010) in which they <co
different culinary todsm destination$ France, Italy, and Thailand. The attribbtgattribute
comparison is also a noteworthy feature of this study. Other studies have investigated cuisine perceptions
or perceptions of ethnic cuisine establishments in specific markets€Cal., 2011; Jang, et al., 2009;
Josiam & Monteiro, 2004; Josiam et al. 2007; Nam & Lee, 2011).

From a theoretical standpoint, the study supported the process of image formation, satisfaction,
and evaluation as depi c tualdiodelofimdgetfooratiorand satisfachos ( 20 1
(see Chapter 2). Specifically, it was found that there was a positive relationship between Indian cuisine
image and satisfaction levels with culinary establishmergspondents who perceived the cuisinann
overall positive light, tended to be more satisfied. However, the directional relationships between the
variables of image and satisfaction are not distinct. In other words, it is onerous to delineate antecedents
of image formation and satisfactiondaeise these processes were concurrently at interplay with prior
expectations and affective image formation medi a
well as during travel to India).

Another theoretical concept that this study confilmes that satisfaction has a direct
conseqguence on behavioural intentionsh at i s, respondentsé | ikelihood
potential for culinary tourism. The integlationship between satisfaction and behavioural intention has
been well stablished in academia (Ab Karim, et al., 2011; Chen & Tsai; 2007; Fen & Lian, 2007;
Rigatti-Luchini & Mason, 2010; Wan & Hsu, 2010). What is unclear however, and which is
acknowledged as a limitation of this study (further discussed in the next chigpieryole of
expectations i n r espon dieesthedic pregentedbeldwi(Foigar®)lo f sat i sf
indicates the agents of image formation andnter-relationships that are established in this study. A
combination of cognitive and affée¢ sources result in the culinary images formed by foreign travellers
to India. As the image held was found to be overall positive, the satisfaction levels perceived by them
were also positive. These frisand experiences in turn, also contributedutthier image enhancement

(as indicated by the twsided arrow). Finally, because a majority of the travellers were satisfied with

146



culinary experiences, an equal majority of them also recommended the suggestion that India has the
potential for culinary tosm. Specific to this study, there was a minor anom8&lyespondents who

were not satsified with their experiences at culinary establishments, recommended India for culinary

Figure 19. Schematic of studyds implications for
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tourism. This may be a matter of personal opinion in terms of their dislike of Indian cuisine or an
aversion to cuisine novelty in travel, and they m
potential for culinary tourism in spite of their expartes.

This chapter commenced with a midroe v e | di scussion of the studybd

research questions were discusseebwiss the empirical findings. Subsequently, a mdereel

exposition on the st udy msmendationsddr culinamptbuiism anarketers,s i n c |
and managers and owners of culinary establishment
were discussed. The next chapter concludes this thesis by presenting some closing remarks as well as the

study limitations and suggestions for future research.
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CHAPTER 7

Conclusion

If the inbound tourism statistics of the period 12®41 are any indication (Ministry of Tourism, 2012),
tourism in India is destined for continued and steady growth. Ovesghddcade, the Ministry of

Tourism, through the Incredible India campaign has done much to develop and market tourism market
segments of culture and heritage, rural, wellness, medical, and nature. Such efforts have helped elevate
the viability and stater of India as a travel destination. However it is only recently that the Ministry of
Tourism identified the potential of culinary tourism as a supplementary tourism segment. The Incredible
Tiffin campaign, launched in May 2012 aims to foster global awesm® of the richness and diversity of
Indi ads cuisine.

This study was motivated by these recent effor
the intention was to delve beyond cuisine stereotypes and to extend this knowledge to the pfocesses
satisfaction and behavioural intention. Specifically, this study had aphwaged objective which
through a survey sample of 183 foreign travellers to India elucidated

a) The perception of Indian cuisine in terms of 14 attributes

b) Satisfaction levelsvith culinary experiences in terms of 19 attributes, and

c) Recommendation of India for culinary tourism
The study also revealed some peripheral, albeit pertinent aspects of erdiasgey behaviour (such as,
activities enjoyed, types if establishmentsteis, and frequency of enjoying Indian cuisine during the
trip), and cuisine awarenesslated aspects (such as, sources of information or knowledge of cuisine and
opinion on cuisine knowledge based on culinary experiences in India).

Knowledge regardinguisine image is invaluable to marketers as it allows them to design
programs around improving the prevalent image around aspects that travellers consider integral to
enjoyment of an experience. Competitive advantage can be achieved through markgtargpbased

on empirically derived knowledge. Therefore, this study attempted to understand the perception of Indian
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cuisine by foreign travellers to the counitryhe results would be beneficial to marketers and operators of
culinary establishments alikdntegral to the this process would be as Fox (2007) proposed, to

ficommodi fy and spectacul arise cuisine identity th
characteristics, tracing histories, and developing anthropological narratives arding, cising a place

based approach.

