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Abstract 

Local food plays a significant role in enhancing the overall experience of tourists, serving as a unique and valuable source 
of differentiation. Research on food tourism has consistently demonstrated a direct correlation between tourists' 
expenditures, their level of satisfaction, and their likelihood to revisit a destination. This study aims to examine the 
influence of food tourism on tourist satisfaction and revisit intention in Laguna. An online survey and questionnaire 
were distributed, resulting in responses from 250 tourists, obtained using a purposive sampling approach and analyzed 
with SPSS. The findings indicate that food affordability, cleanliness, tailored menus, and consistent quality are key 
factors influencing tourist satisfaction in dining experiences. High levels of satisfaction may lead to positive word-of-
mouth, increasing revisitation rates and positioning Laguna as a premier food tourism destination. These findings 
collectively underscore the critical role of food tourism in shaping tourists' satisfaction and their likelihood to revisit 
food tourism destinations. 
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1. Introduction

Have you ever been on a tour that not only satisfied your taste buds but also left you with lasting memories? In a world 
where adventure and gastronomic delights go hand in hand, the burgeoning trend of food tourism has captivated 
travelers seeking more than just picturesque scenery. As we delve deeper into this delightful journey, it is crucial to 
analyze whether food experiences significantly impact tourist satisfaction and foster a desire for repeat visits. 
Renowned gourmet enthusiasts such as Ab Karim and Chi (2010) and seasoned travel connoisseurs like Douglas et al. 
(2001) assert that food is more than just a side dish; it emerges as a headline act, attracting even the most ardent 
travelers. Stewart et al. (2008) reveal that nearly 40% of a traveler's budget is spent on indulging in the local flavors of 
a destination, highlighting the importance of food in the overall travel experience, alongside essential elements such as 
transportation, lodging, and activities (Boyne et al., 2002; Reynolds, 2004). Historically, food has always held a magnetic 
appeal for travelers, with countries crafting distinctive culinary tales to captivate their guests (Cohen and Avieli, 2004; 
Tsai and Wang, 2017). From the bustling streets of Hong Kong to the savory secrets of Italian kitchens, this study takes 
readers on an intellectual journey, illustrating how food transcends its role as a mere meal to become the heart and soul 
of travel adventures. Everett (2019) notes that food tourism offers a unique perspective on the complexity and 
connection of diverse culinary artifacts, identities, and experiences in tourism destinations. Park et al. (2021) highlight 
the contribution of food tourism to the socio-cultural and environmental aspects of tourism and its benefits for tourism 
studies and research. The local foodscape represents experiences of local environments, people, and their stories 
through food (Calveho et al., 2021). Factors such as food producers, food festivals, restaurants, and specialist food-
producing regions serve as motivating factors for food travel. This suggests that unique food experiences are crucial for 
attracting and satisfying food tourists. Food tourism is about understanding the culture behind the cuisine. Rachão et 
al. (2018) emphasize that appreciating a destination's culinary culture enhances the overall experience for food tourists. 

http://creativecommons.org/licenses/by/4.0/deed.en_US
https://gsconlinepress.com/journals/gscarr/
https://doi.org/10.30574/gscarr.2024.19.3.0191
https://crossmark.crossref.org/dialog/?doi=10.30574/gscarr.2024.19.3.0191&domain=pdf


GSC Advanced Research and Reviews, 2024, 19(03), 045–057 

46 

Ellis et al. (2018) suggest that destinations should focus on developing and promoting unique culinary offerings to 
increase tourist satisfaction and repeat visits. However, challenges such as quality control, sustainability, and 
authenticity need addressing to ensure the long-term success of food tourism in Laguna. Sthapit, Kumaran, & Björk 
(2020) underscore the importance of the local foodscape and cultural understanding in food tourism experiences. These 
findings are crucial for destination marketers and policymakers in developing food tourism as a key component of the 
overall tourism experience in Laguna. In addition, Santos (2024) notes that digital marketing plays a crucial role in 
shaping consumer attitudes and behaviors, which can be leveraged to promote food tourism effectively. Implementing 
robust foundational development strategies, as discussed by Santos (2024), can transform local businesses and enhance 
their capability to meet the expectations of food tourists. These strategies include continuous improvement in service 
quality and staff training to ensure consistency and excellence in customer service, which are vital for the success and 
sustainability of food tourism in Laguna. 

The Theory of Consumption Values (TCV) explores why consumers choose one product over another or decide not to 
purchase a product at all. It is based on three core assumptions: consumer choice is influenced by multiple consumption 
values, these values are independent, and their effects can vary depending on the situation. Consumers consider various 
aspects such as quality, happiness, value for money, social factors, and trade-offs when making purchasing decisions 
(Sheth, 1991). TCV has been successful in explaining a wide range of consumer behaviors across different product 
categories, including industrial items, travel services, and consumer goods. 

Perceived value, a significant factor in the modern market, serves as a foundational source of competitive advantage. 
Values are ranked ideas or opinions about actions or desired outcomes that transcend specific situations. The perceived 
usefulness of a product influences the value consumers place on it and how they behave, compare, and judge other 
products and situations. Sweeney & Soutar (2001) developed a perceived value scale including quality, price, emotional 
value, and social value. In food tourism, functional value is broad and includes practical benefits. Emotional benefits like 
satisfaction and amusement are also crucial in assessing the perceived worth of a place. Social value is connected to 
interpersonal relationships, particularly in culinary tourism, where social interactions during food-related events 
enhance the overall experience. 

