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Abstract 

 

This study aimed to explore the impact of travel motivation and food experiences on post-visit 

outcomes in gastronomic destinations within Central Luzon. Employing a sequential mixed 

methods design, the study analyzed the tourist demographics, examined relationships between 

key variables, and identified significant differences across demographic groups. The 

researcher used sequential mixed method and descriptive research design. The respondents of 

the study were 380 tourists who dined in Department of Tourism (DOT) accredited restaurants 

that serves local cuisines. The study concluded that majority of the respondents are male, aged 

25 years old to 40 years old or belong to generation Y, single, employed, university graduate, 

and centrality of local food when traveling is important. Tourists in Central Luzon seek 

authentic food, fresh ingredients, and memorable experiences with loved ones. The study 

links tourist motivations to their satisfaction and recommends the region highlight these 

aspects. To improve satisfaction, the study suggests catering to under-represented 

demographics and organizing food-related events. Collaboration among all stakeholders is 

seen as key to enhancing Central Luzon's culinary tourism. Lastly, the research paper 

proposed a Tourists’ Gastronomic Post-Visit Outcome framework. 

 

Keywords: gastronomic destinations, post-visit outcomes, travel motivation, tourists’ food 

experience, gastronomic tourism 
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Tourist gastronomic engagement: Assessing travel motivation, food experiences, and 

post-visit outcomes in Central Luzon’s culinary destinations 

 

1. Introduction 

The convergence of travel and gastronomy has had a transformative impact on the tourism sector, leading to 

the emergence of food experiences as a significant motivator for tourists worldwide. A recent study investigates 

the influence of gastronomy on tourism emphasizes that gastronomic reasons greatly increase the perceived 

value of tourist encounters, leading to the appeal of destinations renowned for their distinctive culinary offers 

(Carral et al., 2020). Gastronomic tourism, a form of travel that focuses on the exploration and appreciation of 

regional culinary offerings, has garnered significant interest among tourists seeking authentic and distinctive 

encounters. Gastronomic tourism centers around the appreciation and indulgence in regional gastronomic 

delights and libations. 

Central Luzon, a region renowned for its rich culinary heritage and vibrant gastronomic landscape, hosts 

several festivals dedicated to the celebration of food and beverages. These events aim to showcase the diverse 

culinary traditions of the region and entice visitors from far and wide. The tourism industry in Central Luzon is 

seeing significant growth and success. In the third quarter of 2023, the region had 2.8 million visitors. The data 

include 2.6 million arrivals from within the country and 197,837 arrivals from international destinations. These 

statistics indicate that Central Luzon has the potential to become a prominent tourist destination for both local 

and foreign visitors. Food festivals frequently showcase traditional cuisine, music, and dances, the more reasons 

tourists have increased. 

The existing body of research has extensively examined the factors that drive individuals to travel and 

explore various food experiences at gastronomic destination across the globe. However, it is worth noting that 

there is a dearth of scholarly investigations specifically focused on the gastronomic tourism in Central Luzon. 

According to the Department of Tourism (DOT) Central Luzon, there has been limited research conducted on the 

factors that drive travel motivation and the food experiences associated with post-visit outcomes in Central 

Luzon, Philippines. The region's distinctive culinary heritage and flourishing gastronomic landscape render it an 

ideal setting for examining the interplay between travel motivation and dining experiences. It is imperative for 

tourism officials, destination marketers, and local food businesses to possess a comprehensive understanding of 

the underlying reasons that drive tourists to participate in Central Luzon gastronomic tourism, as well as the 

subsequent impact of these motives on their dining experiences. This research gap can be addressed in order to 

uncover the factors that attract travelers to these festivals, their culinary preferences, and the extent to which 

these preferences are fulfilled. 

Travel motivation refers to the combination of internal and external variables that serve as driving forces 

compelling an individual or a group to engage in travel activities. Internal elements encompass individual needs, 

aspirations, and values, and external factors encompass environmental stimuli, marketing campaigns, and 

societal effects (Park & Lee, 2023). On the other hand. The food experience of a tourist is a comprehensive and 

intricate occurrence that incorporates the entirety of their interaction with food while engaging in a travel 

experience. According to López‐Guzmán & García (2020), the consumption of food entails a comprehensive 

encounter that extends beyond the sensory perception of taste. This encounter comprises several elements such 

as visual stimuli, auditory cues, olfactory sensations, and the cultural backdrop against which the food is situated. 

Conversely, the concept of post-visit outcome comprises a diverse array of actions and attitudes that tourists may 

display subsequently to the completion of their journey. According to Chen and Wang (2019), the consequences 

can vary in terms of their positivity, negativity, or neutrality. 

Motivation serves as a substantial indicator for both the adoption of locally sourced food and the 
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establishment of enduring loyalty towards food-related encounters. The present study focuses on an investigation 

of diverse aspects of motivation, encompassing cultural exposure, interpersonal connections, enthusiasm, 

sensory attraction, and health considerations. The impact of motivational dimensions on tourists' experiential 

loyalty towards local food is assessed in the study conducted by Williamson and Hassanli (2020). In 

investigating the influence of food experiences on hedonic well-being, which pertains to an individual's personal 

and subjective sensations of pleasure and contentment. The objective of this study is to investigate the various 

factors that contribute to the memorability of food experiences and to enhance the complexity and depth of the 

construct of memorable tourism experiences (Sthapit et al., 2019). Gastronomic destinations serve as a medium 

for facilitating the establishment of connections and fostering loyalty between consumers and local producers. 

The role of quality in fostering customer loyalty and satisfaction is of considerable importance and these factors 

are crucial determinants of a food destination (Khuat, 2018). The multifaceted components of gastronomic 

tourism, encompassing culinary encounters, cultural integration, and interaction with local food producers, seek 

to offer a deeper understanding of its influence on post-visit consequences (Dixit, 2019). 

Multiple studies have demonstrated a significant association between travel motivation, tourists' food 

experience, and post-visit outcomes. An investigation conducted by Chen et al. (2019) revealed that individuals 

who possessed a greater inclination to partake in local cuisine during their travels exhibited better levels of 

satisfaction with their entire travel experience and were more inclined to endorse the destination to others. In a 

recent study conducted by Dixit and Prayag (2022), it was discovered that tourists who had a favorable 

gastronomic encounter exhibited a higher propensity to develop a positive post-visit disposition towards the site. 