The issue of how satisfied foreign travellers were, in terms of their culinary experiences in the
country is of vital saliency for tourism stakeholders such as tourism planners, destination marketers, and
operators otulinary establishments. This is because repeat visitation and likelihood of positivefword
mouth publicity, are heavily predicated on the satisfaction level of travellers with a particular aspect of
travel (or the entire travel experience to a degtinato that matter). The findings of this study would be
of particular use to marketers of culinary tourism as well as culinary establishment operators (especially
those located in tourigtentric areas) as it reveals not only some of the key issuehaleihges
concerning image and satisfaction, but also some positive aspects that could be further leveraged in
marketing campaigns.

It is however acknowledged that pragmatic cons
generalising or extrapolag the findings to the larger population of foreign travellers to India. This is a
reality that most research studies have to conten
declared in the next section. Also, as an exploratory study thatsaedra contextual gap in the study of
culinary tourism focused on Indian cuisine, it reveals that there are several more areas and concepts that

warrant further investigation. Section 7.2 features some suggested subjects of future research.

7.1 Limitations of this study

This exploratory study has a broad focus, in an area of travel research that has not yet been subjected to
exhaustive investigatioinIndian cuisine and culinary travel in India. As such, its chief objective was to
identify issues andariables on Indian cuisine perception and culinary experience satisfaction of foreign
travellers to India and further, determine their
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While the findings do illuminate some of the concerns as wailoaitive aspects of cuisine perception

and satisfaction, which are of value to tourism developers, marketers, culinary establishment operators,

and the research community, the scope of the study is delimited by considerations of sampling technique
used| ow online respondent percentage, and the absen
measurement scale.

A random or probability sample is an ideal for quantitative studies to be extrapolated to the wider
population. Pragmatic considerations of tifirgancial resources, and lack of access to a database of past
travellers to India deterred the researcher from employing random sampling. The convenience sample of
182 was evenly distributed from a demographic profile pofirtiew, and comprised of pasavellers to
India and travellers who were presently in India during data collection. This sample was deemed
adequate to address the research objectives as it helped shed light on some of the issues pertaining to how
Indian cuisine is perceived and sHtidion levels of foreign travellers with regards to the culinary
establishments they visited. It provides tourism marketers, managers, and operators of culinary
establishments in India with pertinent perspectives on image and satisfaction as ito&laisind.

These perspectives provide a window into the aspects relating to culinary tourism in India that deserve
further exploration (discussed in the next sectio
tourism segment as well as cuaiy establishment operators would be amiss to develop policies,
programs, and procedures based on the studyébés fin

The intention of combining online andperson data collection was to garner a larger sample
size as well as to compare online regpnts (that is, postxperience travellers) with-jperson
respondents (that is, current travellers). It was surmised thatrgest perceptions of the cuisine,
satisfaction levels, and consequently likelihood to recommend for culinary tourism wdetdrdifn
duringtravel perceptions thus exposing some nuances that might have further illuminated the research
guestions. However, the number of responses garnered through the online data collection channel was
paltry and did not enable a comparative gsialdue to the incongruence of sample size wieirson
respondents.
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This study revealed that the sample of foreign
satisfaction with culinary experiences, and opinions on culinary tourism in India werevacady
positive. The role of expectation as an intermediary factor in image formation as well as satisfaction has
been abundantly explored in consumer marketing st
views were influenced by the ptevel expectations they had. In other words, the respondents might
have had expectations (also related to the prior image they held) regarding sanitary conditions in Indian
culinary establishments, which influenced their satisfaction Iévedspondents whexpected low levels
of hygiene were possibly more satisfied than those that did not expect the poor hygiene conditions that are
ubiquitous in culinary establishments in India. Therefore, it would have been useful to measure
satisfaction using prior expetions as a baseline metric. However, such an exercise would have entailed
a pre and posttudy requiring additional resources of time and finances, which were not available to the
researcher.

The study was motivated by a noted paucity in researchdian cuisine, and linked to the
concepts of image, satisfaction, behavioural intentions. It paves the path for further investigations on the
cuisine and culinary tourism in Indian. The conceptual framework and central concepts explored in this
study caralso be replicated to other cuisines and culinary tourism destinations. A few future research

recommendations are now proffered.