Evaluating consumer value models that rely on a single dimension can be challenging in tourism and hospitality. 
Research indicates that a multifaceted understanding of customer value outperforms one-dimensional approaches in 
predicting consumer intention. It is essential to operationalize the value dimensions to explain visitors' decisions and 
behaviors effectively. The Theory of Destination Image, a widely studied concept, emphasizes the significant role of 
destination image in visitors' decision-making processes. Destination image comprises affective and cognitive 
components. Affective images are related to feelings and emotions towards a destination, while cognitive images involve 
views, beliefs, and perceptions about the place (Sudigdo et al., 2019). Food plays a crucial role in shaping tourists' 
destination image by promoting local culture and increasing travel intentions (Chi et al., 2019). Echtner and Ritchie's 
(1993) model of destination image outlines two primary components of food experience: cognitive and affective. The 
cognitive aspect includes tourists' knowledge and beliefs about the destination's food, such as quality, variety, and 
authenticity. The affective component pertains to the emotional responses and feelings the food evokes, such as 
pleasure and excitement. These dimensions significantly impact tourists' preferences and overall perception of the 
destination. Customer perceived value combines expectations and actual experiences, influencing customer satisfaction, 
which reflects the fulfillment of tourists' expectations and enjoyment derived from their visit. Both customer perceived 
value and satisfaction directly influence tourists' revisit intention, indicating their likelihood to return based on 
previous experiences. Managing cognitive and affective elements of food experiences is crucial for enhancing customer 
satisfaction and encouraging repeat visits, thereby contributing to the destination's overall image and attractiveness. 

Demographic profiling is crucial for understanding diverse populations, shedding light on key aspects such as age, 
gender, address, monthly income, and purpose of visit. This literature review explores studies that highlight the 
significance of demographic profiles across different domains. Age significantly influences various aspects of behavior 
and societal dynamics. Smith et al. (2017) investigated the impact of age on consumer preferences, revealing distinct 
purchasing behavior patterns across age groups. Similarly, Johnson and Brown (2019) explored the relationship 
between age and healthcare utilization, emphasizing the importance of tailoring medical services to diverse age cohorts. 
Gender plays a pivotal role in shaping societal norms and expectations. Williams and Davis (2018) examined gender-
based disparities in educational attainment, emphasizing the need for targeted interventions to address existing gaps. 
Smith and Johnson (2020) delved into the impact of gender on occupational choices, providing insights into career 
decisions among men and women. 

Geographical location, represented by an individual's address, is critical for demographic profiling. Anderson et al. 
(2016) investigated regional variations in economic development, uncovering disparities with far-reaching implications 
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for policy-making. Brown and Martinez (2021) explored the relationship between neighborhood characteristics and 
health outcomes, underscoring the importance of understanding contextual factors associated with diverse addresses. 
Monthly income significantly influences lifestyle, access to resources, and overall well-being. Jones and White (2018) 
highlighted the widening wealth gap and its societal implications. Garcia et al. (2019) examined the relationship 
between income and consumer behavior, providing insights into spending patterns across income groups. 
Understanding the purpose behind individuals' visits is essential for tailoring services to meet specific needs. Patel and 
Lee (2017) focused on the purpose of travel and its impact on tourism-related decision-making, offering insights for the 
hospitality industry. Wang and Chang (2022) explored the purpose of online interactions, revealing patterns in user 
behavior with implications for digital platforms and social media. 

Food tourism plays a significant role in enhancing tourist satisfaction and generating repeat visits. Everett (2019) notes 
that food tourism offers a unique perspective on the complexity and connection of diverse culinary artifacts, identities, 
and experiences in tourism destinations. Park et al. (2021) highlights the contribution of food tourism to the socio-
cultural and environmental aspects of tourism and its benefits for tourism studies and research. The local foodscape 
represents experiences of local environments, people, and their stories through food (Calveho et al., 2021). Factors such 
as food producers, food festivals, restaurants, and specialist food-producing regions serve as motivating factors for food 
travel. This suggests that unique food experiences are crucial for attracting and satisfying food tourists. Food tourism is 
about understanding the culture behind the cuisine. Rachão et al. (2018) emphasize that appreciating a destination's 
culinary culture enhances the overall experience for food tourists. Ellis et al. (2018) suggest that destinations should 
focus on developing and promoting unique culinary offerings to increase tourist satisfaction and repeat visits. However, 
challenges such as quality control, sustainability, and authenticity need addressing to ensure the long-term success of 
food tourism in Laguna. Sthapit, Kumaran, & Björk (2020) underscore the importance of the local foodscape and cultural 
understanding in food tourism experiences. These findings are crucial for destination marketers and policymakers in 
developing food tourism as a key component of the overall tourism experience in Laguna. In addition, Santos (2023) 
notes that human resource management in service firms, especially those certified under ISO 9001:2015, can 
significantly impact perceived performance and service quality, which are critical for sustaining food tourism. 
Implementing robust foundational development strategies, as discussed by Santos, A. R. (2023), can transform local 
businesses and enhance their capability to meet the expectations of food tourists. These strategies include continuous 
improvement in service quality and staff training to ensure consistency and excellence in customer service, which are 
vital for the success and sustainability of food tourism in Laguna. 