In the study conducted by Hernandez-Rojas et al. (2021), they stated that there is a significance of food 

experiences in gastronomic tourism and the positive outcomes that can result for travelers after their visits. It is 

imperative to acknowledge that the correlation between travel motivation, food experience, and post-visit 

outcomes is intricate and susceptible to various influences, including the personal inclinations of the tourist, the 

caliber of the dining encounter, and the overall tourist experience. Nevertheless, the research indicates that food 

experiences may have a substantial impact on the post-visit outcomes of visitors. Consequently, tourism 

destinations and businesses should take this into account when planning and advertising gastronomic tourism 

experiences. Additionally, there was a higher likelihood among participants to express their intention of 

recommending the site to others and revisiting it in the future. The aforementioned research indicate that food 

can significantly influence the connection between travel motivation and post-visit outcome. Destinations have 

the potential to enhance tourist satisfaction, stimulate positive word-of-mouth, and foster return visitation by 

offering tourists a favorable culinary experience. 

The findings of this research may have significant implications across tourism industries in the development 

and implementation of developmental strategies. The forthcoming development of a conceptual framework holds 

the potential to offer significant insights for the Regional Department of Tourism (DOT) office and the relevant 

authorities responsible for promoting Central Luzon as a gastronomic destination. Local food producers and 

restaurant businesses can benefit from gaining knowledge on efficient management of service quality provided 

to their customers. This study presents potential advantages for tour operators and travel agencies as it offers 

valuable insights that can assist in the creation of customized culinary experiences that are in line with the 

expectations and preferences of their particular target demographic. Moreover, this research endeavor may offer 

significant contributions to fellow scholars in the fields of tourism and academia. The research findings may 

augment the current knowledge base in the field, thereby increasing its relevance to other related scholarly 

investigations. By gaining a thorough comprehension of the diverse factors that impact travel motivation, the 

food experiences of tourists, and the significant importance of post-visit outcome, stakeholders such as the 

regional tourism office, managers, and restaurant owners can actively strive for the enhancement of tourist 

gastronomic experiences.  

This study utilized a quantitative-descriptive research design, utilizing a modified structured-type 

questionnaire. The research focused on gastronomic destinations in Central Luzon. The study will involve 

individuals who visit Central Luzon and patronize local restaurants that offer regional food. The study's 
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population will be derived from the official records of the Department of Tourism. The scope of this study is 

restricted to both local and foreign tourists who visit restaurants, in order to minimize potential bias in the 

responses provided on the questionnaires. This study can facilitate the progress of sustainable destination 

development and stimulate economic growth within the gastronomic tourism sector of the region. The objective 

of this study is to create a promotional plan and establish a conceptual framework that can be utilized by the 

Central Luzon Regional Tourism Office in order to effectively promote and market gastronomic destinations in 

the region. The framework aims to attract a larger audience, improve visitor experiences, encourage sustainable 

development of the destination, and stimulate economic growth. Additionally, the framework may help future 

researchers assess other regions’ gastronomic destinations. 

Objectives of the Study - This research study aimed to thoroughly investigate the dynamic relationship 

among travel motivation, tourists’ gastronomic experiences, and post-visit outcomes in Central Luzon’s 

gastronomic destinations. More precisely, this study evaluated travel motivation of tourist in terms of culture, 

interpersonal, health and taste, and emotion; assessed the tourists’ food experience in terms of novelty seeking, 

experience co-creation, servicescape, choice overload, experience intensification, memorable local food 

experience, and hedonic well-being; examined post-visit outcomes in terms of destination satisfaction and 

destination loyalty; tested the relationships of travel motivation and tourists’ food experience to post-visit 

outcome; and proposed a Tourist Gastronomic Engagement Framework (TGEF). 

2. Methods  

Research Design - Quantitative research is a type of research that involves the collection and examination 

of numerical data. Utilizing statistical analysis is required in order to accomplish the goals of identifying trends 

and averages, formulating hypotheses, determining the existence of causal connections, and extrapolating 

findings to more extensive populations (SAGE Publications, 2016). This study employed a mixed-methods 

approach, incorporating elements of descriptive, correlational, and comparative research designs. This approach 

allowed the researcher to achieve a comprehensive understanding of the relationship between travel motivation, 

tourists’ food experience in visiting Central Luzon and the post-visit outcomes in gastronomic destinations in the 

region. Descriptive statistics were used to profile the typical tourist visiting Central Luzon. This will involve 

analyzing data collected on demographics, travel habits, and preferences using measures like frequency tables, 

means, medians, and standard deviations. Descriptive correlational research involves the observation and 

analysis of relationships between variables, without manipulating them. Correlational analysis were used to 

assess the strength and direction of relationships between tourist profiles and gastronomy interest. Comparative 

analysis were used to compare means or variances of characteristics between subgroups, depending on the 

normality of the data. (Creswell & Creswell, 2018).  

Participants of the Study - The researcher went to list of restaurants provided by the Department of Tourism 

(DOT) Central Luzon that offer local food from each provinces in Region III. The participants in this study 

consists of individuals who have dined at these particular dining establishments. The researcher chose the people 

who took part in the study through simple random sampling approach. The researcher consulted the roster of 

DOT-accredited dining establishments provided by DOT Central Luzon and inquired about the monthly 

customer count at each establishment. Upon receiving the data, it was forwarded to the statistician for the 

purpose of determining the required number of respondents from each of the eateries. Subsequently, after 

acquiring the results, the researcher revisited the eateries to carry out the survey. There is a total of 380 tourists, 

both local and international, who took part in the research and came from the seven provinces of Central Luzon. 

The population size is taken from the population of customers in each of the restaurants listed by the Department 

of Tourism (DOT) Central Luzon that serves local cuisine per month. The population size is 33,376, the margin 

of error is 5%, with a confidence level of 95%. 

Research Instrument - The researcher collected data through the use of modified adapted questionnaires. 

The first component of the questionnaire describes the demographic information of the respondents, including 
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their gender, age, marital status, kind of tourist, professional status, educational level, and centrality of local food 

when traveling. The second section of the questionnaire evaluated the travel motivation in terms of culture, 

interpersonal, health and taste, and emotion. The questionnaire adapted from the study of Williamson & Hassanli 

(2020) with Cronbach alpha values all above 0.7 threshold. The third section assessed tourists’ food experience 

concerning novelty-seeking, experience co-creation, servicescape, choice overload, experience intensification, 

memorable local food experience, and hedonic well-being. The researcher adapted the questionnaire from the 

study of Sthapit, Coudounaris, & Björk (2019) with a Cronbach alpha was 0.889, which is well above the critical 

value of 0.7. The last section of the questionnaire examined the post-visit outcome in Central Luzon in terms of 

destination satisfaction and destination loyalty. The researcher adapted the second and last part of the 

questionnaire from the study conducted by Khuat (2018). Cronbach Alpha is widely regarded as having a lower 

limit of 0.70 as an acceptable scale (Garson, 2016), wherein all constructs were tested at an acceptable level for 

confirmatory study (≥70). The amount of items per construct has been found to positively correlate with the 

Cronbach Alpha coefficient. 