7.2 Directions for future research

Although the growth of culinary tourism as a distinct and important tourism segmectris, iehas

already been a subject of extensive research. Concepts such as image, satisfaction and loyalty, which are
the cornerstones of consumer marketing research, are also relevant in the study of culinary tourism as a
travel phenomenon. Yet, it #so a burgeoning field of tourism research and the literature review

revealed that this area of research is still in its infancy. The research gap that this study has attempted to
fill represents a wider window of (Indian) contesgecific research opponities. It is suggested that the

results of this study be dissected so as to unmask nuances and differences that may exist at the aggregate
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l evel . For exampl e, r e s p o rbasedrsatisfattiomlevels may differdyn d  at t
establshment type visited. As another example, travellers at key tourist areas such as the Taj Mahal may
exhibit divergent behaviours and perceptions as those revealed in this study. Specifically, the following

future research recommendations are recommended:

Qualitative explorations: This study employed a quantitative research design. This was an appropriate
methodology considering the research objectives. Because the questionnaire also included some open
ended questions and invitations for respondentsrttneent in an opeended format, it served to enhance

the statistical findings. The qualitative methodology enables nuances to emerge that may not reveal
themselves in quantitatve studies. Therefore, it is suggested that future studies employ qualitative
techniques of data gathering (such as egrashed interviews, narratives derived from travel blogs, and

focus groups) and data analysis (such as grounded theory, narrative analysis, and content analysis) as a
means to garner knowledge and understandingsrthg not be possible when piletermined metrics (or

attributes) are provided.

Attribute -dimension specific studiesThe attribute dimensions of service quality, taste, diversity and
authenticity, hygiene, atmospherics, and overall criteria are altegmeasuring culinary experience
satisfaction. This study reveals issues surround
service quality, hygiene, and atmospherics. Culinary establishment type specific research focusing on

each of thes dimensions would provide operators with more concrete practical implications. For
instance, further research on street food vendors
provide tourism developers with insights on areas where training sa igsies is warranted. As another
example, service qualinelated studies focusing on frsanding Indian restaurants located in close

proximity to tourist attractions would reveal more specific seritated concerns which may be

addressed throughaining and development programs. Further studies on atmospherics would reveal

specific aspects of visual aesthetics, noise, and smell that travellers consider to be integral to an enjoyable

meal experience.
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Location-specific studies Future studies slud focus on more specific regions or tourist locations in an

effort to pinpont relevant idiosyncratic issues. Satisfaat@daited issues may differ from location to

location. A visit to the tourist city of Udaipur would reveal a plethora of Westesineuiestaurants

targeting ostensibly the foreign traveller. Local Rajasthani cuisine restaurants seem more focused on
attracting Indian travellers. This seems to indicate an implicit assumption that foreign travellers prefer
nortindian food options wheim Udaipur. Thus, as an example, a study focusing on the culinary

behaviours, preferences, and challenges of foreign travellers to Udaipur would illuminate some unique
findings which would be of use to local tourism planners, marketers, and resta@atbi

Indian cuisine image comparisonin a future study, an empirical analysis of Indian cuisine perception

could include a comparison between travellers that have been to India and those that have not. This could
reveal if there are any variancesime cui si neds cognitive and affecti
promoti onal activities can then be designed to ad
perception amongst travellers that have never been to India. Indian restaurants outsjdayliadia

important role in the development of cuisine identity especially for individuals who have not travelled to

the country. Cuisine image amongst the population whose knowledge and experience of the cuisine is
derived from Indian restaurants locatedheir home countries may be distinct from the image held by
pasttravellers to the country and would therefore provide marketers with indication on the characteristics

of the cuisine (such as, regional diversity, the digestive and nutritional qualispies, the tradition to

use fresh, local ingredients, etcetera) that should be focused on from a promotional standpoint.

Additional research related to the marketing of culinary tourism in India are also suggested. These

include a measurementofawan e ss of the Alncredible Tif-find pron
analysis of India tourism advertising campaigns featuring that feature cuisine visuals. While empirical

studies on image and satisfaction are plentiful, this study serves as a startirigrgarther research

focusing on Indian cuisine from a tourism perspective.
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Neophobic and neophylic tendencied-inally, an empirical investigation into the culinary behaviours,
preferences, and opinions, classified in terms of neophobic and niedphglencies would reveal
interesting nuances and implications for practice. For instance, travellers who indulge in adventure
activities such as river rafting, mountain climbing or paragliding (which are some of the popular
adventure sports in India) maxhibit similar novel seeking tendencies with local foods. Conversely,
group tourists may not be as adventurous with local foods. It is felt that marketing and managerial
implications would differ for travellers exhibiting such disparate food tendeacié would therefore be a
pertinent avenue for inquiry.

For culinary tourism to be a viable market segment in the Indian tourism industry landscape, it is
vital for awareness campaigns such as Incredible Tiffin to be informed by consumer research on the
expectations, behaviours, and opinions of foreign travellers to the country. Furthermore, tourism planners
in India should recognise that cuisine enjoyment is an integral aspect of travel and therefore influences
overall trip satisfaction. Tourism prabners and the research community should collaborate on long
term policy and planning initiatives, and manager
attractiveness as a culinary tourism destination. From an Indian context, this studgpeouseful
platform for future empirical investigations on this salient aspect of travel. The onus is on the research
community and tourism planners to, in partnership with culinary businesses, tour companies, and
government at various levels, build s baseline knowledge and construct practical initiatives that are

aimed towards establishing India as a leading culinary tourism destination.
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