Hall and Sharples (2008) provide insights into the challenges of maintaining authenticity in culinary offerings while 
catering to mass tourism. The commercialization of traditional foods can compromise their cultural significance, 
threatening culinary heritage. Synthesizing information from various studies reveals that food tourism faces challenges 
such as ensuring authenticity, safety, and balancing tradition with commercialization. Addressing these challenges 
requires collaboration among stakeholders, including tourism authorities, local communities, and culinary 
establishments. Analyzing tourists' demographic profiles and understanding their preferences is crucial for designing 
effective interventions to enhance the overall food tourism experience. By addressing these challenges and 
implementing effective solutions, destinations can preserve their culinary heritage, satisfy tourists, and enhance their 
overall experience. 

Cultural exchange through food tourism provides travelers with immersive culinary experiences. Long and Thurston 
(2018) highlight the pivotal role of local communities in the success of food tourism initiatives. Engaging local 
stakeholders contributes to the authenticity of culinary experiences and empowers communities economically and 
socially. Authenticity is linked to preserving traditional culinary practices, local ingredients, and cultural knowledge 
transmission through food. 

Gössling et al. (2020) emphasize responsible practices in food tourism, balancing economic benefits with environmental 
and sociocultural considerations. A sustainable approach involves minimizing the environmental footprint, supporting 
local economies, and respecting cultural heritage. Integrating sustainability into food tourism initiatives ensures long-
term positive impacts and contributes to the well-being of destination communities. 

Service quality significantly impacts customer satisfaction and the likelihood of return visits. Reliable services 
contribute to customer satisfaction, as highlighted by Ong et al. (2022). Satisfied customers are more likely to 
recommend and revisit a restaurant based on product and service quality. Tsaur and Lo (2020) and Shahzadi et al. 
(2018) support the idea that customer satisfaction leads to return intentions, loyalty, and positive recommendations 
through word of mouth (WOM) and electronic word of mouth (e-WOM). Providing reliable services and exceptional 
customer experiences are crucial for enhancing customer satisfaction in food tourism. Effective service management 
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and creating positive interactions with customers can lead to improved satisfaction, repeat visits, and positive 
recommendations. 

Culinary education and training programs are crucial for enhancing the skills of local chefs and food producers. Getz 
(2019) argues that such initiatives enhance the quality and innovation of culinary experiences, attracting discerning 
food tourists seeking unique and high-quality gastronomic experiences. A well-trained local culinary workforce 
contributes to the tourism appeal of a destination, positioning it as a hub for gastronomic excellence. Sustainable food 
tourism practices are essential for the long-term resilience of destinations. Gössling et al. (2018) emphasize responsible 
practices that minimize environmental and social impacts. Engaging local communities and promoting fair trade 
practices foster positive sociocultural impacts and contribute to the overall well-being of destination communities. 

Issues such as food safety and hygiene are critical concerns in food tourism. Destination authorities must establish and 
enforce stringent standards to safeguard tourists' well-being and maintain the reputation of local cuisine. Addressing 
challenges such as over-tourism and sustainability requires initiatives focused on responsible tourism practices, 
promoting sustainable culinary practices, and engaging local communities in decision-making processes. Implementing 
quality assurance programs can address health and safety concerns, ensuring tourists' well-being. Creating inclusive 
culinary experiences accessible to diverse visitors is essential for a socially sustainable food tourism sector. Embracing 
technology and leveraging social media platforms for positive destination promotion can enhance the online reputation 
of food tourism destinations. Effective planning and marketing strategies, as recommended by Kim and Lee (2019), can 
enhance the management of food tourism destinations, attracting and retaining visitors. Educational programs 
promoting cross-cultural understanding through culinary experiences can facilitate cultural exchange initiatives, 
providing meaningful interactions for tourists and locals. Collaborative efforts can create culinary tourism clusters, 
fostering regional branding and attracting visitors interested in unique and authentic food experiences. Implementing 
inclusive policies can ensure access to diverse culinary experiences, catering to different preferences and dietary 
requirements. 

The study on food tourism in Laguna focuses on three primary components: input, process, and output. The input 
section gathers data on respondents' demographics, including age, gender, monthly income, marital status, and visit 
purpose, such as leisure, business, visiting relatives, or attending special occasions. It also evaluates food tourism in 
Laguna based on affordability, food image, and taste, assessing tourist satisfaction through service quality, dining 
experience, and destination image. The process involves several methodological steps: a literature review to establish 
a theoretical foundation, developing specific research objectives, creating and validating a research questionnaire, and 
analyzing the gathered data. The output is a comprehensive Food Tourism Management Plan aimed at enhancing 
Laguna's food tourism experience by addressing identified factors and improving tourist satisfaction and revisit 
intentions through targeted strategies and interventions. 