The instrument has undergone content validation by a diverse panel of specialists. One individual relates to a 

culinary professional employed within the restaurant sector, possessing extensive experience and longevity 

within the field. The individual in question has gained professional experience at internationally renowned 

venues such as Manila Hotel and Norwegian Star Cruises. Another individual with expertise in the field is a 

restaurant manager employed at Dusit Thani Boracay, who possesses over four years of experience in this 

managerial role within the hospitality industry. The final specialist is an esteemed academician, serving as a 

college dean specializing in the fields of Philippine gastronomic tourism and culinary education. The instrument 

has been adjusted in response to the recommendations and criticisms of the experts in order to make it more 

accurate and useful. The instrument was also subjected to reliability or pilot testing, the participants in this study 

are customers who have dined at restaurants in Metro Manila that offer authentic Filipino cuisine which yielded 

the following results from 30 respondents who were tourists that visited restaurants in Metro Manila that offers 

authentic cuisines: 

According to the reliability statistics of Cronbach's Alpha, all variables assessed in the questionnaire 

produced results exceeding an acceptable level of 0.7. Therefore, the questionnaire is deemed to possess validity 

and reliability, rendering it suitable for general implementation. After the reliability testing with the statistician, 

the questionnaire has undergone the approval of ethics committee for review making sure that all aspects of the 

research undertaking conforms to the standard and institutional policies and adhere to acceptable and ethical 

research practices.  

Indicators No. of Items Cronbach Alpha Remarks 
ulture 806 ood 
terpersonal 800 ood 
ealth and Taste 747 cceptable 
motion 870 ood 
ovelty Seeking 842 ood 
xperience Co-creation 878 ood 
rvicescape 906 xcellent 

hoice Overload 784 cceptable 
xperience Intensification 904 xcellent 
emorable Local Food Experience 912 xcellent 
edonic Well-being 917 xcellent 
estination Satisfaction 903 xcellent 
estination Loyalty 878 ood 
eorge and Mallery (2003) provide the following rules of thumb: “_ > .9 – Excellent, _ > .8 – Good, _ > .7 – Acceptable, _ > .6 –
uestionable, _ > .5 – Poor, and_ < .5 – Unacceptable” 

Data Gathering Procedure - Once the research instrument has obtained approval, the researcher proceeded 

to compose a letter of consent addressed to the restaurant managers. This letter was duly acknowledged and 

endorsed by the research adviser through their signature. The purpose of this correspondence is to formally seek 

the individual's involvement in the research study by diligently completing the designated instrument. The 
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researcher also sent a formal letter addressed to the Department of Tourism, seeking their endorsement for the 

restaurants situated in the Central Luzon region. Furthermore, it is advisable to include a note specifically 

addressed to the respondents, which should be linked to the questionnaire together with the data privacy 

agreement. Upon receiving approval, the researcher promptly proceeded with the administration of the 

questionnaire to the participating restaurants. After extending a polite greeting, the researcher offered a concise 

explanation and guidance to the participants. Participants were given a brief period of time to complete the 

questionnaire. Subsequently, the researcher assessed the questionnaires to ensure the adequacy of data. In the 

event that the management desires to administer the questionnaire online, an alternative option will be provided 

in the form of a Google form link or QR code.  

Data Analysis - This study relied on descriptive statistics. Weighted mean, standard deviation, and ranking 

were also used in examining post-visit outcome on destination satisfaction and destination loyalty. The 

distinctions of respondents in Central Luzon on the evaluation of the respondents’ travel motivation through 

culture, interpersonal, health and taste, and emotions; the assessment of tourists’ food experience through 

novelty-seeking, experience co-creation, servicescape, choice overload, experience intensification, memorable 

local food experience, and hedonic well-being; and the determining of post-visit outcome on destination 

satisfaction and destination loyalty were checked using Mann Whitney U-test, Kruskal Wallis and alpha = 0.05. 

In testing the relationship of travel motivation and tourists’ food experience to post-visit outcome, Spearman-rho 

and Regression analysis were used. 

Ethical Considerations - The researcher ensured that each participant responds to the questions voluntarily 

and without any coercion, in adherence to the ethical guidelines outlined in the Code of Ethics. This were 

achieved by obtaining informed consent from the participants by the signing of a consent form, which 

guaranteed the veracity and objectivity of their responses. In accordance with the provisions of the Data Privacy 

Act of 2012, all replies were treated with the highest level of confidentiality and solely utilized for academic 

reasons. Respondents were guaranteed anonymity. Tourists who failed to comply with the research protocol were 

substituted by other respondents who possessed similar qualities, while also considering ethical implications.  

3. Results and discussion 

Table 1 shows the overall evaluation on the travel motivation of tourists in Central Luzon strongly agreed 

with a composite mean of 4.63. It was shown from the result that respondents focused more on emotion with the 

mean value of 4.69 and interpersonal as supported by the mean value of 4.66. While factors such as sensory 

appeal, culinary heritage, and social connection contribute to gastronomic tourism, emotions remain the primary 

motivator. As Sthapit et al. argue, "emotions are the best measure of travel motivation" in this context. They 

found that consuming local food at tourist destinations was strongly associated with positive emotions like joy, 

love, excitement, and interest, leading to memorable experiences. Similarly, Chang et al. found that emotions, 

particularly those stemming from dining experiences, significantly influence travel motivations and overall 

well-being. Another study highlighted the impact of emotions on the experiential value of food, making them a 

key determinant of trip motivation. This research emphasized that high-quality food experiences can enhance 

emotional well-being, impacting overall health. However, the authors noted that nuanced emotions derived from 

Table 1 

Summary Table on Evaluation on the Travel Motivation of Tourists in Central Luzon  

Travel Motivation of Tourists Mean Verbal Interpretation Rank 
Culture 4.58 Strongly Agree 3 
Interpersonal 4.66 Strongly Agree 2 
Health and Taste 4.57 Strongly Agree 4 
Emotion 4.69 Strongly Agree 1 
OVERALL MEAN 4.63 Strongly Agree  
Legend: 1.0 to 1.49 Strongly Disagree, 1.5 to 2.49 Disagree, 2.5 to 3.0 Moderately Agree, 3.5 to 4.49 Agree, 4.5 to 5.00 
Strongly Agree 
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diverse food-related activities likely have a more significant impact than those solely linked to sensory aspects. 

On the other hand, least concentration on health and taste with mean value of 4.57 and culture with mean 

value of 4.58. While health and taste are factors in gastronomic tourism, they are not primary motivators for 

travelers. As Lin et al. note, "tourists' food consumption habits are shaped by various factors beyond mere health 

and taste preferences." Travelers often prioritize experiences such as cultural immersion, adventure, and 

relaxation when choosing a destination, often indulging in experiences that may not prioritize health. Similarly, 

while taste is a factor, Su et al. found that "foodies" are more driven by the desire to explore new flavors, learn 

about culinary practices, and engage with food customs than by health considerations. This suggests that the 

novelty and authenticity of food experiences often outweigh taste as a primary motivator.  