This research ensures a thorough analysis of how food tourism affects tourist happiness and desire to return, 
contributing significantly to gourmet tourism and providing valuable data for marketing and destination development 
strategies. Understanding the influence of food tourism on tourist satisfaction and revisit intention is crucial for 
destination managers and policymakers in Laguna, known for its rich culinary heritage and natural beauty. 

Food tourism has emerged as a significant subset of cultural tourism, offering visitors a unique opportunity to explore 
a destination's culinary traditions and flavors. However, the specific impact of food tourism on tourist satisfaction and 
their likelihood of revisiting Laguna remains underexplored. A review by Pineda et al. (2019) reveals growing research 
on food tourism's influence on tourist behavior. Historical data show a shift in tourist preferences, with more travelers 
seeking authentic food experiences as part of their visits. These experiences enhance tourist satisfaction by fostering a 
deeper sense of place attachment and creating lasting memories. Studies by Kovalenko et al. (2023) indicate a positive 
relationship between gastronomic experiences and overall satisfaction, highlighting food tourism's potential to drive 
repeat visits. 

Controversies and gaps exist in understanding the direct impact of food tourism on revisit intention, according to Abbasi 
et al. (2021). Some studies argue that food experiences significantly contribute to tourists' likelihood of revisiting, while 
others suggest factors like accessibility, accommodation quality, and destination image may overshadow food tourism's 
influence. Additionally, limited empirical research on the relationship between food tourism, satisfaction, and revisit 
intention in Laguna exacerbates the need for further investigation. 

This study aims to address these gaps by analyzing the influence of food tourism on tourist satisfaction and revisit 
intention in Laguna. Employing a comprehensive research framework, this study will contribute to existing literature 
and provide valuable insights for destination managers and policymakers. Understanding food tourism's role in shaping 
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overall satisfaction and repeat visitation will enable stakeholders to develop targeted strategies to leverage Laguna's 
culinary offerings, enhance visitor experience, and promote sustainable tourism development. By bridging the gap 
between food tourism, satisfaction, and revisit intention, this study will generate evidence-based findings to inform 
destination marketing and decision-making. Through empirical investigation involving data collection from tourists 
visiting Laguna, this research aims to uncover specific aspects of food tourism experiences that impact satisfaction and 
revisit intention. Ultimately, the insights gained will aid destination managers in designing effective strategies to 
enhance food tourism, maximize satisfaction, and foster repeat visitation to Laguna. 

The study will explore which customer satisfaction factors are most and least desirable in determining intentions to 
revisit Laguna's food history. Special research emphasizing Laguna's food and history will determine customer 
happiness and return intentions. Tourists who had a pleasant experience are likely to share their positive experiences 
and consider returning, potentially increasing local business turnover. 

The study will address several key questions, including the demographic profile of respondents (age, gender, address, 
monthly income, and purpose of visit) and how food tourism impacts tourist satisfaction in terms of affordable prices, 
food image, and food taste. It will also assess the level of tourist satisfaction with food tourism in Laguna regarding 
service quality, dining experience, and destination image. Additionally, the research will evaluate the level of revisit 
intention among tourists, considering customer satisfaction, word of mouth, and overall experience. The study aims to 
determine significant relationships between food tourism and tourist satisfaction, and between food tourism and revisit 
intention. 

The findings will benefit various stakeholders. Government organizations responsible for developing tourism in Laguna 
can use the results to inform marketing efforts, attracting more tourists and boosting revenue. Local businesses, 
including eateries, cafes, food producers, and other enterprises, will gain insights into tourist preferences and needs, 
enabling better customer service. Tourists will benefit from more informed decisions about where to eat and what 
culinary experiences to seek in Laguna. Future researchers can use this study as a foundation for new ideas and further 
research in food tourism. 

Focused exclusively on Laguna, the study will examine the influence of food tourism on tourist satisfaction and revisit 
intention. Employing quantitative methods and statistical analysis, data will be collected through questionnaires 
distributed to tourists who visited Laguna during November in the academic year 2023-2024. Including tourists from 
outside the region will add diversity, exploring how non-local perceptions of food tourism impact satisfaction and revisit 
intention. By capturing perspectives from different cultural backgrounds and travel experiences, the research aims to 
provide a comprehensive understanding of food tourism's influence in Laguna. 

2. Material and method 

This research investigated how food tourism influences tourist satisfaction and revisit intentions in Laguna, Philippines, 
utilizing a descriptive research design as outlined by Creswell (2018) to systematically gather information on 
respondents' demographic profiles, food tourism experiences, levels of tourist satisfaction, and revisit intentions. 
Additionally, a correlational research design, as described by Hair et al. (2019), was employed to measure the 
relationships between these variables. Using purposive sampling, 200 tourists were selected to provide data through 
self-made questionnaires administered both online and face-to-face. These questionnaires collected demographic 
information and assessed various aspects of food tourism, tourist satisfaction, and revisit intentions using a Likert scale. 
The internal consistency and reliability of the survey were confirmed with Cronbach's alpha values of 0.86 for food 
tourism, 0.96 for tourist satisfaction, and 0.95 for revisit intention, indicating excellent reliability. Ethical considerations 
were rigorously followed, ensuring informed consent, privacy, and confidentiality. Data collection involved 
questionnaire validation, pilot testing with 24 respondents, and data gathering over four days. The gathered data were 
analyzed using descriptive statistics for summarizing demographic distributions and inferential statistics, including 
Kendall’s Tau Correlation, to test hypotheses and examine relationships between variables. This comprehensive 
approach provided significant insights into the factors driving tourist satisfaction and revisit intentions related to food 
tourism in Laguna. 
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3. Results and discussion 

3.1. Demographic Profile of the Respondents  

The profile of respondents in terms of age, gender, address, monthly income, and purpose of visit was gathered to 
analyze their characteristics comprehensively. Among the 200 tourist respondents, the age distribution revealed that 
40% were aged 19-25, 29% were aged 26-32, 16% were aged 33-39, 7% were 18 years old or below, 6% were aged 40-
46, and 4% were 47 years old or above. Regarding gender, 34% of the respondents were male, while 66% were female, 
reflecting a higher prevalence of female tourists, which can be attributed to societal shifts towards greater gender 
equality, as noted by Pritchard and Morgan (2017). In terms of marital status, 77% of respondents were single, 23% 
were married, and 10% were widowed, with single travelers often seeking unique experiences and social interactions 
during their trips (Morgan, 2015; Liu & Var, 2019). Address distribution showed that 30.5% of respondents were from 
Quezon province, followed by 23.5% from Manila, 11% from Alabang, 10% from Cavite, and smaller percentages from 
other regions. The significant representation from Quezon provides insights into the regional impact of food tourism, 
aligning with McLoughlin's (2021) emphasis on tailoring tourism marketing strategies to geographic and demographic 
characteristics. Regarding monthly income, 40% of respondents earned Php 10,000 or below, 28% earned between Php 
10,000 to Php 19,999, 17% earned between Php 20,000 to Php 29,999, and 15% had a monthly income of Php 30,000 
and above. This income distribution allows for an analysis of how financial constraints affect perceptions of food 
tourism and satisfaction (Rousta & Jamshidi, 2019). Lastly, the purpose of visit showed that 43% of respondents visited 
Laguna to see relatives or friends, 40% for leisure, 7% for business, and 10% for special occasions. This distribution 
highlights the potential of integrating food tourism into social travel to enhance visitor experiences and supports Yue's 
(2019) view of food as a significant commodity in tourism. The study leverages this demographic information to develop 
strategies that cater to specific visitor segments, providing unique and authentic food tourism experiences that 
complement their primary travel motivations. 

3.2. Food Tourism in Laguna in terms of Affordable Price, Food Image and Food Taste 

Food tourism in Laguna encompasses various factors, including affordability, food image, and food taste, which 
significantly influence tourists' satisfaction and revisit intentions. In terms of affordability, tourists place a high value 
on the cost of food when making purchasing decisions. Among the surveyed statements, "the affordability of food 
influences my choices when deciding what to purchase" ranked highest with a mean of 4.31, indicating that affordability 
is a crucial determinant of their satisfaction with the food tourism experience. Studies like Zhang et al. (2019) support 
this finding, highlighting that reasonable and affordable food prices positively impact tourists' satisfaction. Regarding 
food image, tourists strongly agree that a clean and well-maintained dining environment enhances their dining 
experience, with the statement "clean and well-maintained dining environment positively impact my dining experience" 
ranking first with a mean of 4.40. This emphasis on cleanliness aligns with research by Kovalenko et al. (2023), which 
found that a clean dining environment significantly influences tourists' satisfaction. Additionally, tourists appreciate the 
variety and quality of local dishes in Laguna, further contributing to their positive dining experiences.In terms of food 
taste, tourists in Laguna prefer rich and savory foods, with the statement "I tend to choose foods that are rich and 
savory" ranking highest with a mean of 4.27. This preference for rich and savory flavors significantly impacts their 
satisfaction with the food tourism experience and their intention to revisit. Research by Hsu et al. (2022) corroborates 
these findings, indicating that taste preferences play a crucial role in tourists' dining choices and overall satisfaction. 
Tourists visiting Laguna value affordability, cleanliness, and savory flavors in their food experiences. Destination 
marketers and food establishments in Laguna can leverage these insights by offering a variety of affordable culinary 
options, maintaining high standards of cleanliness, and catering to tourists' taste preferences to enhance their 
satisfaction and encourage repeat visits. This comprehensive approach to food tourism can significantly contribute to 
the development and growth of Laguna's tourism industry. 

3.3. Level of Tourist Satisfaction in terms of Service, Dining Experience and Destination Image  

Tourist satisfaction in Laguna with respect to services is significantly influenced by the quality and consistency of food 
offerings. The highest mean score of 4.24 was given to the statement “The consistency in food makes me satisfied,” 
indicating strong satisfaction with consistent food quality, while the statement “The service has improved since my last 
visit” received the lowest mean score of 4.09. Overall, the weighted mean of 4.19 suggests that tourists generally agree 
on being satisfied with the services provided, highlighting the importance of food quality in shaping their experiences. 
This finding aligns with previous research, such as the study by Rousta and Jamshidi (2019), which emphasized that 
high levels of satisfaction with food tourism significantly boost tourists' intention to revisit a destination. In terms of 
dining experience, tourists in Laguna highly value the quality of food, as evidenced by the statement “I felt satisfied with 
the quality of food I received,” which scored the highest mean of 4.24. The statement “The overall dining experience 
exceeded my expectations” scored the lowest mean of 4.16, still indicating a high level of satisfaction. The overall 