Table 2 presents the overall assessment on the tourists’ food experience in Central Luzon. As seen from the 

result, respondents strongly agree with the composite mean of 4.54. Memorable local food experience ranked 

first with a mean value of 4.64 rated as strongly agree and servicescape ranked second with a mean value of 4.61 

rated as strongly agree. Local gastronomy is a key aspect of tourism, offering a unique and memorable 

experience for travelers. As Ratnasari et al. note, "the emotional experiences that individuals engaging in tourism 

activities undergo while partaking in local cuisine are of paramount importance in influencing their levels of 

satisfaction and their inclination to revisit or endorse a particular destination." Local dishes, often difficult to 

replicate elsewhere, leave a lasting impression and connect tourists with the community and its customs. Yu & 

Zhang highlight the importance of authentic local food experiences, stating that they contribute to the overall 

dining and tourist experiences, enhancing the authenticity and cultural immersion sought by visitors. Similarly, 

Kokkranikal and Carabelli emphasize the strong connection between food and cultural identity, suggesting that 

memorable local food experiences provide a deeper understanding and appreciation of a destination's heritage 

and traditions. 

Yet, respondents still agree on choice overload (4.29) rated as agree, experience intensification (4.53) rated 

as strongly agree, experience co-creation (4.57), and hedonic well-being (4.57) rated as strongly agree even 

though it obtained the least values. While choice overload can be a factor in consumer decisions, research 

suggests it may not be a primary concern for tourists seeking authentic food experiences. Putra suggests that 

tourists prioritize genuine culinary encounters over simply having many options. Tourists are often more 

interested in experiencing local culture and cuisine than being overwhelmed by choices. Putera and Mustapha's 

findings support this, indicating that factors like food quality, service, and ambiance have a greater impact on 

tourist satisfaction than choice overload. 

Table 3 illustrates the overall assessment on post-visit outcome in Central Luzon where it was rated strongly 

agree with a composite mean of 4.67. As illustrated from the result, destination loyalty ranked first rated as 

strongly agree with a mean value of 4.70. Destination satisfaction is crucial for a successful visitor experience. 

When tourists have positive experiences and their expectations are met, they are more likely to recommend the 

destination to others and revisit themselves. This positive word-of-mouth promotion is essential for the 

Table 2 

Summary Table on Assessment on the Tourists' Food Experience in Central Luzon 

Tourists' Food Experience Mean Verbal Interpretation Rank 
Novelty Seeking 4.60 Strongly Agree 3 
Experience Co-creation 4.57 Strongly Agree 4.5 
Servicescape 4.61 Strongly Agree 2 
Choice Overload 4.29 Agree 7 
Experience Intensification 4.53 Strongly Agree 6 
Memorable Local Food Experience 4.64 Strongly Agree 1 
Hedonic Well-being 4.57 Strongly Agree 4.5 
OVERALL MEAN 4.54 Strongly Agree  
Legend: 1.0 to 1.49 Strongly Disagree, 1.5 to 2.49 Disagree, 2.5 to 3.0 Moderately Agree, 3.5 to 4.49 Agree, 4.5 to 5.00 
Strongly Agree 
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long-term success of any destination. Satisfied visitors also tend to spend more on souvenirs, accommodations, 

and other services during their stay. Mainolfi and Marino (2018) highlight the strong connection between tourist 

satisfaction and their future intentions. Their research shows that positive experiences, particularly with service 

quality, increase the likelihood of repeat visits and positive word-of-mouth. Essentially, destination satisfaction is 

a key indicator of how tourists will behave after their visit, directly influencing their decision to return or 

recommend the destination to others. It is clear that tourists' perceptions of a destination directly impact their 

satisfaction levels. Huete Alcocer and López Ruiz (2019) found that satisfied tourists are more likely to have 

positive behavioral intentions, such as revisiting or recommending the destination. Macanas (2020) reinforces 

this, stating that destination satisfaction is a major factor in post-visit outcomes, shaping tourists' behaviors after 

their trip. In instance, the study found that positive experiences, such as enjoying photo opportunities at popular 

landmarks like Rizal Park in Metro Manila, contribute to overall destination satisfaction. This satisfaction, in 

turn, makes tourists more likely to return and recommend the destination to others. 

On the other hand, destination satisfaction ranked the lowest with a mean value of 4.63 rated strongly agree. 

Destination loyalty is an important measure in tourism, but emerging studies suggest it may not be the most 

influential factor in visitor satisfaction and future intentions. One explanation for this is that destination loyalty 

does not always result in repeated visits or positive word-of-mouth. Tourists may develop loyalty to a destination 

but still choose to explore other options for future vacations. Additionally, factors like service quality, value for 

money, and overall experience may have a greater impact on visitor satisfaction and the likelihood of return 

visits. (Leo et al., 2020). Destination loyalty is linked to positive outcomes like longer stays, increased activity 

participation, and positive recommendations (Stylidis et al., 2021). It can lead to a stable income stream for 

destinations through positive word-of-mouth and reduced marketing costs. However, achieving destination 

loyalty is challenging due to factors like novelty-seeking, complex decision-making, and diverse tourist 

motivations (Lv et al., 2020). 

 

Table 3 

Summary Table on Post-Visit Outcome in Central Luzon 

Post-Visit Outcome Mean Verbal Interpretation Rank 
Destination Satisfaction 4.63 Strongly Agree 2 
Destination Loyalty 4.70 Strongly Agree 1 
OVERALL MEAN 4.67 Strongly Agree  
Legend: 1.0 to 1.49 Strongly Disagree, 1.5 to 2.49 Disagree, 2.5 to 3.0 Moderately Agree, 3.5 to 4.49 Agree, 4.5 to 5.00 
Strongly Agree 
 

Table 4 

Relationship between Travel Motivation and Tourists’ Food Experience 

CULTURE rs p-value Interpretation 
Novelty Seeking .590** 0.000 Highly Significant 
Experience Co-creation .650** 0.000 Highly Significant 
Servicescape .594** 0.000 Highly Significant 
Choice Overload .495** 0.000 Highly Significant 
Experience Intensification .670** 0.000 Highly Significant 
Memorable Local Food Experience .544** 0.000 Highly Significant 
Hedonic Well-being .562** 0.000 Highly Significant 
Food Experience OVERALL .668** 0.000 Highly Significant 
INTERPERSONAL     
Novelty Seeking .679** 0.000 Highly Significant 
Experience Co-creation .728** 0.000 Highly Significant 
Servicescape .674** 0.000 Highly Significant 
Choice Overload .505** 0.000 Highly Significant 
Experience Intensification .735** 0.000 Highly Significant 
Memorable Local Food Experience .640** 0.000 Highly Significant 
Hedonic Well-being .681** 0.000 Highly Significant 
Food Experience OVERALL .749** 0.000 Highly Significant 
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Table 4 presents the relationship between travel motivation and tourists’ food experience on gastronomic 