GSC Advanced Research and Reviews, 2024, 19(03), 045–057 

51 

weighted mean of 4.19 further reinforces that tourists are generally pleased with their dining experiences. Research 
supports these findings, with Hendijani (2023) highlighting that food quality greatly enhances tourist satisfaction by 
providing enjoyment and fulfillment, and Zhang et al. (2019) noting that high-quality food experiences create positive 
memories and impressions of a destination. When examining destination image, the statement “The natural attractions 
in Laguna enhance its overall image as a tourist destination” received the highest mean score of 4.40, indicating that 
tourists highly value Laguna’s natural beauty. The statement “I am truly satisfied with the cultural richness of Laguna’s 
image” received the lowest mean score of 4.30, but the overall weighted mean of 4.34 still reflects strong satisfaction. 
This underscores the significant role of natural and cultural attractions in shaping tourists’ perceptions of Laguna. 
Literature supports these findings, with studies like those by Jebbouri et al. (2022) and Zeraib et al. (2022) 
demonstrating that natural attractions positively influence destination image and tourist satisfaction. 

3.4. Level of Tourist Intention to Revisit in terms of Customer Satisfaction, Word of Mouth and Overall 
Experience  

Tourist intention to revisit Laguna is significantly influenced by their satisfaction with the food, overall experience, and 
recommendations from others. In terms of customer satisfaction, the statement "I believe that my food satisfaction 
affects my desire to revisit a destination" garnered the highest mean score of 4.34, indicating a strong agreement. Other 
closely related statements, such as "My overall satisfaction influences my likelihood to revisit" and "My overall 
satisfaction in Laguna’s offerings impacts my intention to revisit," received mean scores of 4.33 and 4.31, respectively. 
Even the slightly lower mean score of 4.20 for "Local cuisine in Laguna met my satisfaction" falls within the "Strongly 
Agree" category, showcasing a consistently favorable perception of Laguna's services. The overall weighted mean of 
4.28 highlights the significant impact of food satisfaction on tourists' desire to return to Laguna. Literature supports 
this, with Fotiadis et al. (2012) emphasizing that food satisfaction is a critical component of overall tourist satisfaction, 
which in turn boosts the likelihood of revisiting. 

Word of mouth also plays a pivotal role in influencing tourists' intentions to revisit. Statements such as "Positive word 
of mouth influences my desire to revisit" and "I am more likely to revisit a destination based on recommendations of 
friends" both scored 4.34, reflecting strong agreement. The overall weighted mean of 4.26 indicates that 
recommendations and reliable word-of-mouth significantly impact tourists' decisions to revisit Laguna. This finding 
aligns with previous research, such as Xiang et al. (2017), which highlighted the importance of positive word-of-mouth, 
both online and offline, in enhancing travelers' satisfaction and intention to return. 

When considering the overall experience, both "I would likely revisit Laguna again" and "The overall ambiance of 
Laguna positively contributes to my intention to revisit" received the highest mean scores of 4.39, indicating strong 
agreement. Even the lowest mean score of 4.22 for "The overall dining experience exceeded my expectations" still 
reflects a high level of satisfaction. The overall weighted mean of 4.32 underscores the significant influence of the 
general atmosphere and culinary experiences on tourists' intentions to revisit Laguna. This conclusion is supported by 
research from Lee et al. (2016), which found that the overall tourism environment, including elements like atmosphere 
and cuisine, greatly affects tourists' satisfaction and their intention to return. 

3.5. Test of Relationship between Food Tourism and Tourist Satisfaction in terms of Service Quality, Dining 
Experience and Destination Image 

The relationship between food tourism and tourist satisfaction in terms of service quality, dining experience, and 
destination image in Laguna has been analyzed using Kendall's Tau correlation, revealing significant insights. In terms 
of service quality, the statistical analysis shows a Tau b value of 0.450 for affordable price, 0.478 for food image, and 
0.372 for food taste, all with p-values less than 0.05, indicating a significant relationship between these variables and 
service quality. This suggests that tourists who perceive prices as reasonable and find the food visually appealing and 
tasty tend to have a more positive evaluation of service quality. Suhartanto et al. (2018) emphasize that food quality is 
a crucial measure of consumer satisfaction in restaurant settings, and customers satisfied with the product and service 
quality are likely to recommend the restaurant (Adriatico, Afalla, & Razalan, 2022; Ong et al., 2022). Regarding the 
dining experience, the Tau b values are 0.419 for affordable price, 0.455 for food image, and 0.445 for food taste, with 
all p-values being less than 0.05, signifying a significant relationship. The data highlight the importance of affordable 
prices and appealing food presentation in shaping positive tourist evaluations of dining experiences. Johnson and Brown 
(2020) noted that affordable prices and visually enticing food presentation are key determinants in positive dining 
evaluations, with taste complementing but sometimes being outweighed by perceived value for money and aesthetic 
appeal. For destination image, the Tau b values are 0.465 for affordable price, 0.515 for food image, and 0.380 for food 
taste, again with all p-values being less than 0.05, indicating a significant relationship. The moderately strong 
correlations for affordable price and food image suggest these factors positively influence the destination image. Smith 
et al. (2023) found similar results, highlighting the positive relationship between destination image and elements such 
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as affordable pricing and food imagery. While taste contributes significantly to overall satisfaction, its impact is 
relatively less pronounced compared to affordability and visual appeal. Su et al. (2018) argue that a good reputation for 
a tourist destination enhances its competitiveness and encourages tourist loyalty. The findings from these analyses 
underscore the critical role of affordable pricing, food image, and taste in enhancing tourist satisfaction across service 
quality, dining experience, and destination image. By focusing on these aspects, tourism stakeholders in Laguna can 
improve overall tourist satisfaction and foster intentions to revisit, leading to sustainable tourism growth. 