destinations in Central Luzon. The result shows that the obtained rs values (.806**) indicates a strong direct 

correlation and the resulted p-values (0.000) were all less than the alpha level. This means that there was a 

significant relationship exists and implies that the better the assessment of travel motivation, the higher their 

food experience. Travel motivations and food experiences are two crucial components that strongly influence a 

tourist's overall enjoyment with their vacation. It was revealed that there is a considerable relationship between 

these two aspects, since the reasons for traveling typically define the types of eating experiences that visitors 

seek out. For example, tourists who are motivated by a desire for cultural immersion are more inclined to seek 

out authentic local cuisine, while those motivated by relaxation may be more interested in indulging in opulent 

dining experiences. Additionally, tourists that prioritize adventure and exploration may be more ready to sample 

new and exotic meals. The correlation between the total food experience and overall travel motivation is relevant 

because of the increasing popularity of gastronomy tourism in the worldwide tourist sector. Gastronomic tourism 

encompasses more than simply eating at restaurants; it entails immersing oneself in the local food culture, 

touring farms, participating in food festivals, and engaging with genuine culinary traditions. Tourists need novel 

and distinctive experiences that leave a lasting impression even after their journey concludes. Gastronomic 

tourism offers them the chance to fully engage in the local culinary landscape (Nesterchuk et al., 2021). 

Moreover, the significance of food in creating memorable travel experiences is crucial due to its strong 

connection to cultural identity and local traditions. Culinary tourism enables guests to establish a profound 

connection with the place by sampling authentic dishes, acquiring knowledge about indigenous ingredients, and 

comprehending the culinary legacy of the area (Bertan, 2020). 

Table 5 shows the relationship between travel motivation and post-visit outcome. Travel motivation and all 

its sub-variables was found to be significantly related to post-visit outcome with p-values of 0.000. There is a 

significant relationship between travel motivation in terms of culture and post-visit outcome with overall rs 

values of .697** and p-values of 0.000. This implies that there is a strong correlation and suggests that the better 

the assessment of travel motivation the higher the post-visit outcome. Travel motivations have a major influence 

in shaping destination satisfaction and destination loyalty in post-visit outcomes. These two attributes is crucial 

HEALTH & TASTE    
Novelty Seeking .487** 0.000 Highly Significant 
Experience Co-creation .553** 0.000 Highly Significant 
Servicescape .494** 0.000 Highly Significant 
Choice Overload .480** 0.000 Highly Significant 
Experience Intensification .502** 0.000 Highly Significant 
Memorable Local Food Experience .481** 0.000 Highly Significant 
Hedonic Well-being .501** 0.000 Highly Significant 
Food Experience OVERALL .575** 0.000 Highly Significant 
EMOTION    
Novelty Seeking .621** 0.000 Highly Significant 
Experience Co-creation .617** 0.000 Highly Significant 
Servicescape .725** 0.000 Highly Significant 
Choice Overload .477** 0.000 Highly Significant 
Experience Intensification .687** 0.000 Highly Significant 
Memorable Local Food Experience .663** 0.000 Highly Significant 
Hedonic Well-being .630** 0.000 Highly Significant 
Food Experience OVERALL .689** 0.000 Highly Significant 
TRAVEL MOTIVATION OVERALL    
Novelty Seeking .713** 0.000 Highly Significant 
Experience Co-creation .767** 0.000 Highly Significant 
Servicescape .727** 0.000 Highly Significant 
Choice Overload .610** 0.000 Highly Significant 
Experience Intensification .763** 0.000 Highly Significant 
Memorable Local Food Experience .692** 0.000 Highly Significant 
Hedonic Well-being .714** 0.000 Highly Significant 
Food Experience OVERALL .806** 0.000 Highly Significant 
**. Correlation is significant at the 0.01 level (2-tailed) 
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for businesses to appropriately attract and retain clients. Results have shown that there is a strong correlation 

between overall travel motivations and destination loyalty. When tourists are motivated by certain characteristics 

such as cultural encounters, relaxation, adventure, or social relationships, they are more likely to create a strong 

attachment to the location they visit. This emotional connection leads to frequent visits and strong 

word-of-mouth referrals, ultimately boosting destination loyalty. 

Moreover, tourists who had their expectations realized during their visit are more likely to create a sense of 

contentment and devotion towards the region. The strong correlation between travel motivation and post-visit 

outcome can be attributed to the influence of travelers' motivations on their overall experience and perception of 

a destination. Tourists that possess strong motivation to visit a destination for specific purposes such as cultural 

immersion, thrilling experiences, rejuvenation, or seeing attractions are more inclined to have a favorable 

outcome after their stay. Their motivation strongly influences their expectations and experiences throughout the 

trip, which in turn affects their levels of pleasure, their intention to promote the destination, and their post-visit 

intentions towards products originating from the country they visited (Marques et al., 2021). Furthermore, 

visitors who possess higher levels of total travel motivation are more inclined to develop a profound emotional 

attachment to the destination, resulting in heightened happiness with their travel experience. The increased level 

of pleasure subsequently impacts their desire to disseminate favorable word-of-mouth recommendations 

regarding the destination. Moreover, travelers who possess a strong desire to travel are more inclined to develop 

a favorable emotional perception of the location, which significantly influences their level of pleasure and their 

intention to suggest the destination through conventional word-of-mouth communication (Prayag et al., 2020). 

Travel motivation has a significant impact on travelers' intents to purchase things from the country they visited. 

Tourists that possess a strong inclination to delve into a destination's culture, cuisine, and products are more 

inclined to have favorable intents towards acquiring and endorsing those products upon their return home. Hence, 

the strong correlation between the general motivation to travel and the overall outcome after visiting can be 

ascribed to the impact of motivation on satisfaction, intention to recommend, and post-visit intentions towards 

products. All of these factors collectively contribute to the overall travel experience and outcomes of tourists 

(Stylidis et al., 2021). 

Table 6 shows the relationship between tourists’ food experience and post-visit outcome. The tourists’ food 

experience and all its sub-variables was found to be significantly related to post-visit outcome with p-values of 

0.000. Overall, the rs values of .779** and p-values of 0.000 were all less than the alpha level which means that 

Table 5 

Relationship between Travel Motivation and Post-Visit Outcome 

CULTURE rs p-value Interpretation 
Destination Satisfaction .527** 0.000 Highly Significant 
Destination Loyalty .483** 0.000 Highly Significant 
Post Visit Outcome OVERALL .573** 0.000 Highly Significant 
INTERPERSONAL TASTE    
Destination Satisfaction .609** 0.000 Highly Significant 
Destination Loyalty .530** 0.000 Highly Significant 
Post Visit Outcome OVERALL .641** 0.000 Highly Significant 
HEALTH & TASTE    
Destination Satisfaction .451** 0.000 Highly Significant 
Destination Loyalty .457** 0.000 Highly Significant 
Post Visit Outcome OVERALL .476** 0.000 Highly Significant 
EMOTION    
Destination Satisfaction .603** 0.000 Highly Significant 
Destination Loyalty .617** 0.000 Highly Significant 
Post Visit Outcome OVERALL .661** 0.000 Highly Significant 
TRAVEL MOTIVATION OVERALL 
Destination Satisfaction .655** 0.000 Highly Significant 
Destination Loyalty .605** 0.000 Highly Significant 
Post Visit Outcome OVERALL  .697** 0.000 Highly Significant 
**. Correlation is significant at the 0.01 level (2-tailed) 
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there is strong correlation between food experience and post-visit outcomes. The function of food in the overall 

food experience is of utmost importance, as evidenced by the results indicating that the quality of food can 

significantly influence post-visit outcomes. This investigation examining the association between broad food 

experiences and results following a visit revealed a statistically significant correlation between these two factors. 

When tourists have a favorable gastronomic encounter, they are more inclined to form a favorable overall 

perception of their visit. 

Moreover, high-quality cuisine has the potential to elevate various elements of the dining encounter, 

including the quality of service and the overall atmosphere, resulting in increased levels of satisfaction. 

Additionally, food possesses the ability to elicit emotions and recollections, thereby impacting customers' overall 

perception of their stay. Hence, it is imperative for restaurants to provide utmost importance to the excellence of 

their food offerings to guarantee favorable post-visit results for their patrons. The correlation between the whole 

dining experience and the loyalty towards a destination after visiting can be elucidated by the notion of 

experientiality in culinary tourism. Studies have demonstrated that offering memorable food-related experiences 

can positively influence outcome factors, such as satisfaction and loyalty. Experiences related to food can have 

an impact on an individual's quality of life and their emotional connection to a place, which in turn influence 

their future intents to remain loyal to that destination. Research has confirmed a link between tourism 

experiences that leave a lasting impression and the development of loyal behaviors. Memories have a significant 

role in shaping attitudes and encouraging the desire to repeat these experiences in the future (Di-Clemente et al., 

2019). Furthermore, the competitiveness of tourism locations is assessed based on their capacity to provide 

unforgettable experiences, characterized by distinctive aromas and culinary offerings that evoke good emotions, 

Table 6 

Relationship between Tourists’ Food Experience and Post-visit Outcome 

Novelty Seeking rs p-value Interpretation 
Destination Satisfaction .656** 0.000 Highly Significant 
Destination Loyalty .552** 0.000 Highly Significant 
Post Visit Outcome OVERALL .672** 0.000 Highly Significant 
Experience Co-creation    
Destination Satisfaction .642** 0.000 Highly Significant 
Destination Loyalty .546** 0.000 Highly Significant 
Post Visit Outcome OVERALL .668** 0.000 Highly Significant 
Servicescape    
Destination Satisfaction .685** 0.000 Highly Significant 
Destination Loyalty .625** 0.000 Highly Significant 
Post Visit Outcome OVERALL .723** 0.000 Highly Significant 
Choice Overload    
Destination Satisfaction .556** 0.000 Highly Significant 
Destination Loyalty .441** 0.000 Highly Significant 
Post Visit Outcome OVERALL .578** 0.000 Highly Significant 
Experience Intensification    
Destination Satisfaction .664** 0.000 Highly Significant 
Destination Loyalty .588** 0.000 Highly Significant 
Post Visit Outcome OVERALL .704** 0.000 Highly Significant 
Memorable Local Food Experience    
Destination Satisfaction .704** 0.000 Highly Significant 
Destination Loyalty .740** 0.000 Highly Significant 
Post Visit Outcome OVERALL .792** 0.000 Highly Significant 
Hedonic Well-being    
Destination Satisfaction .698** 0.000 Highly Significant 
Destination Loyalty .598** 0.000 Highly Significant 
Post Visit Outcome OVERALL .740** 0.000 Highly Significant 
Food Experience OVERALL    
Destination Satisfaction .735** 0.000 Highly Significant 
Destination Loyalty .646** 0.000 Highly Significant 
Post Visit Outcome OVERALL .779** 0.000 Highly Significant 
**. Correlation is significant at the 0.01 level (2-tailed) 
 



 
Gregana, M. J. V., & Ylagan, A. D. 

110  Consortia Academia Publishing (A Partner of CollabWritive Publishing House) 

ultimately resulting in future loyalty and intents to return. Hence, the comprehensive gastronomic encounter has 

a pivotal role in establishing enduring recollections, enriching the standard of living, and nurturing a sense of 

connection to a place, ultimately leading to loyalty towards the destination after the visit (Kim et al., 2021). 

Based on the regression analysis on Table 7, the relationship between various independent variables and a 

dependent variable, likely related to food experience or behavior during travel. The Independent Variables 

(Predictor Variables) are Sex, Age, Civil status, Professional status, Education level, Centrality of local food 

when traveling, Travel motivation, Food experience. 

The Unstandardized Coefficients (B) represent the change in the dependent variable for a one-unit change in 

the independent variable. t-value is the ratio of the coefficient to its standard error. It indicates the significance of 

the coefficient. Sig. (p-value) indicates the probability of observing the result by chance if the null hypothesis is 

true (i.e., the coefficient is actually zero). Based on the rule of thumb, If the p-value is less than the chosen 

significance level (usually 0.05), the coefficient is considered statistically significant, indicating that there is 

likely a relationship between the independent variable and the dependent variable. If the p-value is greater than 

the significance level, the coefficient is not considered statistically significant, suggesting that there may not be a 

significant relationship between the independent variable and the dependent variable. 

From the analysis, the independent variables Sex, Age, Civil status, Professional status, Education level, 

Centrality of local food when traveling, and Travel motivation (culture, interpersonal, and emotion) do not have 

a statistically significant relationship with the dependent variable. Their coefficients have p-values greater than 

0.05. Whereas health and taste have statistically significant relationship with the dependent variable where 

p-value is less than 0.05.  

The inclination to consume regional dishes made with fresh ingredients is frequently regarded as the 

primary factor determining both health and taste. Travelers who place a high importance on consuming fresh 

foods are likely to encounter a boost in their energy levels and enhanced digestion while on their journey. 