3.6. Test of Relationship between Food Tourism and Level of Tourist Intention to Revisit in terms of Customer 
Satisfaction, Word of Mouth and Overall Experience 

The relationship between food tourism and the level of tourist intention to revisit in terms of customer satisfaction is 
significant, as indicated by Kendall's Tau correlation values. Affordable price has a Tau b value of 0.513, food image 
0.489, and food taste 0.448, all with p-values less than 0.001, leading to the rejection of the null hypothesis. This implies 
that there is a moderately strong correlation between these food tourism factors and customer satisfaction. As 
affordable pricing, appealing food imagery, and good food taste increase, so does the likelihood of tourists creating 
positive and memorable experiences, fostering customer loyalty and repeat visits. Kim and Lee (2019) highlighted that 
affordable pricing significantly impacts tourist satisfaction and repeat visits, while Smith et al. (2020) emphasized the 
importance of food quality in enhancing overall tourist experiences. Additionally, Chen and Wang (2018) underscored 
the interconnected nature of pricing, food quality, and overall satisfaction in shaping the tourism experience. 

In terms of word of mouth, the relationship between food tourism and the level of tourist intention to revisit shows that 
all factors have a significant relationship, although the correlations are weaker. The Tau b values are 0.395 for affordable 
price, 0.333 for food image, and 0.391 for food taste, all with p-values less than 0.001. This indicates a significant but 
weak correlation between these variables and word-of-mouth promotion. The findings highlight the importance of 
affordable pricing, appealing food images, and delightful food taste in influencing tourists' decisions to engage in word-
of-mouth promotion. Smith et al. (2023) support these findings, emphasizing the impact of these factors on tourists' 
word-of-mouth behavior and the need for strategic interventions to leverage these elements for industry benefit. 
Regarding overall experience, the relationship between food tourism and the level of tourist intention to revisit is also 
significant. The Tau b values are 0.439 for affordable price, 0.477 for food image, and 0.430 for food taste, with p-values 
less than 0.001, indicating a moderately strong correlation. Tourists who perceive prices as reasonable, coupled with 
positive impressions of food imagery and taste, are more likely to express a heightened intention to revisit. The visual 
appeal and presentation of food play crucial roles in enhancing overall satisfaction, sometimes overshadowing the 
influence of taste. Smith et al. (2018) found that perceived value significantly shapes tourists' satisfaction and behavioral 
intentions, while Jones and Brown (2020) emphasized the importance of visual food presentation in enhancing the 
dining experience. The findings indicate that affordable pricing, appealing food imagery, and good food taste 
significantly influence tourists' satisfaction and their intentions to revisit Laguna. These factors are critical in shaping 
positive tourist experiences, fostering loyalty, and encouraging repeat visits. The results underscore the need for 
businesses in the tourism sector to strategically prioritize these aspects to enhance overall satisfaction and promote 
positive experiences, ultimately driving sustainable tourism growth. 