Moreover, incorporating locally sourced components in traditional recipes might enhance the authenticity of the 

Table 7 

Predictor of Post-Visit Outcome 

Independent Variable/ Predictor 
Variable 

Unstandardized Coefficients B t Sig. Interpretation 

Constant  4.147 .000  
Sex .060 1.886 .060 Not Signficant 
Age -.004 -.072 .942 Not Signficant 
Civil -.072 -1.690 .092 Not Signficant 
Prof Status .050 1.582 .115 Not Signficant 
Educ Level .027 .717 .474 Not Signficant 
Centrality Of Local Food When 
Traveling 

-.004 -.124 .902 Not Signficant 

Travel Motivation     
Culture .068 1.445 .149 Not Signficant 
Interpersonal .035 .624 .533 Not Signficant 
Health and Taste .107 2.866 .004 Significant 
Emotion .089 1.811 .071 Not Signficant 
Food Experience     
Novelty Seeking .335 4.471 .000 Significant 
Experience Co-creation .123 1.270 .205 Not Signficant 
Servicescape .475 5.173 .000 Significant 
Choice Overload .242 2.559 .011 Significant 
Memorable Local Food Experience .726 7.959 .000 Significant 
Hedonic Well-being .257 2.752 .006 Significant 
Food Experience Overall -1.288 -3.358 .001 Significant 
**Excluded Variable: Travel Motivation Overall and Experience Intensification(these variables cannot be used to predict the 
dependent variable) 
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gastronomic encounter for tourists. Travelers can enhance their knowledge of the culture and traditions of their 

location by trying dishes prepared using locally produced produce and meats. It was demonstrated that 

preconceived notions about the quality of food can significantly impact the results after a visit. Travelers who 

expect to savor delicious and tasty meals are more prone to forming favorable memories of their trip and may be 

more willing to suggest the destination to others. 

The level of satisfaction and loyalty among tourists is contingent upon their physical well-being and the 

quality of their sensory experience. Food quality and taste have a significant impact on the level of satisfaction 

experienced by tourists. Visitors desire authentic, exquisite cuisine that excites their taste buds and creates a 

memorable experience. The capacity of food sellers to provide diverse and customized food options that cater to 

the dietary requirements and preferences of visitors enhances their level of pleasure. Venues may enhance 

traveler pleasure by offering excellent cuisine, which in turn creates favorable memories and experiences. The 

nutritional well-being of food also impacts tourists' opinions of the destination. Tourists are increasingly 

prioritizing their health and actively searching for dining establishments that offer healthier options. Consuming 

fresh, locally sourced foods and following healthier menus enhances the overall well-being and enjoyment of 

tourists. Discerning tourists who prioritize their health gravitate towards establishments that offer a harmonious 

blend of delectable and nourishing cuisine (Park & Widyanta, 2022). Moreover, the independent variables 

related to food experience (novelty seeking, servicescape, choice overload, memorable local food experience, 

hedonic well-being, food experience overall) do have statistically significant relationships with the dependent 

variable. Their coefficients have p-values less than 0.05. 

The significant variables (novelty seeking, servicescape, choice overload, memorable local food experience, 

hedonic well-being, food experience overall) could be important factors influencing food experiences during 

travel, while the non-significant variables may not play a significant role in this context.  

Proposed Framework 

 

 

 

 

 

 

 

 

Figure 1. Gregana-Alcaraz’ Tourist Gastronomic Engagement Framework (TGEF) 

The proposed framework is based on the presented regression analysis explores the relationship between 

various independent variables and a dependent variable, likely pertaining to food experiences or behaviors 

during travel. While factors such as sex, age, civil status, professional status, education level, centrality of local 

food when traveling, and travel motivation show no statistically significant relationship with the dependent 

variable, elements related to food experience—specifically, novelty seeking, servicescape, choice overload, 

memorable local food experience, hedonic well-being, and overall food experience—demonstrate significant 

associations. These findings suggest that factors influencing food experiences, such as seeking novelty, 

evaluating the dining environment, coping with choice overload, recalling memorable experiences, experiencing 

emotional well-being, and the food-related factors, play crucial roles in shaping individuals' food experiences 
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during travel. 

Tourism Food Experience and Post Visit Outcome 

As shown in the framework, the Tourism Food Experience is a predictor of Post Visit Outcome. This means 

that food experience—specifically, novelty seeking, servicescape, choice overload, memorable local food 

experience, hedonic well-being, and overall food experience—demonstrate significant relationship to the 

potential outcome of the tourist to be satisfied and loyal. The relationship between tourism food experiences and 

post-visit outcomes, including satisfaction and loyalty, is a widely researched topic. Key factors highlighted in 

the framework include novelty seeking, servicescape, choice overload, memorable local food experiences, 

hedonic well-being, and overall food experience. Novelty seeking is crucial, as tourists seek unique culinary 

experiences, contributing to satisfaction and loyalty. The servicescape, encompassing ambiance and decor, 

significantly influences customer perceptions and behaviors. Choice overload can diminish satisfaction, 

emphasizing the importance of curated menus. Memorable local food experiences create lasting connections to 

destinations, enhancing satisfaction. Emotional well-being derived from food experiences positively impacts 

satisfaction and loyalty.  

Travel motivation of tourist and post visit outcome 

As shown in the framework, the travel motivation of the tourist is a predictor of Post Visit Outcome. This 

means that travel motivation of the tourist specifically on the health and taste —demonstrate significant 

relationship to the potential outcome of the tourist to be satisfied and loyal. The relationship between travel 

motivation, particularly focused on health and taste, and post-visit outcomes like satisfaction and loyalty, is a 

crucial aspect of tourism research. This connection provides valuable insights for destination management and 

marketing strategies. Travel motivation theories, such as Maslow's hierarchy of needs and Pearce's travel career 

ladder, as highlighted by Oktadiana, and Agarwal, (2022) provide frameworks to understand tourists' underlying 

reasons for travel. Health and taste motivation, which emphasizes nutritious and flavorful culinary experiences, 

is gaining popularity in food tourism. Studies have shown that tourists motivated by health considerations tend to 

report higher satisfaction levels, especially when their culinary experiences align with their dietary preferences. 

This motivation also influences intentions to revisit destinations and recommend them to others. Understanding 

the role of health and taste motivation has significant implications for destination management, as offering 

diverse and healthy culinary experiences can attract tourists and enhance overall satisfaction. Tailoring 

promotional efforts to highlight the health benefits and culinary delights of local cuisine can further appeal to 

tourists seeking authentic and nutritious food experiences.  

Framework Symbolism 

This framework reflects a Sandwich like figure which this symbolism can be richly applied to travel 

motivation, experience, destination satisfaction, and loyalty, drawing upon its order of stages. In terms of travel 

motivation, the sandwich represents the initial sparks that ignites the tourists’ desire to travel inspired by 

different building blocks. Sandwiches and travel motivation are constructed from distinct elements. A sandwich 

requires a variety of ingredients to be gratifying, whereas travel desire is driven by a blend of circumstances 

(Goh et al., 2021). Travelers may be motivated by layered needs— Just like a sandwich might consist of layers 

of savory and sweet components, travel goals can also be multi-layered. A journey can satisfy the need for rest 

and rejuvenation (bread) while also providing chances for immersing oneself in different cultures and 

experiences (fillings). As travelers engage with destinations, the sandwiches symbolizes the transformative 

power of travel experiences, where encounters with different cultures, landscapes, and cuisines can lead to 

personal growth and enlightenment. Just as the sandwich undergoes layers of different ingredients, travelers may 

undergo their own experience, gaining new perspectives and insights along the way (Chen et al., 2022). 

Moreover, Kim et al. (2020) found that tourists are becoming more driven by experiential desires, actively 

seeking out distinctive and life-changing events. This aligns with the concept of a meticulously constructed 

sandwich that presents a unique blend of flavors. Similarly, a meticulously planned journey that caters to 
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experience desires extends beyond the mere location of the destination. In terms of destination satisfaction and 

loyalty, sandwich symbolizes the enduring connection forged between travelers and the places they visit. The 

enjoyment of a sandwich is influenced by the quality of its ingredients, just as the happiness of a destination is 

influenced by the quality of its many elements. The whole experience is influenced by cleanliness, safety, 

attractions, and service. This sense of loyalty may manifest in repeat visits, positive word-of-mouth 

recommendations, and even advocacy on behalf of the destination (Xiang et al., 2020). 

Implications of the Framework 

The practical and managerial implications of the proposed framework based on the regression analysis of 

food experiences during travel are significant for various stakeholders in the tourism and hospitality industry. 

Tourism boards and destination marketers can leverage the identified factors related to food experiences to 

promote their destinations. Highlighting unique culinary offerings, emphasizing the ambiance of dining 

establishments, and showcasing memorable local food experiences can attract travelers who prioritize food 

experiences in their travel decisions. Hoteliers and restaurant owners can use the insights from the framework to 

enhance their offerings and customer experiences. They can focus on creating inviting servicescapes, curating 

menus that cater to novelty seekers, and reducing choice overload by simplifying menu options. Additionally, 

emphasizing memorable local food experiences and promoting hedonic well-being through food can lead to 

higher customer satisfaction and loyalty. Tour operators and experienced designers can incorporate elements that 

align with the identified factors influencing food experiences into their itineraries and packages. This could 

include guided food tours focusing on unique local cuisines, immersive dining experiences in picturesque 

settings, and activities aimed at enhancing emotional well-being through food-related experiences. Food and 

beverage companies can develop products tailored to meet the preferences of travelers seeking novel culinary 

experiences. They can collaborate with local producers to source authentic ingredients, create innovative menu 

offerings, and design packaging that reflects the destination's identity to evoke memorable experiences. 

Understanding the importance of food experiences in shaping overall travel satisfaction, travel agencies and tour 

operators can tailor their offerings to match the preferences of different traveler segments. By collecting data on 

travelers' food preferences and past experiences, they can personalize recommendations and itineraries to 

enhance customer satisfaction and foster loyalty. 

4. Conclusions and recommendations 

The tourists highly agreed that emotion drives their journey to Central Luzon gourmet destinations. They 

agreed that visiting these places should bring back memories and bring back happy times. Interpersonally, 

respondents overwhelmingly agreed that experiencing new places with friends and family enhances ties and lets 

them enjoy time together. The respondents strongly agreed that visiting Central Luzon introduces them to 

authentic flavors and customs. Finally, respondents firmly agreed that they expected to consume local cuisines 

with fresh ingredients for health and taste. Tourists in Central Luzon particularly like the native cuisine, finding 

it both delicious and unforgettable. The ambiance is warm and animated, enhancing the pleasure. They have a 

strong appreciation for experimenting with new culinary creations and gaining knowledge about local 

gastronomic customs, which enhances the whole eating experience as a voyage of exploration and contentment. 

The tourists intend to promote and support local culinary culture. Whereas in terms of destination satisfaction, 

tourists were satisfied with their experience during their visit in Central Luzon. There is a significant relationship 

between; travel motivation in terms of culture, interpersonal, health and taste, and emotions and tourists food 

experience in terms of novelty-seeking, experience co-creation, servicescape, choice overload, experience 

intensification, memorable local food experience, and hedonic well-being. There is also a significant relationship 

between travel motivation in terms of culture, interpersonal, health and taste, and emotions, and post-visit 

outcomes in terms of destination satisfaction and destination loyalty. Lastly, there is a significant relationship 

between tourists’ food experience in terms of novelty-seeking, experience co-creation, servicescape, choice 

overload, experience intensification, memorable local food experience, and hedonic well-being and post-visit 

outcome in terms of destination satisfaction and destination loyalty. The proposed Tourists’ Gastronomic 
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Engagement Framework (TGEF) to improve tourist satisfaction and loyalty, as well as stimulate the growth of 

gastronomic tourism businesses in Central Luzon. 

The DOT Central Luzon may conduct surveys or focus groups to understand preferences of 

health-conscious tourists and those seeking novel flavors. They may also develop and promote itineraries 

highlighting wellness retreats featuring local, healthy ingredients and partner with food bloggers and social 

media influencers who cater to specific dietary needs or adventurous palates. The Regional Department of 

Tourism may host food festivals with interactive elements like cooking demonstrations, farm tours, or cultural 

performances. They may also partner with local restaurants and homestays to offer immersive dining experiences 

where tourists learn about regional cuisine and dialect and encourage restaurants to offer "healthy spins" on 

traditional dishes, using fresh, local produce while maintaining cultural authenticity. Tourism officers and 

ambassadors may train tourism staff and restaurant personnel on the cultural significance of local dishes and 

ingredients. They may develop menus with information on local ingredients, potentially translated into key 

tourist languages and organize workshops and events connecting tourists with local cooks and chefs to learn 

traditional cooking techniques. Regional tourism officers may collaborate with restaurants to design unique food 

tours or programs with incentives for visiting multiple establishments. They may also create social media 

campaigns encouraging tourists to share their favorite Central Luzon food experiences. Central Luzon’s Tourism 

Regional office may utilize the use of social media and influencer marketing so they can engage more to both 

men and women of all ages. They may also promote the importance of food when traveling to reach more 

travelers due to the significant difference between travel motivation, tourists’ food experience, and post-visit 

outcome. Collaboration between local residents, restaurant operators, and tourism offices may enhance the 

overall performance of their gastronomic offerings. This advancement will enable collaborators to adopt a more 

strategic approach towards a broader range of business prospects. By collaborating, it is possible to attain greater 

benefits that align more closely with the specific needs and preferences of the local community. Restaurant 

operators, food establishments, local community, and tourism offices may prioritize the excellence of their food 

offerings in order to attract more satisfied tourists, hence increasing the likelihood of repeat visits. Future 

researchers may explore the food scene beyond DOT-recognized restaurants, including local markets, street 

vendors, and home-cooked meals and analyze the marketing strategies of successful international food tourism 

destinations to identify best practices. They may also conduct longitudinal studies investigating the relationship 

between tourists' motivations, food experiences, and their post-visit satisfaction and recommendations. 
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