3.7. Propose Food Tourism Management Plan 

Laguna, a province nestled in the heart of the Philippines, is renowned for its rich tapestry of culture, history, and natural 
beauty. Among its many treasures lies a vibrant and diverse culinary heritage. From traditional delicacies passed down 
through generations to innovative gastronomic creations, Laguna's food scene is a testament to the region's cultural 
richness and culinary prowess. As culinary exploration continues to captivate travelers worldwide, the potential growth 
of food tourism in the province showcases an exponential opportunity to highlight the local culture. The following 
comprehensive management plan aims to assess, enhance, and promote Laguna as a premier destination for food 
enthusiasts. This management plan encapsulates a strategic framework designed to delve deep into the essence of 
Laguna’s culinary identity. The plan aims to evaluate current offerings, chart a course for sustainable development, and 
promote Laguna's food tourism sector. The objectives include engaging stakeholders, conducting thorough 
assessments, implementing targeted strategies, unlocking the full potential of Laguna’s culinary landscape, and 
preserving cultural heritage while fostering economic prosperity. Engaging stakeholders is pivotal for the success of 
Laguna’s food tourism management plan. Active involvement of key stakeholders will create a collaborative 
environment fostering shared goals, mutual understanding, and collective action towards sustainable culinary tourism 
development. Stakeholders include tourism departments, municipal councils, regulatory agencies, tourism boards, 
associations, restaurants, food establishments, food providers, community organizations, tour operators, travel 
agencies, and educational institutions. This collaborative approach ensures that local communities are involved in 
providing memorable culinary experiences, enhancing the overall appeal of Laguna as a food tourism destination. 
Conducting a thorough assessment involves creating surveys and interviews with stakeholders to gather insights, 
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perspectives, and feedback on the current state of food tourism in Laguna, as well as their aspirations and concerns. 
This comprehensive data collection and analysis help identify strengths, weaknesses, opportunities, and threats within 
Laguna's food tourism sector, providing a solid foundation for informed decision-making and strategic planning. 
Implementing targeted strategies involves organizing workshops, focus groups, and roundtable discussions to facilitate 
dialogue and collaboration among stakeholders. These events provide platforms for discussing progress, sharing 
updates, and soliciting input on decision-making processes. By providing stakeholders with relevant information, data, 
and resources, the plan enhances their understanding of food tourism opportunities and challenges. Identifying and 
pursuing collaboration opportunities among stakeholders leverages collective expertise and resources to achieve 
common goals. Unlocking the full potential of Laguna’s culinary landscape requires a multifaceted approach combining 
innovation, authenticity, sustainability, and collaboration. Encouraging local chefs and artisans to experiment with 
traditional recipes and ingredients, infusing modern techniques while preserving Laguna's culinary heritage, fosters 
culinary innovation. Promoting genuine interactions with local communities, farmers, fishermen, and artisans 
emphasizes authenticity in food tourism experiences. Prioritizing sustainability by promoting responsible sourcing, 
waste reduction, and environmental conservation practices ensures the long-term viability of Laguna's culinary 
landscape. Forging collaborative partnerships among government agencies, tourism boards, culinary associations, local 
businesses, and community organizations strengthens the food tourism ecosystem. Leveraging digital platforms and 
social media channels amplifies Laguna's culinary narrative, sharing stories of local food traditions, cultural heritage, 
and the people behind the dishes. Engaging with influencers, food bloggers, and digital content creators showcases 
Laguna's unique culinary experiences, creating global buzz around its food tourism offerings. Preserving the cultural 
heritage of Laguna is crucial for maintaining the authenticity and uniqueness of its culinary landscape. Techniques such 
as comprehensive documentation and research initiatives catalog traditional recipes, cooking techniques, and culinary 
practices specific to Laguna's cultural heritage. Establishing culinary education programs and workshops aims to 
preserve and transmit traditional cooking methods, recipes, and food preparation techniques to future generations. 
Engaging local communities in cultural preservation efforts through heritage festivals, cooking demonstrations, and 
community gatherings centered around traditional food and culinary practices raises public awareness about the 
importance of preserving Laguna's culinary heritage. Implementing these strategies provides a comprehensive 
framework for sustainable development and promotion of food tourism in Laguna, aiming to enhance tourist 
satisfaction and encourage repeat visits by showcasing the region's rich culinary heritage and diverse offerings. 

4. Conclusion and recommendations  

This study offers a comprehensive exploration of the intricate dynamics of food tourism in Laguna, shedding light on 
the interplay between various factors that shape food choices, dining experiences, and overall tourist satisfaction. It 
underscores the pivotal role of affordability in influencing food preferences and emphasizes the importance of 
maintaining clean and inviting dining environments. Additionally, the study highlights tourists' strong inclination 
towards rich and savory culinary offerings, stressing the necessity for local establishments to align with these taste 
preferences. Moreover, the consistency of food quality emerges as a crucial determinant of overall satisfaction, 
underscoring the imperative for establishments to prioritize this aspect. The levels of satisfaction expressed by tourists 
suggest the potential for positive word-of-mouth recommendations, thereby bolstering Laguna's reputation as an 
enticing food tourism destination. The statistical analyses conducted in this study further validate the relationships 
between affordability, food image, service quality, and various dimensions of tourist satisfaction. The rejection of null 
hypotheses in these analyses solidifies the robust connection between food tourism factors and tourists' intention to 
revisit. In essence, this study not only provides valuable insights into the specific dynamics of food tourism in Laguna 
but also offers actionable recommendations for local food establishments to enhance the overall tourist experience and 
sustain the destination's appeal. By addressing the identified factors and aligning their offerings with tourist 
preferences, establishments can contribute to the continued growth and success of Laguna as a premier food tourism 
destination. As Laguna continues to solidify its position as a premier food tourism destination, it is essential to consider 
actionable steps to sustain and enhance the overall tourist experience. Encouraging collaboration between local 
establishments and tourism authorities can collectively enhance the overall tourist experience in Laguna. Maintaining 
clean and well-maintained dining environments is crucial to enhancing the overall dining experience for tourists. 
Conducting market research to understand tourists' price sensitivity and adjusting pricing accordingly can ensure that 
offerings remain attractive and affordable. Implementing actionable recommendations from the study will help sustain 
Laguna's appeal as a desirable food tourism destination. Additionally, implementing rewards or recognition programs 
for staff members who consistently provide exceptional service can motivate and maintain high service standards. 
Further research into local product production in Laguna can provide valuable insights and opportunities for promoting 
local flavors and culinary heritage, enriching the food tourism experience. Focusing on these strategic insights, Laguna 
can foster collaboration, improve infrastructure, and align offerings with tourist preferences, further elevating its appeal 
as a desirable culinary destination. 
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